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a blackbird 
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Two Sections—Section One 
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This new electrician’s bit 


is selling fast. 
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They ask for the RED ROVER, the 
bit with the red shank. It is easy to 
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Six Superior sell and its performance makes repeat 
Points customers for you. 
7 | ee ; 
he Screw The six superior points tell why. 
2. The Spur kL : 
3. The Cutting Edge — over your stock and order Snell 
its. 
4. The Throat 
5. The Twist Catalog on request. 
6. The Finish 
Tested in Wood 
Every Snell Bit is tested by 
boring in wood before ship- 
ping. . 
All Snell Bits bore easily : 


and without pressure on 


the brace. 





SNELL MANUFACTURING COMPANY, Fiskdale, Mass., U. S. A. 


Sales Representatives: JOHN H. GRAHAM & COMPANY, 113 Chambers Street, Néw York City 
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Here is an interesting window display 


th at really tells a story 


IS window display is a good 
example of the interesting story 
you can tell in your windows—the 
kind of a display that really attracts 
the favorable attention of the hun- 
dreds of people who pass by your 
store every day. 

The display pictured here, in the 
windows of the E. C. Rieck Paint 
Company of Chicago,tells how Old 
Dutch Process White Lead is made. 
Pigs, buckles, corroding pots, all 
materials are here to instruct the 
potential customer in the reasons 


The EAGLE-PICHER LEAD COMPANY - 


EAGLE PureWHITE LEAD 





—¥ 








Have you heard 
about “Pigs of 
Lead,” the new 
motion picture 
which portrays 
every process 
in the manufac- 
ture of lead 
products? Write 
Eagle-Picher for 
complete infor- 
mation of how 
you can use this 
film to increase 
your sales. 








for the time-tested superiority of 
this paint pigment. 

This dealer makes use of the free 
service offered by Eagle-Picher to 
all Eagle Dealers—the supplying of 
interesting material for window 
displays which attract attention 
and boost paint sales. 

If you are not using this service, 
drop a line to Eagle-Picher. With- 
out obligation to you, we will be 
glad to give you further information 
which will help turn your win- 
dows into active salesmen for you. 


861-134 North La Salle Street - Chicago 


OLD DUTCH PROCESS 


{PRODUCERS OF LEAD AND ALLIED PRODUCTS} 


Sales Offices: CINCINNATI, CLEVELAND, PITTSBURGH, PHILADELPHIA, NEW YORK, MINNEAPOLIS 
BOSTON, BUFFALO, DETROIT, BALTIMORE, NEW ORLEANS, KANSAS CITY, ST. LOUIS, JOPLIN 


Manufacturing Plants: CINCINNATI, NEWARK, N.J., GALENA, KAS., HENRYETTA, OKLA., PICHER, OKLA, 


CHICAGO, EAST ST, LOUIS, ILL., ARGO, ILL., 





JOPLIN, MO., HILLSBORO, ILL., ONTARIO, OKLA, 


Se et 





There’s a 
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window way to sales 








Lipscomb &@ Roe 
Electric Co. 
Lakeland, Fla. 
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Ryan Bros. 
Garage 
Spring field, Ill. 








Goop windows sure do help the 
sale of good products. That’s 
why Eveready Columbia display 
material is used so plentifully by 
dealers who are making money 
on their battery business. The 
Lipscomb & Roe Electric Co., 
Lakeland, Fla., says: “‘We are 
mailing you this photograph to 
show you how we believe in Ever- 
eady products, and know that no 
other battery can take the place 
of Eveready. Business is good 


and we are doing a wonderful 
business on your batteries.”’ 


7 A 7 


The Ryan Bros. Garage, 


EVEREADY 
COLUMBIA 









- they sell faster 


Dry Batteries 


Springfield, Ill., gives this as the 
recipe for building business : ‘‘ Day 
and night service, a good Ever- 
eady stock, and the use of the 
many attractive window trims 
bearing the Eveready Columbia 
name.” Order Eveready Colum- 
bia Dry Batteries from your 


jobber. 
NATIONAL CARBON CO., Inc. 


New York San Francisco 


Atlanta Chicago “ Kansas City 
Unit of Union Carbide and Carbon Corporation 
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Extra Thin Extra Long Extra Light Extra Strong 
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ARMSTRONG-VANADIUM 
Super-Quality Wrenches 


Live hardware dealers are reporting heavy sales on this finest 
| 
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of wrenches. Mechanics who are accustomed to good tools 
instantly recognize the real quality. Usually, too, they buy a 
complete set. The ARMSTRONG Trade Mark is their best 

. Guarantee of Highest Quality Materials, Superior Design and 
Excellent Workmanship. 


These wrenches are extremely light and long as compared to 
their unusual capacity. The jaws are thin and narrow and are 
exceptionally handy to get at the nut in close quarters. 


The strength of ARMSTRONG-VANADIUM Wrenches is 
based upon excellence of design and material rather than on 
bulk. They are drop-forged from Chrome’ Vanadium steel, 
heat treated and finished in nickel over copper, with heads 
buffed bright. Fifteen degree angle—double head. 


The longest, strongest, handiest Wrenches obtainable. Care- 
fully tested and guaranteed not to break or spread. 





Write for details of 
this attractive dis- 

it Pee , ‘ : ; : 
oo Raga lw vlc Descriptive folder, showing the various sizes and prices, will 
wrenches. It will be sent without obligation. Write for your copy today. Stock 
boost your wrench 
sales. 


the Line of Recognized Quality. 


‘It’s STRONG if it’s ARMSTRONG” 


Armstrong bros. Tool Co. 


“The Tool Holder People” 






314 N. Francisco Ave. _ Chicago, U. S. A. 
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“Have one of these catalogs 


‘It is just the thing to carry around 
with you. Pocket size. Fully illus- 
trated. A duplicate of my big cata- 
log.” 


With one of these new miniature 
catalogs in his possession, your 
customer can select his hardware 
Fe Talemel get-go) Mmaleiselel-lameh 2-1 am del Me elalelal-e 
It shows the complete Stanley line. 








Features of the new 
Miniature Hardware Catalog No. 41 


1. A reproduction of the large Stanley Hardware Cata- 
log No. 14. Complete in every detail. 





2. Size 4% x 6 inches—just fits the pocket. 
3. Blue linen-finish cover.. Book lies flat when open. 





4. Illustrations—every item well illustrated by half- 
tone cuts. 























5. 354 pages; complete description, measurements and 

packing information on every item. Carefully in- 

dexed. Every customer who 
uses hardware toany 
extent should havea 


copy. 


6. Every builders’ hardware man should carry one in 
his pocket. 


THE STANLEY WORKS, NEW BRITAIN, CONN. 
New York Chicago San Francisco Los Angeles Seattle 


[ STANLEY ] 


_{sw) a 
STANLEY HARDWARE 


MADE OF STANLEY STEEL 
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IGHT now in the gigantic billion-dollar poultry 
industry, there are a million and more minds 
“with but a single thought:” to get everything 

in readiness for the coming Season. 

They have the “buying mind,” these poultry 
raisers. They’re in the market for Poultry Fence and 
for the score or more other poultry necessities sold by 
you and your fellow dealers. Every new born chick 
suggests the need for netting. And, netting in turn sug- 
gests the need for other profitable items in your line. 


Today in your trade territory, 
there are scores of potential buy- 


HARDWARE 


A Billion Dollars 
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Poultry-men everywhere recognize U. S. Poultry 
Fence as the only netting which fulfills every require- 
ment of modern poultry husbandry. 4 

They know it is the only netting that can be 
stretched straight and true from post to post without 
the aid of top-rail or baseboard. 

They know it is the only netting which can be 
taken down and put up time after time without buck- 
ling or sagging. 

They appreciate its greater 
“J| econgmy, its superior strength 
and its longer years of service. 


ers figuring their requirements. Every Year Sethi sien will a 
Tomorrow they will buy. THE rapidly growing poultry industry represents olnIng cise WI 0. 
a greater potential market for dealers than Round out your stocks of U). S. 


And, while it is buying time 
for the poultry raiser, it also is 
selling time for the dealer. 

Now is the time to go after 1924. 
this profitable business. Build 
your sales campaign around U. S. 
Poultry Fence. It will bring new 
customers to your store and put 
money in your cash register. 


ever before. 


The annual income from poultry 
now averages more than a billion dollars a year. 
The number of chickens on the farms alone in- 
creased from 579,000,000 in 1922 to 678,300,000 in 
Latest government estimates disclose that 
the production of chickens on farms in 1925 was 
4.2 per cent greater than in 1924 and that the total 
value was about 12 per cent greater. 
prices in 1925 averaged 30 1/2 cents a dozen as com- 
— — 26.4 cents in 1924. The total value of 
crop alone increased from $521,574,000 in 
1924 to » $610, 241,580 in 1925. 


Poultry Fence now. Representa- 
tive Jobbers in your territory will 
¢ fill your orders promptly. If you 
\ donot know the name of the 
U. §. distributer near you, write 
us for his name. 

Indiana Steel & Wire Company 

Muncie, - Indiana 
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Farm egg 


This year specify U. S. Poultry Fence---not just “poultry netting.” 
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Mr. Waring engaged 
in laboratory research 
on new brushing 
lacquers. 


Mr. Waring makingan 
arinual inspection of 
the world - famous 
Collection of Com- 
mercial Woods at the 
New York State 
College of Forestry, 
Syracuse, N. Y. He in- 
stalled and finished 
these test panels in 
& 1916. 
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to Hardware Dealers 


For a complimentary copy of 
the Marc 
your business letterhead to 
Popular Science Monthly, 242 
Fourth Avenue, New York City. 


March 3, 1927 


“As a Chemist and Engineer, I read every issue 
of Popular Science from cover to cover” 


Mr. Waring applying the trim i 
toa rosewood chest made in his ; 
laboratory workshop. Note the 
collection of high-grade stand- 


1. 
ok 


iL 










issue, write on 


Here’s why Mr. Waring buys good tools 


“PT*HREE things are necessary,” 

says Mr. Waring, “if one desires 
to create and to do high-grade work 
—good ideas, good methods, and 
good tools.” 


He continues: “Popular Science 
satisfies my needs splendidly. It 
acts as a suggestion box and fur- 
nishes me with tangible ideas. Also, 
the advertising of hardware manu- 
facturers keeps me informed on all 
improvements on the special tools 
and materials that I require. 


“Briefly, Popular Science is an 
inspiration to me, especially the 
eighteen pages of the ‘Home Work- 
shop’ section. Everyone who is in- 
terested in making things will find 
this section, as well as many special 
articles in each issue, both interest- 
ing and instructive.” 


CERTAINLY, Mr. Hardware 
Dealer, Popular Science speaks with 
authority, when a practical, engi- 
neer like Mr. Waring turns to its 
pages for advice, before specifying 
tools in the factory and paint shops. 


And certainly, Popular Science 
is serving the whole hardware in- 
dustry by making tool-users of its 
readers, many of whom are your 
customers. They come to your store 
to buy tools, hardware, and paint. 
They increase your profits. 


Popular Science is doing a good 
selling job for you—and for all 
hardware retailers, jobbers, and 
manufacturers. 


Won’t you let us send you a 
copy FREE? 











Manufacturers Who are Giving You 


Peck, Stow & Wilcox Co., Southington, Conn. 
Millers Falls Company .... Millers Falls, Mass. 
Simonds Saw & Steel Co. . .. Fitchburg, Mass. 
Prentiss Vise Company ..... New York, N.Y. 
Trimont Mfg. Company ..... Roxbury, Mass. 
Ba. KR. Pestet, EREeo coc cccces - Everett, Mass. 
David Maydole Hammer Co. . . . Norwich, N.Y. 
Clemson Bros., Inc. ...... Middletown, N.Y. 
C. A. Shaler Company.......Waupun, Wis. 





~~~ ~ ——_—-@Fs 





Sales Aid by Advertising Their Products in POPULAR SCIENCE MONTHLY 


North Bros. Mfg. Co... .. .. Philadelphia, Pa. 
Yale & Towne Mfg. Co..... Stamford, Conn. 
Brown & Sharpe Mfg. Co. . . Providence, R. I. 
H. Gerstner & Sons ....... + Dayton, Ohio 
Goodell Pratt Co.........- Greenfield, Mass. 
E. C. Atkins & Co., Inc. . . . Indianapolis, Ind. 
Boston Varnish Co. (KYANIZE), Boston, Mass. 
W. B. & J. E. Boice . . .....-+ + Toledo, Ohio 
Electro Magnetic Tool Co. . . . . . « Cicero, Ill. 


South Bend Lathe Works . . . South Bend, Ind. 
Kraeuter Pliers ....... Newark, New Jersey 
S.C. Johnson & Son..... Racine, Wisconsin 
Chisel-Edge Claw Hammer Co. . Hoboken, N. J. 
L. S. Starrett Company ....... Athol, Mass. 
New Jersey Wire Cloth Company, Trenton, N. J. 
Addison Leslie Co., Plastic Wood, Canton, Mass. 
Rutland Fire Clay Co., Patching Plaster and 
No-tar-in Roof ating ...... Rutland, Ve. 
Gerold Company, Lathes . . . New York, N. Y. 


Smooth-On Mfg. Co. ...... Jersey City, N. J. Twinplex Sales Co. ........ + St. Louis, Mo. U. S. Gypsum Co. ........ Chicago, Illinois 

Silver Lake Company .... Newtonville, Mass. Estwing Mfg. Co... .. «+++ +++ Rockford, Ill, Waco Tool Works ........ Chicago, Illinois 

The Stanley Works ..... New Britain, Conn. Detroit White Lead Works . . . . Detroit, Mich. Nicholson File Company... . Providence, R. 1. 

Fayette R. Plumb, Inc. ..... Philadelphia, Pa. Parks Ball Bearing Machine Co., Cincinnati, Ohio Sargent & Company.... . New Haven, Conn. 
Every tool product advertised in Poputar Science is guaranteed after test a. 


and approval by the Poputar Science Institute of Standards. 


are Sciemce 
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BIG POSSIBILITIES 


FOR BACK SAW SALES 


When the average householder 
realizes the many uses he has for a 
back saw—there will not be a home 
without one. 


A little educational work on your 
part will pay big dividends in saw 
sales. 


Show men the Disston No. 4 Back 
Saw. Let them take it in their 
hands. Suggest the following as be- 
ing typical of the many jobs they 
need it for: 


“You need it for cutting curtain 
poles, shade rollers; cutting corners 
on picture frames; sawing mitres; 
making small flower boxes and trel- 
lises; cutting grooves in uprights for 
receiving shelving; trueing up legs 
on chairs or tables, and cutting close 
work where space will not admit a 
hand saw.” 








ORIGINAL DISSTON SAW 


STILL FURTHER IMPROVED 


The first saw designed by Henry 
Disston was the No. 7. How well 
that job was done is demonstrated 
by its continued popularity down to 
today in the face of competition 
from dozens of other types of saws. 


Now it has been improved in ap- 
pearance! 


A polished blade and a full-var- 
nished handle now give the Disston 
No. 7 an appearance which its cut- 
ting ability merits. 


The No. 7 is made also ina Light- 
weight model with the same attrac- 
tive polished blade and _ full-var- 
nished handle. 


The Lightweight is the type of saw 
that is selling faster every day. Its 
narrow blade and lighter weight 
make it easier to use. It has all the 
features of the regular type of saw 
plus the advantage of less weight. 


Featire the No. 7 in your stock 
now—both Regular and Lightweight 
models. 


*, 
— € - ote 
L 


Disston No. 7 Lightweight (Ship 
Pattern) Saw 
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1000 HARDWARE DEALERS ARE DISPLAYING 


THIS MEMBERSHIP CERTIFICATE 





One thousand 
members of the 
Disston 25-Year 
Club have re- 
ceived their Cer- 
tificate of Mem- 
bership. 

“We acknowl- 





eo edge with thanks 
es receipt of framed 
L. N. Wilcox Certificate of 


Membership in 
the 25-Year Club. We have hung it 
in a conspicuous place,” writes Mr. 
L. N. Wilcox, of Louis N. Wilcox & 
Son, Baltimore, Md.—a recent mem- 
ber. 


What Does It Stand For? 


Any store may be proud to dis- 
play this Certificate. While it indi- 
cates, primarily, that the store has 
sold Disston Saws for more than 
twenty-five years—it has a deeper 
significance: It means that the store 





is founded on sound principles of 
sales and service, else it could not 
endure through the years. 


What is the Club’s Purpose? 


The Club was organized a year 
ago for the purpose of bringing into 
closer contact the makers of Disston 
Saws and those staunch friends who 
have sold and recommended them 
for over a quarter-century. 


Who Are Eligible? 


Any hardware store in the world 
in which Disston Saws have been 
stocked and sold for twenty-five 
years or more is eligible. It is not 
necessary that the present owners 
shall have been active in the busi- 
ness for that length of time. 

There are no dues or expenses of 
any kind. If you are eligible, mail 
the application blank below to the 
Secretary, Disston 25-Year Club, 
c/o Henry Disston & Sons, Inc., 
Philadelphia. 











APPLICATION FORM—Disston 25-Year Club 


Please enter our application for member- 
ship privileges in the Disston 25-Year Club. 


Name of Store..............s00 


COSC EEE E TH HEHE Oe 








ee ei Tne 6 oo... onscccccoscsccenccsccceecs 


Re I Fa iiiictesiiccnttaccensnscccevenesesiinnncnin 


SPOOR EERE EEE ETE EEE HEHEHE HEHEHE EEE HEHEHE EOE EEE ERE EMER EE 


Name of individual who will represent store in Club activities: 





SCORE eee eee 





SOCCER EERE EEE EEE EEE HEE E EEE EEE 





Published by HENRY DISSTON & SONS, INC., Makers of ‘The Saw Most Carpenters Use,””» PHILADELPHIA, U. S. A. 
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This is the ‘FOUNTAIN” Jobber List for 1927 


It shows those jobbers who are anxious to supply your season’s stock 
of Genuine Original Fountain Lawn Sprinklers. 





If your jobber is not on the list, order from the nearest one who has 


shown his appreciation of quality by preparing to serve you with de- 
pendable merchandise. 


Note:—Both the “Original” Fountain and the ‘“‘Half-Fountain” are now packed exclusively in 
attractively colored display cartons. 


CALIFORNIA— 
LONG BEAOH, 
American nee Hldw. Co 
LOS ANGEL 
Hoffman ae are Co. 
SAN FRANCISCO, 
Raker, Hamilton & Pacific Co. 
Winchester-Simmons Co. 


DISTRICT OF COLUMBIA— 
WASHINGTON, 
F. P. May Hdwe. Co. 


FLORIDA— 
TAMPA, 
Knight & Wall Co. 
Tampa Hdwe. Co. 


GEORGIA— 


ATLANTA, 
Wine ‘he — Simmons Co 
AUGUS 
Bowen Tiss lidwe. Co. 
IDAHO— 


BOISE, 
Northrop Hdwe. Co. 


ILLINOIS— 
CHICAGO, 
Gardner Wire Co. 
Marshall Field & Co. 
L. Gould & Co. 
— Spencer, Bartlett & 


. Bros. Co. 

States Rubber & Supply Co 

H. Channon 

Winchester-Simmons Co. 
DECATUR, 

Morehouse & Wells Co. 


INDIANA— 
FT. WAYNE, 
C. ©. Sehlatter & Co. 
RICHMOND, 
Miller Bros. Hdwe. Co. 


1ow A— 
BURLINGTON, 
Drake Hardware Co. 
CEDAR RAPIDS, 
Harper & MeIntire Co. 
COUNCIL BLUFFs, 
“yo Co 
DES MO S, 
Luthe Hawe Co. 
DUBUQUE, 
A. Tredway & Sons Hdwe. Co. 
KEOKUK, 


Harper & McIntire Co 

SIOUX CITY, 
Winchester-Simmons Co. 
Knapp & Spencer 


KANSAS— 
— ee 
arwi Hdwe. Co. 
HU STCHINSON. 
Frank Colladay Hdwe. Co. 





TOPEKA, 
Ww 


WICHITA. 
Winchester-Sinmons Co. 


KENTUCK Y— 
LEXINGTON, 
Von Deren Hdwe. Co. 
LOUISVILLE, 
Relknap Hdwe. & Mfg. Co. 
Peaslee-Gaulbert Co. 


LOUIsSTANA— 
SHREVEPORT, 
Thomas-Ogilvie Hdwe. Co 
Buckelew Hiwe. Co. 
Friend Hdwe. Co. 


MAINE— 
PORTLAND, 
Kendall & Whitney 


MARYLAND— 
BALTIMORB, 
C. H. Friant Rubber Co. 
Carlin & Fulton Co. 
Baltimore Gas Light Co. 
S. Lachman & Son 


MASSACHUSETTS— 
BOSTON, 
Rarnum & Stone 
Bigelow & Dowse Co. 
Decatur & Hopkins Co. 
Prescott & Co. 
Shepard Clark Co. 
Winchester-Simmons Co. 
SPRINGFIELD 
Bigelow & Dowse 


MICHIGAN— 
DETROIT, 
Buhl Sons Co. 
H. D. Edwards & Co. 
Geo. C. Wetherhee & Co. 
Morley Bros. Co. 
J. T. Wing & Co. 
GRAND RAPIDS, 
Michigan Hdwe. Co. 
H. Leonard & Sons 
KALAMAZOO, 
Edwards & Chamberlain Co. 
MPNOMINEE, 
— Hardware & Supply 


SAG IN AW. 
Morley Brothers 


MINNESOTA— 
DULUTH, 
Kelley- How- -Thompson Co. 
MINNEAPOLIS 
Ww. S. Nott Co. 
Plant Co. 
Winchester-Simmons Co. 
Hall Hardware Co. 
McDonald Bros. Co. 
ST. PAUL, 
Farwell, Ozmum, Kirk Co. 
Hackett-Gates-Hurty Co. 
G. Sommers & Co. 


LL. Thompson Hdwe. Co. 


MISSOURI— 
KANSAS CITY, 
Harbison Mfg. Co 


Richards & Conover Hdwe. Co. 


Stowe Supply Co. 

Townley Metal & Hdwe. Co. 
ST. LO 

Geller, Ward & Hasner Co. 

Winchester-Simmons Co. 

Schroeter Bros. Hdwe. Co. 
SPRINGFIELD, 

Harry Cooper Supply Co. 


MONTANA— 
HELENA, 
Helena Hardware Co. 


NEBRASKA— 
OMAHA, 
John Day Rubber . Supply Co. 
Lee-Kountz Hdwe. o. 
Paxton & Gallagher Co. 
Wright & Wilhelmy Co. 


NEW HAMPSHIRE— 
MANCHESTER. 
Jno. B. Varick 


NEW JERSE Y— 
NEWARK 
John Giesinger 
Muller & Seitel 
PATERSON, 
S. Federbush 


‘ 
NEW YORK— 

ALBANY, 

Albany Hdwe. & Iron Co. 
BINGHAMTON, 

Crocker & Ogden 
BUFFALO, 

Buffalo Wholesale Hdwe. Co. 

Weed & Co. 
ITHACA, 

Treman-King & Co. 
NEW YORK CITY, 

Coleman Rubber Co. 

C. H. & E. 8S. Goldberg 

Rothbaum & Leinward 

Sickels-Loder Co. 

Underhill, Clinch & Co. 
ROCHESTER, 

Matthews & Boucher 

Weed & Co. 
SCHENECTADY, 

Clark Witback 
SYRACUSE, 

Burhans & Black 

Dayton Hessler Co. 


OHIO— 
CANTON, 
Canton Hdwe. Co. 
CINCINNATI, 
Krause Hdw. Co. 
CLEVELAND, 
The George Worthington Co. 
Ohio Rubber & Textile Co. 
COLUMBUS, 
Columbus Mdse. Co. 
Smith Bros. Hdwe. Co. 
The J. H. & F. A. Sells Co. 


TOLEDO, 
Bostick-Braun Co. 
The Merrell Co. 
Union Supply Co. 
Winchester-Simmons Co. 
Stohlberg Hdwe. & Paint. Co. 


OK LAHOMA— 
OKLAHOMA CITY, 
Richards & Conover Co. 


PENNSYLVANIA— 
PHILADELPHIA, 
Richard Levick’s Sons 
New York Belt & Pkg. Co. 
Shields & Brother 
Tillinghast Rubber Co. 
Winchester-Simmons Co. 
PITTSBURGH, 
American Hdwe. & Supply Co. 
Hukill-Hunter Co. 
Logan-Gregg Hdwe. Co. 
Joseph Woodwell Co. 
John P. Wettach Co. 


RHODE ISLAND— 
PROVIDENCE, 
Belcher & Loomis Hdwe. Co. 
Hope Rubber Co. 
Providence Hdwe. & Supply Co. 


TENNESSEE— 
NASHVILLE, 
Keith-Simmons Co., Inc. 


TEXAS— 

AMARILIA, 

oo Thomas Hdwe. Co. 

DALLA 
Huey ~ Philip Hdwe. Co. 
Cullum & Boren 
Butler Brothers 

STAMFORD, 

Penick- Hughes Co. 

WACO, 

McLendon Hdwe. Co. 
Herrick Hdwe. 

WICHITA FALLS, 
Penick-Hughes Oo. 
Wichita Hdwe. Co. 
Western Hdwe. Co. 


UTAH— 
SALT LAKE CITY, 
Salt Lake Hdwe. Co. 


WISCONSIN— 
GREEN BAY, 
Morley-Murphy Hdwe. Co. 
MILWAUKE 
Feoukfesth Hadwe. Co. 
Jno. Pritzlaff Hdwe. Co. 
MADISON, 
L. L. Olds Seed Co. 


CANADA— 
CATAIARY, 
G. L. Chesney 
Hudson’ , Bay Co. 
TORON TC 
H. 8. Howlane & Sons Co 





Huntington, W. Va. 


The Armstrong Manufacturing Co. 
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. Here Is the 


ARMSTRONG SPRAY PUMP 
Jobber List for 1927 











These Jobbers are ready to supply you from their complete 


Wat Q 
% stocks. 
6 This list will show you where the sturdy, powerful Arm- 


OR the past eight years I Strong Spray Pump may be promptly had if your favorite Job- 


have sprayed my fruit trees, ber is not listed. 
and used it for garden crops and 





CALIFORNIA— ST. JOSEPH 
roses, done whitewashing, and ap- EMERYVILLB, Wyeth Hdwe. & Mfg. Co. 
plied hog dip. In fact it has been LONG BEACH.” STshapleigh Hawe. Co. 
in constant use around the place Pa Hdwe. Co. Witte Hdwe. Co. 
’ 4 ‘ 4 N 4h 405 qua 
doing the work better than ote “HASTINGS, 
other pumps costing several times Baker, Hamilton & Pacitle Co. ana 6 oe o. 
unham, Carrigan ayden (o. 
as much. At least a half dozen California Fire Extinguisher Co. Paxton : ae E> 
. y 0 
of my neighbors have bought an a NEW YORK— 
i er mv ee NEW YORK CITY, 
Armstrong after trying mine. ia a Seed Oo. qMasback Hardware Co., Tne. 
4 — AL If 4s 
So says one user of the CHICAGO, ne tet 
PEORIA,” Spencer, Bartlett & Co. TROY, « 
ORI _M. ' 
ARMSTRONG "2 oocu.e: enone 
The Isaac Walker Hdwe. Co. wy 8 rr 
STANDARD INDIANA— “Asheville Seed Co. 
PRAY PUM G. ©. Schlatter & Co. OHTO— 
Wayne Hdwe. Co. CINCINNATI, 
The Armstrong Spray Pump is a marvel aioe Tides & then Co c—e. ~ 
of efficiency and convenience—with its RICHMOND, The W. Bingham Co. 
interchangeable nozzles you can spray Miller Bros. Hdwe. Co. COLUMBUS, -. 
from a fine mist to a straight stream. a . E. Carr & Co. 
Over 250,000 are in daily use for Drake Hdwe. Co. nce Sinith Bros. Hdwe. Co. 
fruit trees, potato and low grow- py hy gt en The Bostwick Braun Co. 
ing crops. Applying cattle and COUNCIL BLUFFS, a ee enlilge Sie ee © 
hog di hite-washi hick Impkie Shugart Hill Co. Oe Hvetinetg Eicwe. amt (e. 
eee, ee DES MOINES OREGON 
houses, etc., etc. Use with buck- Brown-Camp Hdwe. Co. PORTLAND, 
et, barrel or knapsack. Brass ex- eS Co. Marshall-Wells Co. _ 
tension adjustable for spraying Tote tiem ik ae eee Ses 
at any angle. KEOKUK, PHILADELPHIA. 
A. weber Co. Chas M “ Ghriskey’s Sons 
r Brass throughout. Unaffected by OTTUMWA, ; PITTSBURG, . | 


Harper & MelIntire Co. 


spraying chemieals. 5 year guarantee. Haw Ha rdwa re €'o 


American Hdwe. Supply Co. 












Write for folder, “Spraying Simplified.” a a = ‘% a? - —— 
Fill in coupon. Order direct if your app — 5 ; nae C 
d > con't cngaly you: cy Larson Hardware Co. 
eale PP ATCHISON, TENNESSEE— 
Blish, Mize & Silliman Hdwe. Co. KNOXVILLE, 
A. Harwi Hdwe. Co. Vance-Armstrong Hdwe. Co. 
The Armstrong Mfg. Co. HUTCHINSON, — ere 
The Frank Colladay Hdwe Co. bh ol 
Hunti n, W. Va. KENTUCKY— =. ie ine: 
untington, LOUISVILLE, . The Schuhmacher Co. 
Belknap Hdwe. & Mfg. Co. a ye _— y 
wer pha Porter Walton Co. 
The J. Bolgiano Seed Co. VIRGINIA— 
Action i RICHMOND, 
————e Watkins-Cottrell Co., Inc. 
Barnum & Stone ee 
tigelow & Dowse Co. 
Decatur & Hopkins Co. a rhe 7 oll H. Lilly Co. i 
MICHIGAN— Pacific Marine Supply Co. - 
DETROIT, Polson Implement Co. 
Buhl Sons Co. Seattle Hardware Co. 
Standard Bros. Hdwe. Corp. Schwabacher Hdwe. Co., Inc. 
GRAND RAPIDS, TACOMA 
Michigan Hdwe. Co. Hunt & Mottet Co. 
MINNESOTA— Poole’s Seed & Implement Co. 
DULUTH, WEST VIRGINIA— 
Kelley- How-Thomson Co. HUNTINGTON, 
MINNEAPOLIS, Emmons, Hawkins Hdwe. Co. 
Hall Hardware Co. PARKERSBURG, 
W. 8S. Nott Co. The W. H. Smith Hgwe. Co. 
oe ey eee WISCONSIN— 
Farwell, Ozmun, Kirk & Co. ee ae Seed Co. 
Hackett, Gates, Hurty Co. - iy SNe 
MILWAUKEE, 
4 50 ee uaAn Cee John Pritzlaff Hdwe. Co. : 
Harbison Manufacturing Co. CANADA— 
6 f Richards & Conover Hdwe. Co. MONTREAL, QU 
$6.00 west of Rockies. 7 wy Stowe Supply Co. Watson-Jack 4 Co., Ltd. 
urved extension : Townley Metal & Hdwe. Co. VANCOUVER, B. C. 
and knapsuck extra. ¢ 77 | SPRINGFIELD, A. I. Johnson & Co., Ltd. 
y weed ~ \ Harry Cooper Supply Co. Marshall-Wells, B. C., Ltd. 








Dealers supported by a national advertising 


Shove fe one appearing in Country Conte: The Armstrong Mfg. Co., Huntington, W. Va. 
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NICHOLSON 











With 
SALES PUNCH 
AND ROMANCE 








Based on a stirring 
| adventure of the 


Pilot of the NC-4 dj 
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HOUSANDS READ about Lieutenant 
Walter Hinton when he piloted the NC-4 
on the first successful Trans-Atlantic flight 
ever made from New York to Plymouth, 
England. 


And thousands followed in the press the- 
further exploits of this indomitable aviator 
whose adventures reached a climax with 
his aerial dash to discover the source of 
the Parima River. 


But they don’t know that the only tool he 
carried on this perilous journey over a 
South American jungle was part of a 


NICHOLSON File. 


Our National Advertising for 1927 is tell- 
ing the story and the best window display 
we have ever seen is going to link it up 
with your store. 


We won’t attempt to say how good it is— 
we have illustrated it in black and white 
so you can get the idea—but the display 
itself is in nine striking colors. 


Due to the unusual nature and cost of 
these displays, we are only making them 
up for icine who send their names at 
once. The displays will be ready shortly. 
They are free. But if you want one, send 
us your name and address now. 


NICHOLSON FILE CO. 
Providence, Ri. 1., U. S.A. 





. S. / \. 
(TRADE MARK) 














OLS, 
Sey 
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- Repeat Order Bac 
QUALITY -~ 
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We will be glad to send you prices. 


BEMIS & CALL CO. 


Bemis & Call Wrenches offer more than 
immediate sale possibilities. Their excel- 
lent quality and improvements guarantee 
a large and more satisfactory business of 
repeat orders. 

They make good in service and make 
friends with their users. Their “friends” 
are your best assets. 

Handles, Frames and Bolsters are one 
piece, powerfully braced. Screws are made 
of solid high grade steel. Bars forged 
a open-hearth steel with oval front and 
ack. 


Springfield, Mass., U.S. A. 


ATA 








Made from 


KILBORN STEEL 


A Special Steel Adapted to Tools of this Character 
ARCH PUNCHES 


This Punch is only one of the 52 distinct 


“GREEN LINE TOOLS” 


4,” to 3” diameter. Drop Forged. One Piece 


THE KILBORN & BISHOP CO. 


New Haven Conn. 
Manufacturers of the ‘‘GREEN LINE TOOLS” 
Reg. U. S. Pat. Office 


SSSSSPSSSASSPSSSSSBPSBPSSsSSPSSSSSPSSSSSSsSsssqas 
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90 Years Old This Year 


Why Not 
Satisfy 
Your Customers ? 


Certain of your customers 
want the best, so why not give 
them the best? Of course 
you have to carry a cheap line, 
but carry a few good ones, 
too—it will pay you. 





New Catalogue 


Our new catalogue of 
carpenters’ tools, including 
our Hand Saws, is now 
ready. Drop us a card tor 
vour copy. 

\We are going to work 
with the dealers who work 
with us. ,Write us today. 





The L. & I. J. White Co., Inc. 
125 Columbia St. Buffalo, N. Y. 











Pliers 


Mathias 
Belts 


Established 18.57 
Tackles 


Climbers 
Tool Bags 
Wire Grips 
Safety Straps 
Lag Wrenches 
Tree Trimmers 
Sleeve Twisters 








Sinn 





& Sons 


Chicago NE UAY:' 





SINCE 1857 
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There are over 400 
different Brown & 
SharpeMicrometers, 
Sizes may be kad to 
— from 0 to 













Vernier  gradua- 
tions, machine cut, 
are uniformly ac- 
curate for fine 
measurements. 





Nearly 200 different 
styles and sizes of 
Calipers and Di- 
viders that meet all 
requirements. 


Everywhere the Brown & Sharpe 
trade mark is recognized as 


THE WORLD’S STANDARD 
OF ACCURACY 


Brown & Sharpe Com- 
bination Squares, Sets 
and Protractors are re- 
liable precision tools. 
Over 400 different styles 
and sizes. 


The world of mechanics, toolmakers, stu- 
dents, motor service and repairmen—the 
man of skill and training—invariably looks 
for the Brown & Sharpe trade-mark when 


Le selecting precision tools. | 
. Pm, 
4 3 i e e . e : 
“a 9”? This trade-mark is symbolic of the highest standard 
Pm of accuracy to the world of which we speak—a 
Neatly a hundred lig ny world accustomed to dealing in thousandths of an 
ralee—thei accurate Ley Fm inch and often in one ten-thousandths of an inch. : 
machine iv Ly 
graduations are eas- “Ly 
‘ 7 The accuracy of Brown & Sharpe precision tools 
_has made their name synonymous with “standard” i 
wherever such tools are used. | 


It has always been the custom of the Brown 
& Sharpe Mfg. Co. to sell its precision tools | 
through hardware dealers—a policy profitable ! 


Speed indicators, 
and test indicators 
for nearly every re- 


for you. 
quirement. 


BROWN & GHARPE TOOLS 


BROWN & SHARPE MEG. CO., Providence, R. I, U.S. A. 
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How Do You Buy Wheelbarrows 


Large consumers of barrows have learned 
that the economies to be figured by per- 
formance over a period of satisfactory ser- 
vice are the true economies. That to make 
price the controlling influence of their buy- 
ing is to pay double through maintenance 
cost. 


That the wheelbarrow is subject to hard 
service and little care, and for these reasons 
should be of the very highest quality. 


STERLING wheelbarrows prove satisfac- 
tory to both the buyer and wheeler; as they 
not only outlast the ordinary kinds, but also 
are designed so as to wheel easy and bal- 
ance properly. 


Whether you have a large or small demand 
you will profit by selling “Sterlings.” 


STERLINGS always give long and satisfac- 
tory service. There are no better wheel- 
barrows to offer your trade. Why substi- 
tute? 


There is a Sterling Warehouse stock near 
you, and a Sterling organization ready to 
show you how your wheelbarrow business 
can be made more profitable. 





No / General Furpose 


NVo. 6 A Contractors 
| a - 


The Sterling line tn. 
Cludes a wheelbarrow 
for every purpose 
Write now for our 
handsome catalog. 
and special price to 
ealers” 


Leg shoes are only 
one of the many 
Sterling improve- 


yaa! ING (Wheelbarrow (%.. Milwaukee, Wis. 


Boston, New York, Chicago, Cleveland Detroit. St. Louis 
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PERFECT 
TEMPER 





The best known 


and known as 
THE BEST 


PERFECT AX 


AC QNENTEQ = — 


"§ APRIL 29% 1889 > 
WATS |@ 


KELLY AXE War C0) | : 
CHARLESTON W.VA. SES iE 
USA: Qc) | | 





The World’s Finest 


Kelly Axe & Tool Co. 
Charleston, W. Va., U. S. A. 
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Swedish Bee 
Pansar ee 
Files 


D B l 2. -anew 
— plier display 
The six No. 654 Long Nose 


Flexible oo : = Circular Side-Cutting Pliers—3 six- 
Blades = Cut inch and 3 seven-inch size — 


shown on this Crescent dis- 
Tanged y play board will find a ready 
P welcome among your custom- 
Half-Round Full ers interested oe radio or — 
u trical work. Your jobber will 
Bastard G neon d supply you. The cost is for 
Genoath u tools alone. No charge for 

display board. 

, ‘ ;, CRE 

We carry a full line of files, chisels and pliers |§ 904 wae tal Rogge ln omy 9 


neammnenes CRESCENT | “— 
Made and 


SCANDINAVIAN WESTERN IMPORTING CO., Ltd. 


116 Broad St., New York, N. Y. and Smith & Hemenway guaranteed by the 
originators of the 


Minneapolis, Minn. 304 peng —o Bldg., Montreal, Can. 
—— TO OLS Crescent ‘Wrench 
cA2 


Sell —Them 
by the set 











The W-H-S mark on a 
TROWEL attracts the 
AMERICAN as it does the 
ENGLISH Bricklayer. 


Good workmen know a good 
tool—good tools are essential 
to good work—good tools 
earn good money. 


Protect yourselves and your 
customers by supplying good 
Trowels and have the repu- 
tation and guarantee of the 
W-H-S mark behind you. 








Send for information 


Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the user. Sole Distributors for U. S. A.: 





It isn’t hard. Every mechanic ae. the entire set in his vee ,- it , P 
resolves itself to a question of selling him once or seventeen times. ring W 
out the value of the case, its use in keeping the bits in order and near at iebusch & Hilger, Ltd. 
hand, preventing loss, ete. Try it. 

Forstner Bits are the only bits that are not dependent om a center or a New York 
level to guide them. They cut from the outer rim. The entire surface is 
at work all the time: no jagged ends; every part of the work is smooth and 
polished. ‘They bore their way through hard, knotty, cross grained wood, 
leaving a smooth hole and clean, polished surface. 

Let us send you catalogues. Order through your jobber or direct. 


The Progressive Manufacturing Co. World Famous Trowels 


TORRINGTON, CONN., U. S. A. 
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“Why did I hold up this requisition for high speed 
steel taps? Do you know what they cost? Well, thirty-five 
cents each over what you’ve been using—a cool 70% 
extra.” 


“Look at these figures. What if these new taps do 
cost more? We can handle the new production schedules 
without buying the extra machines we talked about yes- 
terday, because we can speed up our present machines if 
we use these high speed steel taps in them. Which will 
it be, a few dollars more for taps or seven $2300 
machines ?”’ 

“You win, Bill. Say, when did you get all that dope 
on taps, anyhow?” 

“Oh, a GTD salesman was in here last week. He 
certainly is on the job and what’s more I’m trying out 
some of his ground thread taps on two jobs, and it looks 
as though we'd standardize on them for certain classes 
of work.” 

—And so it goes— 


High Speed Steel tools are changing shop practices 


everywhere. 
(Continued on next page) 
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MACHINE SCREW TAPS 














(Continued) 


Not long ago only the big shops used High Speed Ground 
Thread Taps. Now the wide-awake small shops are realizing 
what can be done with them. They are getting the same benefit 
of lower costs that their big competitors are. That means they 
can quote low enough to stay in business and make money. 


Our business is your business—to help ‘you find ways to cut 
the corners, to turn out better work—to save on cost and add to 
Profit. GD cost-reducing tools are stocked by leading supply 
houses in every city and at @¥D factory branches in New York, 
Chicago, and Detroit. Ask your dealer for information or write 


direct. 
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LL men are “tool 
hungry.” There is 
an instinctive some- 
thing in man’s nature 
which persists from 
boyhood to old age and 
which makes the first 
jack knife a treasured 
possession, the back 
yard a maze of soap 
box ‘wagons and, in 
later years, the base- 
ment workbench a 
source of pride and ac- 
complishment. 


This is the age of tools. 


An age in which man’s 
activities are asso- 
ciated with mechan- 
isms and the _ tools 
which make them go 
and keep them run- 
ning. 

A tool display in the 
show window always 
attracts attention. A 
display of tools any- 
where in the store 
stimulates sales. Coun- 
ter and floor display 
stands are _ available 
for those who will use 
them. 

The “white collar trade” is 
tool trade and lack of fa- 
miliarity with all types of 
tools makes it essential 
that out-of-the-ordinary 
tools be con- 
stantly dis- 
played. Por- 
ter Bolt Clip- 
pers, Wire 
Cutters and 


ey Nut Splitters 
‘$ 


\ 


‘ 
NY a 
OINNS 


. . 
" > 
“ 
Z 
‘ - 
> 


are standard 
equipment 
with the me- 
chanic but 
are not well 
known to the 
amateur. We urge our 
dealers to keep Porter 
tools on display. Display 
makes faster turn-over— 
more profit. 


H.K.PORTER, Inc. 
EVERETT 





They 
“swear by” 
Cheney 
Hammers 


Ask any of them—the carpenter, the machinist, the 
home user—they’ll all tell you they wouldn’t part 
with their Cheney Hammers. 


Hammer users—men who know tools—find in Cheney 
Hammers just the features that make them right for 
their particular job. Cheney Hammers are made of 
the stuff that lasts. Hard work has no effect on them. 
They’re built for that—and mien know it. 


That’s why Cheney Hammers have been the favorites 
with three generations. And that’s why mechanics will 
tell you they wouldn’t swap ’em for a dozen other 
hammers. 
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DRILL HOLDER 





CONFUSION ORDER 


Which of the two mechanics would 
you want for a customer? 


Every mechanic who wants order in his shop is a customer for the 
Standard Drill Holder and Gauge. Confusion is prevented because the 
drills are kept in the holes of the Holder, each hole corresponding to the 
size of the drill and plainly marked. 


This method arranges the drills in graduate size, making it possible to 
take out each drill and replace it, easily and quickly. 


There’s no hunting around for the size of drill wanted. It’s a time saver 
for the mechanic, and, hence, a profitable line for the hardware jobber. 
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THE STANDARD TOOL (10 





CLEVELAND 
New York: 94 Reade St. Chicago: 552 W. Washington Blvd. 
Fredk. Pollard & Co., Ltd., London and Leicester, England Paris, France—Burton Fils Copenhagen, D k—Ni 


d & Co. 
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Se PEERLESS LEYS 
TOOL CO. 


PEERLESS 


PAT. DEC. 3, i918 
AUG. 22,1922 


STERLING. ILL: 











Trade Mark 





White Openings Instead 
of Yellow 


Instead of Yellow hard to read Open- 
ings and vials bound with twisted wires 
which loosen and slip, PEERLESS 
Levels are made with Large White easy 
to read Openings and without any 
wires or adjustments to get out of 
order. 


All Level Vials are set in Patented 


Metal Sockets used exclusively in 
PEERLESS LEVELS. 


Absolute accuracy, thorough protection, 
and extreme serviceability are built 
into PEERLESS Levels for Masons, 
Carpenters and all Mechanics. They 
are the most popular levels made. 








Send for Latest Catalog and Dealers 
Price List. 














The Peerless Level & Tool Co. 
Sterling, Illinois 


WIEBUSCH & HILGER, Ltd. 
EXCLUSIVE SALES REPRESENTATIVES 
106 to 110 Lafayette Street 
NEW YORK CITY 
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XPERIENCED tool users, carpenters and 
machinists, know that they cannot afford any 
tools but the finest. 


For over eighty years Maydole Hammers have 
been considered the finest made. Heads are of 
selected tool steel, press-forged; handles are of 
clear, second-growth hickory, air-dried, and put 
on “for good.” 


There’s valuable prestige as well as profit in iden- 
tifying your store with the Maydole quality repu- 
tation. 


Let us send you our Catalog and a valuable 
Pocket Handbook 23 “C” to help you sell 


more hammers. 


The David Maydole Hammer Co. 
Norwich New York 
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“That Nut Guard 
Is Great!” 


Mechanics are quick to see the practicability 
of the TRIMO Nut Guard. 








This Guard keeps the wrench in perfect ad- 
justment to the pipe until “Set” to fit a dif- 
ferent size pipe. The adjustment cannot slip 
—not even when the wrench is roughly handled 






or laid down. 








The TRIMO Pipe Wrench has other features 
that make sales as soon as shown. 






TRIMO advertising to nearly six million pros- : 
pects keeps the TRIMO moving. 






Keep stocked through your Jobber. 


TRIMONT MFG. CO. 


Roxbury, Mass. 
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Eberhard Malleable Hardware 


‘Immediate shipment from stock’ has been fully appreciated by the 
many Jobbers and Dealers who at one time or another have urgently 
needed Malleable Hardware items such as described in Catalogue No. 9. 


Screw Clamps 


14 Patterns 
35 Sizes 





Wing Nuts 


8 Patterns 


33 Sizes 





In addition to Thumb Screws, Wing Nuts and 


Screw Clamps, this catalogue shows thousands 
of other items of interest to every Jobber and Thumb Screws 


Dealer, such as 








ag Swivels Bul |: mynninirnttity 
Stake Pockets  MEEETETEER TTR 
Whiffle iat. Turn Buckles | 

Corner Plates Saddlery Hardware hl 

Chain Lap Links Small Boat Hardware i! 





2 Patterns 72 Sizes 


Reasonable stocks of all standard items listed in Catalogue 
No. 9 always available for immediate shipment. Send for your 
copy of this Catalogue. 


The Eberhard Manufacturing Company 


2734 Tennyson Road, Cleveland, Ohio 


ERHARD MALLEABLES 


48 Years of Quality & Service 
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Wrench 





















Pipe 








Wrench 




















You can assure your customers that if 
“it’s a PEX TO” you have sold them a tool 
that is of highest quality, fully guaranteed 
as to workmanship and material and a tool 
that is designed to do properly the work 
for which it is intended. 


The PEXTO line covers a great variety 
of Mechanics Hand Tools and if you do not 
have our No. 26T Catalog on your desk or 
in your file we would be glad to furnish you 


with one. 


The Peck, Stow & Wilcox Company 




































































Southington, Conn., U, S. A. 


Worth While Cools 
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Pliers 
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The greatest advance 
in the science of bolt 
making has been thepro- 
duction ofthe Empire 
New Process Bolt with 
threads as accurate as 
those of a hardened 
and ground gauge and 
with a minimum tensile 


strength of 80,000 lbs. 


RUSSELL, BURDSALL & WARD 
©® BOLT& NUT COMPANY © 


PORT CHESTER .N.Y. 
Branch Office: Branch Office : Branch Serimple & Gillette Maydwell & Hartzell Inc 


Straus Building  Gener2i Motors Bldg. Factory: 160 Jackson Street 158-168 Eleventh Street 
CHICAGO DETROIT ROCK FALLS. Mis. SEATTLE SAN FRANCISCO 
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Your customers own more motor-cars 


than food choppers 


IT’S not because food choppers are 
less mecessary or more expensive— 
but because motor-cars are more 
aggressively sold. If you merely 
placed a Gem Food Chopper in the 
hands of every woman who came in 
your store and got her looking at it 
and thinking about its convenience 
and economy, your food chopper 
sales would perk up surprisingly. If 
you pointed out the Gem features— 


An 


oil gate that’s guaranteed 


not to leak 


Happily, selling food choppers to 
your customers will not prevent them 
from buying motor-cars or cause 
them to sell the cars they have. For 
here is an appliance for use in prac- 
tically every private and public ga- 
rage or oil company’s station that 
has been selling in direct proportion 
to the increase in automobiles. It is 


its self-sharpening cutters that can’t 
break, its remarkably few and inter- 
changeable parts, as well as the ease 
with which it can be used and cleaned 
— it would probably outsell that 
popular-priced car which is handled 
down the street. Display the Gem— 
and push it. Attach one to your 
front counter. There’s a big market 
waiting for it—and real profit for 
you. 





a gasoline or oil gate that is threaded 
for attaching to steel drums. It has 
a place for a padlock which you can 
sell with additional profit. 

Pamphlets on these Sargent spe- 
cialties will be furnished, imprinted 
with your name, for mailing or 
counter use. Won’t you write us 
today? 


SARGENT & COMPANY, Hardware Manufacturers, New Haven, Conn. 


New York: 92-98 Centre Street 


Chicago: 150 N. Wacker Drive (at Randolph) 








i. 
SARGE 











Aocks &© Hardware 


SARGENT HARDWARE IS PRICED AND PACKED BY THE DECIMAL SYSTEM 
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COMPANY 











Wood Screws Machine Screws 
Tire Bolts 


Stove Bolts 





Providence, Rhode Island 


Western Depot 
225 West Randolph Street, Chicago, Iffinois 
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Made From 
Full Gauge 
Open Hearth Steel 














Practically all modern homes are screened when built or rebuilt. The 
screening of homes once considered a luxury is now considered a 
necessity. 


Most people used to figure that the cheaper painted brands were good 
enough. Now home owners see the economy in using the best and 
avoiding continual expense in repainting, repairing and renewals. 


One of the most durable and satisfactory brands of Screen Wire 
Cloth is GRAY-WICK which is made in its entirety by us from 
Open Hearth Steel produced in our own furnaces. The wire is 
drawn in our own mills. Every process in the manufacture of 


GRA Y-WICK 


is under our expert supervision. 


Only full gauge wire is used both lengthwise and crosswise. Wher- 
ever sold and used it has given unfailing satisfaction. That is why 
customers buy the same brand when they require more wire cloth. 


GRAY-WICK is also attractive—its soft pleasing Gray color wins 
customers instantly. When unrolled it lies smooth and flat making 
it easy to cut and apply. It carries an extra heavy electro zinc coat- 
ing and is enamelled with a high grade transparent varnish which 
adds years to its life. You cannot sell a better steel wire cloth. 





Our Other Brands of Screen Cloth Gray-Wick 
Cortland Black Enameled — cost 

White Metal Finish a little 

Wickwire Premier more, 

Wickwire Bronze but— 

Your jobber will supply you It is 
worth 

it. 


12 Mesh, No. 33 gauge each way 

S333 HH 14 Mesh, No. 33 gauge each way 
i= a — 16 Mesh, No. 33 gauge filler 

No. 34 gauge warp 

sail 18 Mesh, No. 34 gauge each way 
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dhe largest 
world devoled 


lo the manu~ 


i facture of 
Jubular and 


—_— 


Otpproved T 


—— by the keenest 


buying "te: ce in the country 


As quality is always a first consideration 
with us we know that the metal used in 
our rivets 1s absolutely “right” to start 
with. This is also true of the fabrication 


of the metal into the finished product. As 


proot of these statements we invite a com- 
parative test of the driving and setting 
qualities of our rivets with those of other 
make. 


THAT TTT 


TUBULAR RIVET & STUD 
cat orem COMPANY 


J. L. MeDEVITT 
Postal Telegraph Building 


San Francisco, California BOSTON 


R&S 
O 
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Now is the time to Stock up on 


Yale No. 570 Door Closer 


(Household Model) 


ALE believes that there is a big extra profit available to hardware dealers 
this year who will push Yale No. 570 Door Closers (Household Model). 








Selling Facts Our reasons are these: 


about Yale No. 570 —this is an era of home building and home-remodeling. 
Door Closer New homes, new additions to homes, new rooms, new 
1. Useful on all screen doors, porches. are , . 
light kitchen doors, light —people are beginning to realize that the things they 
coat-closet doors, etc. thought were luxuries are really necessities. 
2. Easy to apply—only a —they want homes that not only look right, but run 
screw driver is necessary. right, with things as they ought to be. 
3. Closes the door quickl 
+ eased Never was there a better season te push Yale No. 570 and 


and noiselessly —without a 


1570 Door Closers. (No. 1570 is suitable for application between 


bang. 
4. Reversible—for either doors and also for use on inside of closet doors, etc.) There are 
right or left hand doors. hundreds of homes in every locality that should have this Yale 
5. Made in two finishes—No. Household Modei Closer on the screen doors and other light 
570, gold bronze—No. doors. A suggestion from the dealer or the salesman to the 
5708, silver bronze. prospect will often lead to a sale. 


6. Suggested retail price, 


ynees The Yale & Towne Mfg. Co. 
Stamford, Conn., U.S. A. 


Canadian Branch at St. Catharines, Ontario 

















Padlocks, Auxiliary Rim Locks, Builders’ Locks and Trim, Cabinet 
Locks, Trunk Locks, Door Closers, Bank Locks, Prison Locks 
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RETURN 
ROPE 








4 
DRAFT ROPE 


ROPE TO 
TRIP CAR 
AT ANY 
ELEVATION 
OF LOAD 








| 


OTHER MYERS HAY 
UNLOADING TOOLS 
UNLOADERS, FORKS, SLINGS, 
TRACKS AND FIXTURES 


OTHER MYERS PrRODucTS 
PUMPS FOR EVERY PURPOSE, DOOR HANGERS, HAY RACK CLAMPS etc 











Tm FE IMYVERS & BIRO.co. 
ASHLAND, OHIO. U.S.A. 
ASHLAND PUMP AND HAY TOOL WORKS 
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SURE 
LOCK 
SLING UNLOADER 


Eight Wheel EngineDrive forDouble Steel Track 
Elevates Load at Right Angles to Track | 
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This Unloader, the 
Myers Sure Lock for 
Slings or Forks, makes 
business for dealers. Its 
operation is so satisfactory 
—its achievements are so 
convincing, that the first 
one in a neighborhood sells 
others. 


Picture for yourself ex- 
tensive acreage of hay and 
grain to be cut and mowed 
within a comparatively few 
days. Every minute counts. 
Action on every hand is 
apparent. Early and late 
the work continues. A 
strenuous job while it 
lasts. Here is when the 
unloading qualities of 
Myers Sure Lock Sling 
Unloaders are appreciated. 
It unloads with a speed 
that is surprising, scien- 
tifically, too, for it carries 
the draft of hay or grain 
back into the mow and 
deposits it at right angles 
with the track. This saves 
labor. Slings or forks un- 
load the rack in two or 
three drafts. This saves 
time. And last but not 
least its construction is 
such as to give it ample 
strength to withstand 
years and years of stren- 
uous service. This pre- 
vents delays and mini- 
mizes repairs. 


Before you place your 
specifications for 1927, ask 
for catalog, information 
and prices on the com- 
er line of Myers Hay 

nloading Tools. 
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POULTRY NETTING 


Galvanized ‘Before and Galvanized c4fter Weaving 
MOM. 
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‘GALVANIZED ae Wine Cio 
n cA i Grades 


<=Look for the tag, carrying our name, at the end of every roll! 





Established 1818—America’s Oldest Woven Wire Factory 


Manufacturers of 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn. Chicago Kansas City 


ne So PRR LRM 





| The Gilbert & Bennett Mfg. Co. 
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The Wagner 


a two-profit fan 


O SELL a customer requires a good product 
and a wide-awake dealer. 

To keep him sold—a superlative product like 
the Wagner fan. 

When you take on a line of fans this season, con- 
sider not only your actual money profit, but also the 
goodwill that accrues from selling it. 

Wagner fans bring youone profit when they cross 
the counter; another profit—the satisfied customer 
—when they are tried in the home. 

Wagner fans are built on scientific principles. 
The pitch of the blades is different. Instead of bat- 
ting the air noisily, Wagner fan-blades slice the air. 
This delivers a long, strong, stimulating breeze, 
that can be directed wherever needed. Wagner fans 
move large volumes of air. Cool large rooms. 

The motor is so balanced and designed that it re- 
duces magnetic hum and prevents creeping that 
scratches furniture. It’s a Wagner,Quality job 
throughout. And fully guaranteed. 

Order this season’s winner now. Your distributor 
has complete Wagner information. 


WAGNER ELECTRIC CORPORATION 
6400 Plymouth Avenue Saint Louis, Mo. 


Wagner 
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Why 
American Steel & Wire Company Fences 


are easy to sell 


There are definite reasons why dealers find it easy to sell fences 
made by the American Steel & Wire Company. 


1 


2 
3 
4 


Chieago...208 So. La Salle Strect Minneapolis-St. Paul...Merchanis Birmingham...Brown-Marx Bldg. Pittsburgh........Frick 

Nat’] Bk. Bld : . 

Cleveland....Rockefeller Buildin —_ Philadelphia....Widener Building 
aing St. Leuls........ 506 Olive Street Unien sad Planters Bank Bids. Aéiente 


Detroit...... Foot of First Street Kamsas City...... 417 Grand Ave. New York 
Cincinnati..... Union Trust Bldg. 


Reputation For more than twenty-six years farmers have used our fences 
—with good results. 


We guarantee our fences to equal or outlast any other fence made of the same 
size wires and erected under the same conditions. 


Our warehouses are strategically located, protecting the dealer against loss of 
a sale where unusually large quantities of fencing are wanted quickly. 


Our national advertising is constantly telling the story of American Steel & 
Wire Company products to farmers everywhere. 


Write today for complete information, including details of our merchandising policies. 


Zinc [nsulated 


AMERICAN, ROYAL, ANTHONY, U. S. 
NATIONAL, MONITOR and PRAIRIE 


























DEALERS WANTED EVERYWHERE—Write for Sales Plans ° 


SALES OFFICES 


g., St. Paul Memphis 


Oklahoma City 


ere 101 Marietta Street 
beoeeee 80 Church Street Worcester........94 Grove Street 
First Nat’l Bank Building Boston........ 185 Franklin Street Baltimore. ..°2 So. Charles Street 


Buffalo........670 Ellicott Street 
Wilkes-Barre..Miners Bk. Bldg. 
Dallas .......Praetorian Building 
Denver. .Virst National Bk. Bldg. 
Salt Lake City.Walker Bk. Bldg. 


UNITED STATES STEEL PRODUCTS COMPANY, San Francisco, Los Angeles, Portland, Seattle 


AMERICAN STEEL & WIRE 





Company 
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Always in Demand! 


Sales of Deming Windmill Force Pump Standards have maintained a 
steady increase over a period of nearly a half century. The pumps 
illustrated on this page are the original three way valve force pumps. 


They were first introduced to meet the requirements of the principal 
windmill manufacturers and many of the first models sold are still 
in use. 


A feature of these pumps is the distributing valve which is operated by 
the hand-wheel above the discharge spout. The union elbow coupling for 
underground connection can be turned to suit the direction of the pipe, 
so that water can be discharged underground without danger of freezing. 
With Figure 415 (illustrated at left) the plunger can be withdrawn from 
2-inch tubular wells by removing the stuffing box. 


Figure 415% (illustrated at right) has a differential plunger instead of 
the stuffing box gland. 


These standards may be fitted for 1, 1% or 2 inch suction pipe and %, 
1 or 1% inch underground discharge pipe. 


Further information about these pumps and the complete line of Deming 
Hand and Power Pumps for all uses will be furnished upon request. 
Ask the Deming Distributor in your territory or write direct to us con- 
cerning your opportunities in selling Deming Pumps and Water Systems. 


THE DEMING COMPANY, Est. 1880, SALEM, OHIO 


Distributors in All Territories for Immediate Service 
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NEW PRICES EFFECTIVE APRIL FIRST 


ON 


iF BROWNS 


SPRAYERS 


Our price advance will not be excessive, and needs no apology. It is based on the honest 
value built into every one of our sprayers. 





We are still in line with the market and, value considered, we are offering more than ever 
before. 


Our sprayers will be as much better each year as we can find ways to improve them, a pol- 
icy which doesn’t leave much room for price cutting but one that has a lot of good will and 
repeat profit tucked away in it—profit and good will for you. 


Buy where you get dependable merchandise of known quality at fair prices, and sell for 
what it is worth BUY BROWN’S! 


We are giving advance notice of this price change so that our customers can fill their requirements for 
this season at present prices. BUY BROWN’S before April Ist. 


The E. C. Brown Co., 869 Maple Street 
ROCHESTER, NEW YORK 
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One Branch of Farming that Pays 


There never was a time when the dairy industry was in better 
condition than itis now. Dairying pays and pays well. Prices 
for dairy products are high, cost of feed is comparatively low, 
and consumption and production are at high points. Dairymen 
are making a good, steady cash income and have the money to 
buy what they want and need. 


DE LAVAL~—One Line that Sells 


De Laval Separators and Milkers are being used more widely 
and are being put to greater use than ever before—they are 
essential in the vast production of milk and butter. .Hence 
they are being sold now in large numbers—as every aggressive 
De Laval dealer knows. 


Now is a Good Time to Sell De Laval 
Separators and Milkers 


Now is a good time to sell De Laval Separators and Milkers. 
During the winter months a De Laval Separator makes its 
greatest savings, prices for dairy products are higher and your 
customers can give you more time. And the one best way to 
sell De Laval machines is to take them to the home of your 
friends and show what they will do. 


The De Laval Separator Company 


NEW YORK CHICAGO SAN FRANCISCO 
165 Broadway 600 Jackson Blvd. 61 Beale Street 
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This free stand brings Mirro sales 


Star-Points Cultivate the market for gua/ity aluminum. 
of the Mirro Stand Deal [It pays. Your best customers know that 
“The Finest Aluminum” stands for maxi- 


The Stand—<As i\lustrated. Conserva- ane 6 . 
mum wear and economy. This Mirro Display 


. tively worth $17.50, but given abso- 
lutely free with $79.50 Mirro selection. Stand will make them want many articles 
} ie OP GPM: from the complete Mirro line. Get the Mirro 
. The Selection — 116 different articles, Display Stand Deal and sell more Mirro. 
I88 items—all proved best sellers. ; 


Wide variety stimulates buver’s ALUMINUM (Goops MANUFACTURING COMPANY 


» 9° . ? . 
interest. Manitowoc, Wisconsin, U. S. A. 





Star-Points 
of the Mirro Stand Deal 


The Margin— Deal costs $79.50. Re- 
tails for $120.50 (a little more in Far 
West). Margin, $41.00—34°, on sell- 
ing price. 

How to Order—Ask the Mirro sales- 
man or write us for full details. 
Either way, the salesman will get the 


credit. 
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Coldwell Dependable 


Lawn Mower's 


Shown in picture on 
right is the Imperial 
Roller Bearing — the 
best mower on the 
market for hard ser- 
vice. Durable, light, 
easy to push, and re- 
quiring the minimum 
of attention to adjust- 
ments. 


Note these features 
and point them out to 
your customers: 


Hyatt Roller Bear- 
ings, self-oiling; five 
keen blades of hard- 
ened crucible steel: 
self sharpening bot- 
tom knife; carefully 
machined parts to in- 
sure perfect operation 
and long service. 
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Spring's Just Over the Hill! 


Now’s the time to start your drive on COLDWELL Lawn Mowers 
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are you doing to let them know that you handle 
the world-famous, Nationally Advertised Cold- 


well line? 


Bee ve of lawn mowers are in the market. What 


Your windows, for example. Are you making the 
most effective use of the Coldwell window material > 
Have you displayed Coldwell Lawn’ Mowers in your 
store where they Il catch the eye of your customers? 


Every purchaser of sprinklers, spades, rakes, garden 
hose, fertilizer, etc., is a prospect for a Coldwell 


Lawn Mower. And the COMPLETE Coldwell line 





Coldwell Electric 
Lawn Mower 


The only Electric Lawn 
Mower and an outstanding 
Success everywhere. Sells on 
sight! Does a perfect job 
and saves its users the time, 
labor and monotony of push- 
ing a hand mower. Easy to 
run as a vacuum cleaner. 
Appeals to women as well as 
men. All the operator has to 
do is to steer it. Plugs in on 
any electric outlet. Unsur- 
passed for boulevard park- 
ings. 





enables you to meet the mower requirements of 


EVERYONE in your community. 


If you re not already provided with Coldwell window 
trim and sales helps, write for them now... and put 
them to work for you. 

Merchants who do not carry Coldwell 

Lawn Mowers should write in for our 1927 


proposition. It sets forth the advantages 
of handling the complete dependable line. 


Gasoline 


Electric 





DEPENDABLE LAWN MOWERS 
COLDWELL LAWN MOWER COMPANY, NEWBURGH, N. Y., U. S. A. 
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No more truck doctors! 


That’s good news for your 
truck customers! 


They'll welcome this Anchor 
All-Steel Truck. It’s a truck 
that thrives on hard knocks 
and gruelling service. 


Made of steel throughout. No 
wood to splinter or break. 
Light—easy to handle. 











Available in all types and sizes. 





Ask your jobber for complete 
information or write to us for 
a copy of Catalog 101. 














ANCHOR POST FENCE 
COMPANY 
Formerly Anchor Post Iron Works 


9 East 38th St., New York, N. Y. 


Branch Offices in Principal Cities 
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A Game Getter for the Shooter 
—A Profit Maker for You 

















Joading — Progressive burning powder 
loaded by the exclusive Peters method 
resulting in better patterns, greater ve- 
locity, shorter shot string. 
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Head Construction — The shell head is 
reinforced with steel, ‘‘steel-where-steel- 
belongs’*’— maximum protection and 
efficiency which users of the ® Brand 
enjoy. 

















Wadding — made from genuine hair 
felt, Peters wadding has no equal in the 
wayit controls the powder gases, result- 
ing in those thrilling game-getting pat- 
terns at lightning speed. 

















Crimp — Made with the superior water- 
tite bevel-crimp High Velocity works 
smoothly in all guns in good condition 
regardless of the weather. No jamming 
or blocking of the action. 


ERE’S High Velocity, the long range game getter. Two years ago it 

was a newcomer. Today it is the quickest selling load on the market 
—a fast flying, hard hitting, long range game getter that brings down 
the high flyers and the wise birds that hang out of ordinary range. 


And the reason! A degree of quality in construction, loading, and perform- 
ance that gives its users new thrills in shooting results—results which bring 
hunters back for more and their friends with them. 


Here are the features that are making High Velocity famous from coast 
to coast: progressive burning powder loaded to Peters uniform standards 
of velocities, (a feature that Peters pioneered over ten years ago); Peters 
superior hair felt wadding, watertite bevel crimp, steel reinforced head 
construction, and a perfect coordination of components. These are reasons 
for the fast growing popularity of Peters Shells — these are also reasons 
for reduced sales resistance and increased demand that thousands of 
Peters dealers are today enjoying. 


Don't take our word for it but ask the men who sold or who shot Peters 
Ammunition last year. Then write, and let us give you the complete 
Peters Dealer Plan —a plan that in one year will prove its effectiveness 
in terms of dollars and cents. No obligation. 


THE PETERS CARTRIDGE CO. 
Dept. C-22, Cincinnati, Ohio 
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HALT 
ROOFING 


—and Building Paper 


These brands are well known wherever asphalt roofing is 
used. They have won favorable consideration because 
of their excellent qualities, exemplified 
through years of service—which is the 
real test of any kind of roofing material. 











Cornell 





Cornell—An 
Extra Heavy 
Splendid Roofing. 
We know of none Adelbert 
that is superior. Kenyon 





Adelbert — An excellent standard 
weight piece of goods. Many “best” 
grades are not as good. It sells at 
a popular price. 





Kenyon—a “standard” weight and_ standard 
Quality Roofing at a Competition Price. ieee 


Columbia—A Real Competition Roofing and a real 
competitor in price. 





Vassar is our Mineral Surfaced Roofing. It has been in use all over the country for Sheathing 
years and years. It is good, and makes a fine looking job — Red, Green and Blue — 


Black. 
We have a complete line of Sheathing Papers, Slaters Felt, Strip and Individual 
Shingles, Mill Board, Roofing Cements, Paints, Etc., ready for rush shipments. 


You will be pleased at our prices. 
We ship from Cleveland, Ohio, Erie, Pa., or Chicago, Il. 


THE GEO. WORTHINGTON CO. 


(Established 1829) 


CLEVELAND, OHIO 
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We believe in Good Hardware, 
but Good Hardware alone is not 
enough. Good selling 1s impor- 


tant, too! 7 y 7 


ers every possible service to help in- 
crease their sales. Here are a few of the 
ways Corbin cooperates: 


| Ppenee believes in giving Corbin deal- 








Each month Corbin’s ad- 
vertising goes to over five 
and a quarter million fami- 
lies in these magazines: 
Saturday Evening Post, 
Country Life, House & 
Garden, House Beautiful, 
National Geographic and 
Literary Digest. 


qn addition, Corbin supplies 
electros of these advertise- 
ments free of charge to run in 
local newspapers over the 
dealer’s name. Thus, to your 
customer’s question of what-to-buy, is added 
the answer of where-to-buy. 





@ 


Ga every one of the Model Homes being 
built over the country by the Home Owner’s 
Service Institute, Good Hardware—Corbin— 
must be installed throughout. What does 
this mean for Corbin 
dealers? First of all, he 
gets the profits on the sale 
of the hardware. And in 
the second place, he gets 
good advertising, too. For 
here is Good Hardware—Corbin—in a real 
home, looking its best to thousands of people 
who go to Model Homes each year for ideas. 





* 


It does seem that to Good Hardware, Cor- 
bin adds about every worth-while selling 
help. More about Corbin service to Corbin 
dealers to be told next month, or if you have 
Questions, ask them now. 
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Good Buildings Deserve 
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od Hardware 
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If you would have your home as pleasant 
to live in as to look at, give it the Good 
Hardware it deserves—Corbin. 


Here’s a door that will never fail to work well. It has a 
knob that will always operate the lock inside—a lock that 
will open easily—yet close securely—hinges that will never 
sag, never squeak. It has Good Hardware—Corbin. 


Only hardware that has been well made can make doors 
and windows work unfailingly. Which reminds one- 
Corbin Hardware has been made to look right and work 
right for a lifetime. 

We have an interesting book- P. & F. CORBIN — Phoaenrrane 


ell a snd te eg The American Hardware Corporation, Successor 


May we send you a copy? New York Chicago Philadelphia 
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GOTTSCHALK’'S 


METAL ( 
SPONGE \¥ 


REG. U.S. PAT. OFF. 


“THE MODERN DISH CLOTH” 


There isn’t a more generous or de- 
pendable year ’round money maker in 
your stock than Gottschalk’s Metal 
Sponge, patented. You don’t have to 
sell it. Just give it a prominent place 
on your counter and the women who 
come into the store and see it will do 
the rest. 

Remember, too, that national adver- 
tising will create a tremendous vogue 
for the Metal Sponge as a dish cloth. 
Your turnover will far exceed any- 










FREE SAMPLE 
and 
SPECIAL OFFER 


HL 


thing you have experienced before on Satisfy yourself that this 
similar products. Metal Sponge is the best 

Selling at 25 cents, Gottschalk’s This is the only dish cloth ever made. | 
Metal Sponge, patented, gives you a “gg pi Write today for a Free i 
really worth while return in a very It hac agen Sample, using your busi- 
short time. Almost daily we receive petition. It is a ness stationery. At the same 
letters testifying to the money making frequent re- time we will send you the 
possibilities of this item. peater. details of our introductory 

You will make no mistake in gi “ing profit sharing offer to re- 
your jobber a trial order today. * tail stores. 


METAL SPONGE SALES CORPORATION 


2726 N. Mascher St., Philadelphia 
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Power Combination B & 
C Battery—Reversible for 
either B or C service. 


Th 





Bigger and Easier Sales—That’s the 1927 Bright 


Star program. 
Thousands of dealers 
the public demand for 


Staying Qualities. They are reaping a Sales har- 


vest with these Super 
struction) Bright Star 
not joined the Big 
Bright Star Parade, a 
good share of your 
Radio battery business 
is going to the Bright 
Star dealers in your 
territory. Now’s the 
time to take on “The 
Quality Line.” If your 
jobber will not supply 
you Bright Stars, write 
us direct. 


BRIGHT STAR 


Ft 
= : = | 
The Bright Star Super 
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The Bright Star 
“6A"’ Bag Type 
construction Dry 
Cell—Supreme in 
quatity for A 
Battery require- 
m ments. 















Super— 





were quick to recognize 
Radio batteries of super 


Power (Bag Type con- 
Batteries. If you have 
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BAG TYPE CONSTRUCTION 


This is an important exclusive feature of Bright Star Radio 
Batteries. 

Any radio engineer or expert will tell you a battery so 
constructed is infinitely superior to ordinary radio batteries. 
The energizing, life-given element of Bright Star batteries, 
besides being machine moulded to accurate precision, in- 
suring absolute uniformity of power capacity and distribu- 
tion are securely wrapped in cloth to prevent disintegra- 
tion and destructive corrosion. This prevents internal 
short circuiting and dissipation of power common to most 
batteries. Bag Type construction costs us more—but per- 
mits us to guarantee the maximum service to battery users. 




















Hitch Your Radio Battery 
Business to These 
Bright Stars— 
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Bright Star B 
Battery — costs 
much less per 
operating hour 
than small 8B 
batter ies. 


Radio Power 


Bright Star Radio Batteries 
Nationally Advertised 


Bright Star Batteries, month after month lead 
in every competitive test for staying qualities. 
You can guarantee them to your customer as the 
best Radio batteries built, and we will back you 


up. Our 1927 Sales Ex- 
pansion Program includes 
a dominating advertising 
Campaign in such maga- 
‘zines as the Saturday Eve- 
ning Post, Liberty Maga- 
zine and newspapers. We 
are creating a bigger de- 
mand for Bright Stars by 
telling the public of their 
Superior Qualities. All we 
ask is that you help us 
supply it. Sell “The Qual- 
ity Line” and satisfy your 
customers. 

















< Radio Batteries 





& Flashlights > 














Hoboken, N. J. 





Supreme 


Q oF; 
yp cE In Every Test 


Chicago, Iil. 


San Francisco, Cal. 








SEVENTEEN YEARS BUILDING THE QUALITY LINE 
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» Bassick 


Reg. U. Pat. Off. 





HIS year, Bassick advertising 
will almost double its audi- 
ence. 5,000,000 and more Ameri- 
can housekeepers will hear the 
story of easy rolling—smooth 
rolling — quiet rolling — long life 
Bassicks. 


5,000,000 women will learn there 
is a difference among casters and 
the difference is Bassicks. 


5,000,000 women will welcome this 
easier, Safer way of moving fur- 
niture—for Bassicks say “good- 
bye’ to tortured backs, tortured 
furniture and tortured floors. 


Many of those women will look to 
you for the solution of their caster 
problems—Remember—there is a 
Bassick’s for every purpose—and 
a great advertising campaign to 
make,the selling easy. 


Make your store Bassick’s 


headquarters — FIRST 


Casters 


The BASSICK COMPANY 
(A Division of Stewart Warner) 
BRIDGEPORT, CONN. 





For thirty-one years the leading makers of Better Casters 
for home, office, hospital, hotel, warehouse and factory. 


How easily profits roll up on Bassicks— 


March 3, 1927 


How easily sales roll in on Bassicks— 
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Buildcr's 


‘Friend ' 
GANNON BALL 


BEATS EM ALL 
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torm over Weather Proot 
~ Automatically 
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Not Just Weather-proof, But a Real 
Door Track, Too 


The one weather-proof track that won’t bind, stick or choke 
the hangers if the track kinks or bellies when the building 
settles; roller bearing ball wheels of hangers bear even, wear 
even and run even no matter how the building sags or warps. 


All Cannon Ball Hangers Fit Seal-Tite Track 


Under-slung, tandem hangers adjustable up and down, in and out — and 




















End 
View 


ACTUAL SIZE 


Shows how 
dirt, dust and 
rust work out 
of slot in bot- 






tom of 
erocte for thick or thin doors. Easiest to hang and hardest for the hired help 

_ —— to jim up. Never needs the doctor. 

| _ 5 Attractive New Display Models 

— ae a help dealers sell Seal-Tite track. Write for par- 
a a 4 ie ticulars of our preferred dealer’s proposition. 
run and : ie 
wear ie HUNT-HELM-FERRIS & CO., Inc. 
evenly +e, Albany, N. Y. HARVARD, ILL. San Francisco 
pe both ' y 4 : Manufacturers of 
sides Pe ey 
after if ee “ Stalls Hay Carriers 

cecal Te & bs Stanchions Door Hangers 
building ; t 29% Pens Wire Stretchers 
Sags or ‘aa? 2 Water Bowls and 
settles. Litter Carriers Specialties 

Bik, Equipment 
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Gasoline Powered —The 
Wonderful Horton No.34 
OpensStill Wider Markets 


OW — every prospect, regardless of his 

needs, can be served with the famous 
Horton No.34 washer. First, a self-contained 
gasoline powered unit;second, a power pul- 
ley machine for use where power is already 
available; third, the famous electric machine 
for all wired homes. These three adaptations 
of this wonderfully successful submerged 
agitator type washer give Horton dealers 
unlimited sales opportunities. 


The benefits derived from the knowledge 
gained in fifty-six years of manufacturing 
fine laundry appliances have been built into 
the Horton No. 34. 


Now — more than ever — dealers handling 
the complete Horton line have an unusual 
opportunity for new sales and greater profits. 
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The No. 34—A Proven Unit 


You may be confident of this machine's outstand- 
ing performance. Power from a Briggs & Stratton | 
Gasoline Motor has been applied tothe Horton No. 4 
34 submerged type agitator machine. Both are proven 
units. Combined they represent outstanding leader- 
ship in the self-powered washer field. 


HORTON ae 


GOOD PRODUCTS — Yes/ 
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Consider These Benefits 
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The new Horton Automatic 
Ironer has a 30-inch open- 
end roll. Electric or gas heat. 
Electrically driven. An 
added profit opportunity on 
every washer sale. 


S 
The Horton No. 40 is a 


copper tub electric washer. 
Three-cup suction type. 


Bb 
The Horton No. 30 Peerless 


is a wood tub water motor 
washer. 


S 
The Horton No. 33 wood 


tub electric washer is of the 
agitator type. 


@ 


The Horton No.23 isamotor 
high speed, wood tub, hand 
power washer. 


& 


The Horton No. 34 copper 
tub, submerged agitator 
type electric washer is an 
outstanding leader among 
washing machines. 





to Dealers Handling the 


Complete Horton Line 


1. The Horton line is complete in every way. There 
is a Horton washer or ironer for every purse and every 
prospect, regardless of his needs. 

2. Dealers concentrating on the sale of the complete 
Horton line find their selling simplified. First, because 
there is no confusion caused by different makes com- 
peting with each other for attention. Second, all neces- 
sity of explainingseveral types of machines with various 
and sundry trade marks is eliminated. 


3. Horton productssold asnecessities on anormal hasisof 
merchandising leave greater net brofitat theendof the year. 
4. Horton offersthe maximumco operation that dealers 
can know only when they concentrate their buying 
with one manufacture. 

5. Fifty-six years of experience have enabled Horton 
to eliminate mechanical defects which in ordinary 
machines call for costly servicing. 


If you do not know our jobber nearest you, write and we will advise, together 
with an interesting story of the sales possibilities for Horton dealers. 


HORTON MANUFACTURING COMPANY, Fort Wayne, Indiana 
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GOOD PRODUCTS — Yes! and above all else GOOD FRIENDS 
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go. \ 1] Right Now Atkins is ready to 
oe +s supply any dealer or jobber 


a8 os . 4 advertisements accompanied by 
oe : 4 the slogan—“At Your Hard- 


\ 
| 2 Make Your Hack Saw 
* es . Sales Easier 





with the New Atkins “Silver 


extraordinary display that is 
being featured in millions of 


Steel” Hack Saw display—an J ore 


1927 











ware Store.” bad 





Write for details of Atkins Sell- 
ing Plan on the New Hack Saw 
Display and complete information 
on “Silver Steel” Hack Saws— 
something new and profitable. 
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Atlanta 
Chicago 





FE. C. ATKINS & COMPANY 


Established 1857 The Silver Steel Saw People 


Machine Knife Factory: Canadian Factory: 
Lancaster, N. Y. Hamilton, Ont. 


Home Office and Factory: 
Indianapolis, Ind. 


BRANCH HOUSES 


New Orleans 
New York 


Seattle 
Vancouver, B. C., 
Paris, France 


Portland 


Memphis 
San Francisco 


Minneapolis 
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C ontents There’s a Difference 
| HE difference between order- 
Trade Winds, by Llew S. Soule 55 be or aaa 1S 
The Purpose of This Display Is to Sell Goods 56 the ditterence between mediocrity 
a a a and success in the clerk and in 
© Man Behind the Counter the whole store. “Recently and 
International Publicity, by Saunders Norvell 58 just for fun we kept a record of 
Builders’ Hardware Door by Door, by W. N. Thomas 60 every sale we really had to work 
99 e 
Twenty-sixth Annual P. A. S. H. A. Convention 62 hard to get, Pm S Cc clerk = © 
Other Convention Reports: store in Hartford, anne Se and 
on 66 at the end of the first night we 
10 found that our total was $57 
Pacific Northwest 68 more than it otherwise would 
Oregon 70 have been. That, of course, is 
North Dakota 71 not a big amount more, but it 
Idaho 73 adds up materially in dollars in 
on ; 24 the course of a week, a month 
aoe and a year. And then, too, there 
First Meeting and Dinner of Disston 25-Year Club 78 are the many additional friends 
Observations of a Cutlery Salesman 102 of the clerks and the department 
DEPARTMENTS: end of the store which these 
added sales represent and they 
Current News of the Trade 80 gather momentum and volume 
Weekly Washington Letter 92 like a snowball rolling down hill 
General Market News 94 as time goes on.” 
What Readers Say 
Branch Office Representatives of Hardware Age About Us 
Editorial “I think your magazine indispensa- 
i cn cchararincckseiessestoussermensens D. M. Andrews ble to anyone in the hardware busi- 
Philadelphia, 1402 Widener Bldg..........cccccccccccccccccescceces James M. Rose ness. Yours truly, 
ii RE EE I a ee > Pa G. F. Tegan (Signed) Wurtson D, Tucker, 
C., See BE Bc cccrccceencecvensesceseeseeecvevecces ¥. L. Prentiss Irvington N J 
Cincinnati, 904 Ist National Bank Bldg..........-.0cceeeeesccvvecs Burnham Finney ijt ill 
ee UL PPT TTTETTECOLITLELT TLE LT Tre Gerard Frazar » 
i i Css ee ewiveseecuvtusbecovsnvesbeaes F. 8. Smith We are very well pleased and get 
Washington, 536 Investment Bldg...............ecececcecccecccccces L. W. Moffett lots of ideas in HARDWARE AGE.” 
aes PE Be BND is ve vce ecccvecesescowecsdcsvoconeceses Charles Downes Perry McLain & Son, 
Advertising New Richmond, Ind. 
Chicago, 1507 Otis Bldg ee ee eee ee ee ee 2 “FTARDWARE AGE is a great maga- 
SE I bc Kew eceeces cee 6 Ceheeee ns eceesececeun Will J. Fedd . ° . , 
~s t ee Se cn bob sed dd aeerncvs obec cee eneeves’ Chauncey F. English zine filled with useful information and 
Philadelphia, 1402 Widener Bldg...........-..cccceccccceccescs Harold G. Blodgett advice from leaders in business in dif- 
Detroit, 7838 Woodward i jccssdcheus aenies Palit canedsakaote R. R. Cronkhite ferent parts of the country.” 
ee 2 Cn Sw saed oon 666 Re Oe eee bbe 000666 60060664 P. J. Co i 
San PUSS, BP BOS Beis coc hoc cheese cdscdnvecsocscecoeseoeess Charles eante (Signal) "E. a 
SUBSCRIPTION Prick—United States, its possessions, Canada, Mexico, Central America, Verona, N. J. 
South America, Spain, and its colonies, 1 ye ge 2 years, $4.00. Foreign 
tries, not taking domestic rates, 1 year, $6.00. Single copies, 25c. h. Sub- rT 
nr nag Pesce meen should be made by Check, Post Office oll ra eens . I feel that I cannot get along 
Money Order or Bank Draft, payable to Harpware Acg, New York. without my paper. 
Yours very truly, 
Member of the Associated Business Papers (Signed) GEorGE W. STEVENS, 
Member of the Audit Bureau of Circulations Stafford Springs, Conn. 
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A treasure chart 0 


that leads to sales °% 


IF THE SPIRIT of adventure still 
courses in your veins! If your inter- 
est quickens when a new product, a 
new enthusiasm, is to reward your 
search! If you actually love good 
hardware and like to sell it— 
THEN, you will find real treasure 
at the end of this trail. 


To the man who looks upon the 
selling of hardware as a hundrum 


affair at best, this message is of no 
interest. But if you are one of those 
fortunate souls who knows fine 
wares when he sees them and who 
sells best when his own natural en- 
thusiasm bubbles over— McKinney 
Forged Iron Hardware is your 
treasure chest. 


Here is hardware that has 
widened the eyes of connoisseurs. 
Hardware that has mystified the 
industry by its perma- 
nent rustproof finish. 
Hardware that has 
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NNEY 
~ FF ORGED IRON 
HARDWARE 


Vv 


mingled with antique pieces and car- 
ried away the honors. Hardware 
which, because of its reasonable price, 
has permitted thousands of home own- 
ers to gratify “that secret ambition.” 


Forged lron Hardware 


Put McKinney lanterns in your 
window. Let them beckon the search- 
ers to your door. Place forged iron 
samples where they can be seen and 
touched. For these samples—the 
knockers, hinge straps, foot-scrapers, 
and so on—lead to the complete 
equipment of the home. 


Send the coupon! It will lead to a 
treasure more certain than 
that at the rainbow’s end. 
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Force Division, McKinney Mee. Co., Pittsburgh, Pa. 
Send the Forged Iron Catalog to 


— en ee c~ 
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By Llew S. Soule 





his business. His income was fairly large, but his expenses seemed 


high. 


He decided to cut expenses by reducing the feed of his cows. He like- 
wise decided to increase his turnover by milking his cows four times a day. 


\ DAIRY farmer concluded that he was not making enough money in 


Part of the plan worked to perfection. : 


He did cut his expenses, so far as feed was concerned. However, the 
cows did not take kindly to the new plan. They reduced their total output 
of milk, regardless of the increased milking. The milk truck carried four 
small loads of milk to town daily, instead of two large loads. The cost of 
milking and trucking increased. The milk check dwindled. His profits | 
were less than before. He reduced the feed again, and milked his cows t 
six times a day. 


Seas Sign Cee RC A to i! A 


The cows quit giving milk. Eventually they starved to death. The milk 
checks stopped coming, and the farm was sold to pay the debts. 


TIES vw tek rhage 
oy Ss 


* * *  * * 


The business of retail merchandising is much like the dairy business. 


The merchant’s store represents the dairyman’s cows. The stock of 
goods represents the feed, while the sales represent the milk. 


Too much feed is not good for the cow. 
Too much stock is not profitable for the store. 


But—if the stock is cut below a certain point, sales 
fall off, and profits decline. If the cutting goes far 
enough, sales and profits stop, and the business dies. 








A cow cannot produce milk without feed. Neither 
can a store produce sales without goods. 


There are no profits in empty shelves. 
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A window display arranged to attract evening window shoppers by the Sunset Hardware 
Company of Berkeley, Cal. 

















The Purpose of This Display Is to Sell Goods 


—and it meets that test in the community which it serves 


HAT an odd assortment they are—the goods 

that are sold in the spring! Look into the win- 

dow of any hardware store and see for yourself. 
Take the accompanying picture as an example. Base- 
ball goods and bathroom fixtures. And also an assort- 
ment of golf goods and fishing tackle. 

The surprising thing is that they actually mix, that 
they have and do attract more attention than a lot of 
other things that are shown in shop windows, and that 
during the spring people never stop buying them. 

The picture shown on this page is a reproduction of 
a photograph of a window display of the Sunset Hard- 
ware Co., Berkeley, Cal. A representative of Harp- 
WARE AGE, curious to learn why such incongruous lines 
of merchandise were shown together in the same window 
made inquiries of the management of the store. 

The explanation he received was clear and convincing. 


Berkeley is a suburb of San Francisco. It is cus- 
tomary for many of the residents of Berkeley to take 
an evening constitutional after the movies, at which 
time they do a bit of old-fashioned window shopping. 
A hardware store carries a large number of individual 


items. Some estimates place the number in the average 
hardware store at about 60,000. To display even half 
of that number in a store window during the course of 
a year calls for forethought and a good deal of atten- 
tion to window trimming. 

In the case of the Sunset Hardware Co. experience 
has taught the management the value of economy in the 
use of display space. It has learned that certain types 
of merchandise attract more attention when displayed 
separately in the store window, while on the other hand, 
it has found that some lines can be shown to advantage 
in company with other, and not necessarily related lines. 

The accompanying picture is a case in point. A com- 
plete window display of nothing but baseball goods is 
not a “selling window” for this store. But baseball 
goods, bathroom fixtures, fishing tackle, and golf equip- 
ment shown together cause evening strollers to stop, 
look and talk. And, what is more important, after they 
have talked they buy. 

All of this simply proves the value of knowing your 
trade, knowing your goods and knowing how to bring 
the two together. That after all, perhaps, is the most 
valuable knowledge any merchant can have. 
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The Man Behind the Counter 





HAVE more than once seen a possible customer 
I walk out of Murphy’s hardware store without stop- 

ping to discuss the merchandise on which a price 
had been quoted. In my judgment the difficulty lay in 
the too snappy price quoting of a certain salesman. 
Walk into Murphy’s and ask that salesman about prac- 
tically any item in stock and he can quote the price, and 
quote it right, without having to look. That’s a fine 
thing, to know prices like that. But here is a disad- 
vantage. 

The customer who is uncertain about a purchase, who 
isn’t sure of his ability to pay more than a certain figure, 
asks how much something costs. “How much do you 
get for those six quart ice cream freezers in the win- 
low?” a customer asked one day. ‘“Five-fifty,” re- 
sponded the salesman, and the inquirer turned and 
walked out. 

If the salesman had said, “Come in and I’ll see what 
they are worth,” he might easily had got that customer 
into conversation over a freezer and he could have found 
out whether the price was too high, and if it was he 
might have sold a smaller size, or made some other 
arrangement. A too snappy price quotation sometimes 
loses the chance for salesmanship. 

x * * x 


I wondered how they ever sold any silverware in a 
certain hardware store where that line, a case filled with 
it, was always dingy and tarnished and disorderly. I 
asked the proprietor, “How’s the sale on silverplate?”’ 
“There ain’t no such animal,” he replied. “I wish I 
could close that out. We never sell any of it.” 

I thought to myself, “if you could get that fellow you're 
paying to be a salesman to work at this case instead of 
spending his spare time looking out of the window and 
wishing for lunch time to come, you might be able to 
see a difference in silverware sales.” And I thought 
of another store where a similar line was so brilliantly 
displayed and made so attractive that it attracted the 
attention of everyone who came in. In this latter store 
the silverware stock is turned three times a year, or 
nearly that. 

x * * x 

An old farmer was trying to sella cow. Negotiations 
had reached a point where the prospective purchaser 
asked how much milk she would give. “I don’t rightly 
know,” replied the farmer, ‘‘but she’s a darned good 
critter and she'll give all she can.” 

I heard a hardware salesman trying to sell a towline 
to a motorist. “How strong is that rope anyway? How 
much of a weight will it pull?’ asked the customer. 
“T don’t just know,” responded the salesman, “but it’s 
a mighty strong rope. You can depend on it to pull 
you out all right.” 

Not much difference between the salesmanship of the 
farmer and that of the hardware man. I believe it 
pays to know more about what we're selling. 

* * * * 


I don’t know what a 2-inch padlock weighs, but I 
know that one I bought 1s quite a solid bit of weight and 
when the man behind the counter tossed it to me instead 
of handing it to me, I didn’t happen to have my hand 
under it and it landed on the showcase and cracked the 

lass. 
? Whether that incident taught him the actual money 


loss connected with tossing out merchandise instead of 
putting it in the customers’ hands I don’t know, but 
there it is, that broken glass, as a reminder, and I for 
one have no regrets about the occurrence. I never did 
like having my purchase thrown at me as if I were a 
first baseman and stood there shouting, “Give it to me, 
kid!” 


i ee 


The phrenologists tell us that the man the back of 
whose head projects is a man who has that genius which 
is the capacity for taking infinite pains. He will con- 
tinue at a thing until he makes good. I don’t know how 
much there is to phrenology, but I suggest that if, after 
feeling of the back of your head, you find it does not 
project, you make up your mind that you will stick at 
your job anyway, just to show the phrenologists that 
they don’t know it all. 

* * * x 


I think it was when Saunders Norvell was the Mike 
Kinney, “Teamster and Editor of ‘The Gimlet,’” that 
he had this to say: 

“Clerks often write me, ‘What shall I do to get on?’ 
I would answer, ‘Improve your mind.’ ‘But how can 
I improve my mind?’ I would answer, ‘By reading the 
best authors.’ ”’ 

That is just as good advice today as it was when first 
written. The best literature may have nothing to say 
about the hardware business, but it stimulates ambition 
and imagination, two qualities essential to the making 
of a business success. 

oe “es 


To those of us who are on the receiving end, higher 
wages seem to be the thing that would bring solution 
of the most of our difficulties. As a matter of fact we 
are not ready for higher wages until we have raised 
our ideals to match them. 

It is said that in the beginning of the tin plate indus- 
try in this country Welshmen were induced to come to 
Anderson and Muncie, Indiana, on the promise of wages 
of $15 to $20 a day, four times what they received in 
their own country. These workmen did not have ideals 
that measured up to the opportunities of such incomes— 
large incomes for that day—and they spent their money 
in wild living and ended as physical’ wrecks or tramps. 

Let’s get our ideals up first and then we can make 
wise use of the increased wages, and we will be more 
likely to get them. 

x * * x 


“Do you know why I always go to Buckram’s hard- 
ware store first when I want anything in that line, espe- 
cially anything that is hard to find?” an acquaintance 
asked me. 

“I suppose because they have the best stock at Buck- 
ram’s,” I replied. 

“No, they don’t have any better stock than other 
stores, but if they don’t have what I want, they can 
always tell me where to get it. No matter whether 
it’s right in their line or not, that young salesman there 
seems to know where you can find anything there is and 
ke isn’t afraid to say that a competitor has it, if it’s 
true. He has helped me to find a dozen different things 
] wanted and couldn’t get at a hardware store.” 
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International Publicity 


By Saunders Norvell 


T is wonderful how time settles problems for us. 
Napoleon is credited with the remark that if you did 
not answer a letter in three weeks, it always an- 

swered itself ! 

Now, I have been worrying about the necessity of 

painting the pier in front of my 


breaks. After a while, he loses faith in his star. When 
a man loses faith; when he gathers the idea that he 1s 
unlucky, he hesitates and he who hesitates is lost. All 
of us need the calm confidence of Caesar when he said 


to the frightened boatman in the storm—‘Fear not; 
Caesar and his fortunes are with 





place out on Long Island. Salt 
water is very hard on paint. I 
finally decided that this spring I 
would have to give this pier at 


you.” I wonder how much 
Caesar and Napoleon and all the 
great leaders owed to their own 
sublime faith in the fact that they 


least one good coat of paint— 
possibly two. Yesterday this 
problem was settled for me. I 
will not have to paint this pier 
this year. We had the highest 
tide and the strongest northeast 
wind in fifty years. I smoked 
my pipe and watched, through my 
front window, the waves slowly 


“T suggest it would be a 
far more interesting and 
profitable occupation for 
us to shoot truth into the 
heads of foreigners than 
to shoot bullets into their 
bodies.” 


were men of destiny—the favor- 
ites of fortune. 
x ok x 

Recently I attended a luncheon 
of The Purple Circle at The Ad- 
vertising Club of New York. 
The Purple Circle is a small as- 
sociation of publicity men whose 
membership extends all around 
the world. At this luncheon, I 





but surely battering my pier to 
pieces. It went in sections. The 
section nearest the land, where 
the gigantic waves struck the 
stone sea wall and rebounded, 
went first. As I smoked, I re- 





—Saunders Norvell 


talked about the propaganda that 
was being spread in foreign 
countries against the United 
States. Just because we wish to 
collect only a small part of the 








marked—“There goes $200.” 
I hen the middle section went. I  said—“Add 
$200 more.” Finally the hungry waves cleaned 


up the last section, so, as I smoked, I remarked—“‘Charge 
up $600 to profit and loss”—but the consoling thought 
is that I will not have to paint that pier this spring and 
| will not have to repair it because the ocean did a nice, 
clean job! It smashed what was left of the pier to 
kindling wood against the sea wall. 

x x x 


My neighbor’s pier stood up better than mine. After 
my first section was down, his pier breasted the waves 
and I was actually afraid that he would have the pleasure 
of sympathizing with me in the loss of my pier! How- 
ever, his pier finally blew up in the middle. I must 
confess that when I saw his central section go down, 
| was filled with an unholy delight. I did not even 
mind when this section floated over in front of my place 
and commenced to pound on the inside section of my 
pier, “Misery loves company.” The greatest consola- 
tion I have felt in the loss of my pier is that my neigh- 
hor’s pier was completely wiped out also! 

* * * 


Then this morning, when Ollie brought up the paper, 
| felt very much better when I read that this was the 
worst storm in fifty years and that in the immediate 
vicinity of New York, it had done $3,000,000 property 
damage! “Why should I worry?’’—TI said to myself. 
“| have only lost a pier. Some of these other people 
liad their bungalows smashed up and washed out to sea.”’ 
Such is human nature! After all, we are a mean lot! 
| am sure that today, if my pier had been washed away 
and if nobody else had been damaged, I would have the 
feeling that Providence had picked me out as a special 
object of vengeance! 

* * K 


Nothing is harder for a man than a series of unlucky 


money we loaned to these foreign 
nations during the war, they are branding us a nation 
of Shylocks. I quoted Shakespeare’s well-known state- 
ment that a “loan oft loses both itself and friend.” I 
suggested that now that the United States was limiting 
naval armament, we might save the cost of one battle- 
ship—save the small amount of $10,000,000, take this 
amount and use it as a fund to finance a little Yankee 
propaganda in foreign countries to offset all the false 
stories that are being set in motion against us. There 
is hardly any question that European nations are not 
only jealous of, but alarmed at, our increasing foreign 
trade. There is no doubt, from the similarity of the 
stories that are appearing in the press simultaneously in 
many foreign countries, that there is a master mind in 
the background engineering this propaganda with the 
idea of building up ill feeling against this country in 
various parts of the world. I suggested that it would 
be a far more interesting and profitable occupation for 
us to shoot truth into the heads of foreigners than to 
shoot bullets into their bodies. My remarks seemed to 
meet with more or less approval in the circle. 


*x* * * 


Now, today, I am in receipt of a bulletin called 
Information. This is issued by Ivy Lee and Associates 
of 111 Broadway, New York City. Ivy is one of the 
leading members of a new profession of publicity men 
known as “Public Relations Counsel.” These men are 
not strictly advertising men. They get down even un- 
der the skin of advertising. Their publicity does not 
take the form of straight-out advertisements, but ap- 
pears in news articles. I have even detected the signs 
of their fine Italian craftsmanship in editorials. Ivy is 
the Public Relations Counsel of the Pennsylvania Rail- 
road, The Standard Oil Company and a number of other 
corporations of the same class. Whenever I read ore 
of the interesting stories telling how John D. Rocke- 
feller stopped his automobile on the roadside and gave 
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a bright, shining dime to a workman on the railroad, 
somehow, I think of Ivy! Then, when I read another 
article telling of John D. Rockefeller, after playing 8 
hole in 45 (not so much!) exchanging witticisms with 
his colored golf caddie on the Florida links, I also think 
of Ivy! 

* * x 

However, I am sure I am wrong. I am doing Ivy an 

injustice. JI am quite sure, if he should start out to 
write stories about John D, that he could very much 
improve on these new silver dime and caddie stories. 
These stories are not up to Ivy’s standard! 

x * x 


But how I do wander away from my subject! Ivy 
tells, in Jnformation, how an English writer suggests 
that $10,000,000 be subscribed by somebody (names not 
given) to explain to the countries of the world—other 
than the United States—the history, purposes, operation 
and accomplishments of The League of Nations. Well, 
well! I wonder whether Ivy and his associates are steal- 
ing my thunder? 

Then Ivy quotes Abraham Lincoln in his first joint 
debate at Ottawa, Ill., with Stephen A. Douglas, Aug. 
21, 1858, as follows: 

“PUBLIC SENTIMENT is everything. With pub- 
lic sentiment nothing can fail; without it, nothing can 
succeed. Consequently he who molds public sentiment 
goes deeper than he who enacts statutes or pronounces 
decisions. He make statutes and decisions possible or 
impossible to be executed.” 

Poor President Wilson! It is too bad that he did not 
realize what Abraham Lincoln so well states when he 
attempted to put over The League of Nations without 
having the public sentiment of the United States back 
of him. Again I am reminded, when thinking of The 
League of Nations, of what Napoleon wrote—‘ Nothing 
prospers except at the right time.” 


*x* %* * 


However, it has always been my idea that to arrive 
anywhere, one must make a beginning. Sometimes a 
very small beginning leads to a very long and interesting 
journey. When I have been abroad in recent years, I 
noticed that whenever you meet foreigners, sooner or 
later, they have something to say about the question of 
international debts. This subject always bobs up. Most 
of these foreigners seem to be pretty well posted about 
how much they owe while, on the other hand, I have 
noticed that most Americans are not at all posted on 
the facts in connection with the amounts that are owed 
us by foreign nations as a result of the World War, nor 
when these debts were contracted. Neither do I find 
Americans posted as to the settlements that have been 
made—what proportion these settlements are to the prin- 
ciple of the debt, nor do they know which nations have 
not agreed to settle and their reasons for not settling. 


* *«* * 


Now, it happened just before I sailed last year that 
some association here in the United States sent me a 
little pamphlet. This pamphlet was a defense of our 
position on this debt question. I was very much sur- 
prised at some of the figures. I was surprised, for in- 
stance, to learn that a large part of the debts being talked 
about were contracted by foreign nations since the 
Armistice. This pamphlet gave all the figures about the 
debts of the different nations—how much has been set- 
tled, the amounts agreed upon, etc. It also went into 
the question, in great detail, of the amounts owed us by 
France. The whole trend of this pamphlet was to show 
that the United States had been very generous, and one 
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statement especially struck me as being interesting, viz., 
the pamphlet gave the number of square miles of terri- 
tory that had been added to their domain as a result of 
the World War by each of our Allies. It gave a list of 
these colonies. 

oa 

Then it summed up with the significant fact that the 
United States, notwithstanding our enormous outlay ot 
wealth in the short time we took part in the war, had 
not received, nor asked for, a single square mile of new 
territory. In this pamphlet there were also the figures 
of exactly what the war had cost us—how many of our 
soldiers had been killed and how many had been 
wounded. 

oe 

I studied this pamphlet carefully on the ship going 
over and when the subject of debts was brought up by 
my foreign friends, I used some of these figures in my 
answers. I found I was just as well posted—in fact, 
better posted—than they were. I soon had them on the 
defensive. I made them admit in a number of cases that 
the United States was far more generous in the settle- 
ment of these debts than they imagined. 

Now, such having been my experience, I have just 
taken it upon myself to write a brief letter to Mr. 
Andrew W. Mellon, Secretary of the Treasury, and 
Mr. Frank B. Kellogg, our Secretary of State, suggest- 
ing that the Treasury Department get up a small 
pamphlet, such as the one outlined above, and that these 
pamphlets, giving the above information, be supplied 
with every passport issued by the State Department to 
American citizens. I have suggested that these facts 
would put our citizens in a position, first of all, to be- 
come posted on this subject themselves and next, to 
hold their own in an argument with the foreigners they 
are sure to meet. All I have suggested is that the 
Treasury Department give the facts. I have not even 
suggested that Americans be instructed by the State De- 
partment how to use these facts. It is my belief that 
the average American who has the price of a passage 
across the ocean will have intelligence enough when he 
reads this pamphlet to know how to use it where it will 
do the most good. 

x * x 

Now comes a letter from the Universal Trade Press 
Syndicate of 522 Fifth Avenue, New York City. They 
have branches in London, Paris, Vienna and Berlin, and 
regular correspondents in two hundred American and 
European cities. I must admit I do not know who the 
Universal Trade Press Syndicate are. However, they 
asked me, “as a leader of public opinion,” to send an 
article contributing my opinion “to,a symposium on 
propaganda, in its relation to news, advertising and the 
broad aspects of social and economic life today, to bet- 
ter inform a wider public on this important and so little 
understood subject.” 

a 

I have written them an article on the subject of prop- 
aganda that, I must admit when I read it after several 
days, is quite interesting! I write this with all modesty 
because, with a good deal of my stuff, if I put it in the 
“refrigerator” and let it cool for a few days, when I 
read it over, it strikes me as being so terribly bad that 
it is immediately destroyed. The trouble with author- 
ship is that in order to keep going at all, we must be 
naturally enthusiastic. We pick up an idea somewhere 
and the more we think about it, the more enthusiastic we 
become. Let me repeat, it is this enthusiasm that keeps 
us going. If our enthusiasm were killed, we would 
adopt the attitude of “What’s the use?’ However, the 

(Continued on page 120) 
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Builders’ Hardware Door by Door 
“Dutch Doors” 
By W. N. Thomas 


EDITOR’S NOTE.—tThis is the fifteenth installment of a new series of articles on builders’ hardware appearing 


every two weeks in the columns of HARDWARE AGE. 
knows how to tell his story. 


HE “Dutch doors,” as its name implies, was con- 

tributed to our Colonial architecture by the early 

Dutch settlers of New York, New Jersey and 
Delaware. These sturdy people were particularly given 
to the more simple devices of comfort and utility, many 
of which they transplanted from their Holland homes 
because they had been found to satisfy the conditions 
of their mode of living. Among these was the Dutch 
door. They were usually outside doors, and their dis- 
tinguishing feature was that they were cut transversely 
into two parts so that the upper half could, when desired, 
be opened independently of the lower. This arrangement 
was probably devised so ventilation and an occasional 








Fig. 1 


neighborly chat could be had by opening the upper half, 
at the same time the closed lower part prevented the 
uninvited entrance of a stray dog, pig or goose, and kept 
the smaller children within counting distance. 

Of course, originally Dutch doors had their setting 
in houses of general Dutch architecture, but, like other 
features, they have gradually become quite at home, and 
are not uncommonly seen in houses of Colonial design 
not otherwise affected by the Dutch influence, as will be 
noted in the picture (1) of a very fine residence by the 
prominent architect Mr. John Russell Pope. 

The butts for these doors should be of the same 
quality, weight, and size that would be suitable to use 
were the door of the one-piece type. The upper and 
lower parts will need two butts each. 

As Dutch doors are never made double, or in pairs, 
there is no need for top and bottom bolts, but there is 
usually some device for securing the upper and lower 





The author, W. N. 
The next installment will appear in the March 17 -tssue. 


Thomas, is an acknowledged expert and 
Watch for it and read it. 


parts together so they may be used as the conventional 
one-piece door. The joint between the two parts is gen- 
erally rabbeted (2) to make it weather-proof. There 
is a bolt made that is mortised into the face, or edge, of 
the door so that it cannot be unbolted when the door 

















Fig. 3 


Fig. 2 


is closed. It is rabbeted on the end (3) to fit the regular 
half-inch rabbet of the joint, which makes it handed, 
i. e., either right hand or left hand, depending on which 
way the door opens. This makes a good enough fasten- 
ing except it does not bind or clamp the two parts to- 
gether and therefore does nothing toward keeping the 
joint between the two parts weather tight. Another type 
of bolt is made to mortise into the side of the door-stile 
(4) the, selvage is short so as not to extend in more 
than half the thickness of the door, but it is widened by 





the addition of a wing on each side to give plenty of 
room for a strong screw hold. This bolt, like the one 
at (3), does not draw the two parts together, but it can 
be unbolted without opening the door. 

There is another device made in the form of a mortise 
lock (5). It is mortised into the upper door and op- 
erated by a small knob. The hooked bolt engaging in a 
slotted plate in the lower door draws them tight together 
and holds them firmly. It can be released while the door 
is closed. Still another fastening is in the form of a 
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quadrant (6) shaped so that in drawing it around it 
has a binding effect. Each of these devices has its own 
advantages either mechanically or from a cost point of 
view. 





Fig. 5 Fig. 6 


The main lock is placed on the lower door so it may be 
opened or closed in the regular way while the top door 
remains open. Use a cylinder front-door lock, with stops 
in the face, of a size to suit the thickness of the door. 





Fig. 7 


This lock may be of the type that is operated from both 
sides by knobs, or from the outside by a handle with 
thumb piece (7) and a knob from the inside. A dead 
lock should be used on the upper half for added security 
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at night. This should be operated from the outside by a 
cylinder with the same key change as the lower lock, and 
from the inside by a crescent shaped turn knob (8) which 
matches the one used with the lock below. The backset 
of this dead-lock should be the same as the lower lock so 
the two cylinders on the outside will be in line. In sug- 
gesting the design or pattern of the knob and escutcheon 
or handles there is no reason for being influenced by the 
word Dutch, since as said above, doors of this type are 
used by some of our leading architects in houses designed 
in the whole range of Colonial or English architecture. 
The principal thing is to consider the detail of the house, 
particularly the entrance, and select hardware that will 
harmonize and carry a contented look when the job is 
completed. Simplicity and dignity are the outstanding 
features of our Colonial architecture and the hardware 
should be chosen with these elements in mind. There 
seems nq special reason for stressing this idea in this par- 
ticular place rather than in any other, but it is so impor- 
tant that all hardware should be chosen for its particular 
work and to look as though it belonged in the place it is 
used, that a few extra stressings will not be amiss. If 
the house is a reproduction of one built a hundred or 
more years ago, a wrought iron latch of the same period 
would, of course, be proper enough, but there really are 
few houses built faithful to the past century, most of 
them are what may properly be called ‘“‘Modern-Colonial”’ 
and should have hardware produced in the same spirit. 

A door of this sort would not be quite complete with- 
out a knocker of one of the many good patterns repro- 
duced from the old models made by a number of the 
best hardware makers. 

The finishes suitable for Colonial work are rather 
limited. That most commonly used is brass in either 
polished or scoured. 

1. What is the special feature of a Dutch door? 

2. How many butts are needed for a Dutch door? 

3. What are the desirable features of a device for hold- 
ing the two parts together ? 

4. What locking arrangement should be provided? 

5. In what style of architecture are Dutch doors usu- 
ally found? 

6. What would be appropriate finishes for hardware 
for these doors? 





One Way to Regain Lost Customers Is to Invite Them Back 


NE of the most costly features of modern business, 
and perhaps the most difficult to control, is the loss 
of “old”? customers—customers whose business the firm 
has been enjoying over a period of time, and who for 
unknown reasons suddenly discontinue their patronage. 
Various influences may have caused the breaking off 
of the account. Something an employee has said or 
done, intentionally or unintentionally, may have offended 
the customer. An imperfection of goods may have dis- 
satisfied him and caused him to “try somebody else.”’ 
Delayed delivery or indifferent service may have in- 
spired the change. The activities of a competitor, 
possibly just opening a new store, may be the reason. 
Whatever the cause of the loss of the customer, it is 
evident that the first thing toward regaining the account 
is to find out why he has left. 
A method for accomplishing this purpose which appeals 


as being at once tactful and effective, is that used by a 
certain retail furniture concern, as follows. 

On their regular monthly statement form, dated and 
addressed to the customer, they typewrite (in lieu of 
the monthly statement) the following: 

“We regret exceedingly to note that your statement 
is blank this month, and we are wondering if we may 
not servg you in some way. 

“We trust that your past purchases from us have been 
entirely satisfactory in every way and assure you that 
your patronage is sincerely appreciated. 

“Drop in and say ‘Hello’ occasionally. We will be 
glad to see you and to show you without obligation 
any furniture, rugs, stoves or crockery in which you 
may possibly be interested. 

“This week on our main floor we are featuring a 
completely furnished living room exhibit which we 
cordially invite you to inspect.’ —Doorways. 
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Twenty-Sixth Annual Convention and Exhibit 
P. A.S.H. A. at Philadelphia Breaks All Record 


ASHA conventions are always interesting and successful. Pasha ex- 

hibits are always mammoth and well attended. They get bigger and 

better each year, and the 1927 record seems to beat them all. The 
twenty-sixth annual convention and exhibit of the Pennsylvania and Atlantic 
Seaboard Hardware Association was held in Philadelphia, Pa., Feb. 14, 
15, 16, 17 and 18, with headquarters at the Hotel Benjamin Franklin. Open 
sessions and exhibits were at the Commercial Museum. 

Harry D. Kaiser, Philadelphia, was elected president to succeed Robert 
J. Murray, Honesdale, who presided at the 1927 convention. George C. 
Brown, Punxsutawney, Pa., is first vice-president; Theodore Romaine, 
Hackensack, N. J., is second vice-president; Frank A. Hegner, Pittsburgh, 
Pa., is third vice-president, and W. H. Blanning, Lykens, Pa., is fourth 
vice-president. Secretary-Treasurer Sharon E. Jones and Assistant Secre- 
tary W. Glenn Pearce, both of Philadelphia, were reelected. Sessions were 
held each morning, and the afternoons given over to attendance and buying 
at the exhibits. 





The opening session took place Monday 
evening at the hotel ballroom with an in- 
vocation by Rev. Thomas C. Pollock, 
D.D., Philadelphia. President Bob Mur- 
ray gave an address of welcome, and Her- 
bert P. Sheets, secretary-treasurer, Na- 
tional Retail Hardware Association, 
brought the greetings from the national 
headquarters. Strickland Killiam, humor- 
ist, entertained. 

Tuesday morning the convention got 
under way with the annual address of 
President Murray and the report of Sec- | 
retary Sharon E. Jones. | 

Mr. Jones said in part: | 

“The outstanding feature of 1926 was 
reorganization of business and_ business 
methods. Improvement of store _ build- 
ings, new buildings, installation of new 
fixtures, adoption of better sales methods, 
accounting systems, etc. 

“The annual inventory discloses the fact 
that the stocks of our members are low 
but of good assortment and well bought; 
that too much credit business has been | 
done or not enough good collecting; too | 
many of our members complain of poor | 
collections, and I am afraid the cause | 
lies at the door of the merchant—lax credit 








Sharon E. Jones 
Secretary-Treasurer 








terms and lack of good collection system. 

“Business for the year 1926 was to the 
average member, I believe, satisfactory, 
though it might have been better. Indus- 
trial conditions in some localities, agri- 
cultural conditions in other localities, and 
unsettled conditions in the coal region were 
the chief reasons given for slack business. 
Strange as it may seem, we have members 
affected by all of these conditions who 
report a very satisfactory year. 

“IT am more convinced than ever that 
the most of our members are not good 
merchants—not up in the present day art 
of merchandising. They neither take a 
lesson from their successful competitor 
nor the inroads of the numerous chain 
stores and mail order houses, nor do they 
even want anyone who knows tell them 
how to meet such new conditions. Gen- 
tlemen, you who sit here this morning 
are largely the most successful hardware 
men in your territory, and what brings 
you here? It is primarily to hear what 
the men on the program have to tell you. 
You have been coming year after year, 
and you made use of your own business 
with good results. And you are here 
for more suggestions today, and that very 
reason is the secret of the success of more 
members than all others put together. 
The merchants who complain about busi- 
ness conditions are not those who at- 
tend our convention as a rule.” 

The secretary than reviewed the asse 
ciation’s field activities, stressing the valv 
able group meetings which, he said, were 
better attended than ever, with a livelier 
interest manifested by members. He said 
programs were unusually good with good 
speakers on vital subjects. “We are par- 
ticularly indebted,” he said, “to our worthy 
president, Bob Murray; Llew S. Soule, 
editor, HARDWARE AGE, Roy F. Soule, 
editor, Hardware Dealers’ Magazine, and 
Frank A. Hegner, president, Pittsburgh 
Association, for their unstinted and valu- 
able service at the group meetings.” 
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H. H. Daughters, Painesville, Ohio, 
store engineer and merchandising expert, 
spoke on the improved hardware store and 
the science of merchandising. He traced 
the trends of merchandising methods, com- 
paring the old with the new, and said the 
three fundamentals of merchandising were, 
“First, that your store be properly ar- 
ranged. Your fixtures, display tables and 
show cases must be arranged as to not 
only permit, but to induce, your customers 
to circulate through the entire store, bring- 
ing them into direct contact with all mer- 
chandise. Second, proper merchandising 
display is no less important and must be 
carried out in detail to insure the success 
of your proper store layout. The third 
fundamental is the price ticket. If there 
was ever gross neglect in running any part 
of a store, it is cetainly in the line of 
price tickets. Price tickets in all hard- 
ware stores are conspicuously absent.” 

Mr. Daughters elaborated on these fun- 
damentals, giving examples pro and con 
which he has observed in his travels. 

Speaking on the use of open display 
tables, E. F. Glock, manager, Swank Hard- 
ware Co., Johnstown, Pa., said in part: 

“The first effect of the new system 
was that noted in ourselves. I mean on 
the personnel of the store. We have 
grown from typical hardware merchants 
trying to serve the public to hardware 
merchandisers and students of sales psy- 
chology. We all know that a clean, well- 
kept store will attract the better class of 
trade, and especially that growing army 
of buyers, the women. You know that a 
spotless piece of hardware will be sold 
first from a heap of the same article in 
poorer condition. These are simple facts 
which may be summarized in the statement 
that proper display of merchandise is the 
simplest and cheapest form of advertising. 

“Among the questions asked regarding 
display tables are: How do you keep the 
goods clean? What about losses from 
theft? Can you place high grade tools on 
the tables and can you reduce the number 
of sales people or use cheaper help? 

“We all know that dirt is our enemy, 
and the busier the store or the busier the 
street on which your door opens, the more 
dirt you have to fight. It is self-evident 
that dust will accumulate on any merchan- 
dise exposed to it, and we have adopted 
several methods of fighting it by preven- 
tion and by removal. Under preventive 
methods our first move was to put patent 
weather strips around our windows and 
doors. Second, by oiling the floors. Third, 
by covering the merchandise at night. The 
method of weather stripping windows and 
doors and oiling floors needs no explana- 
tion. The protecting covers we use at 
night we had made of denim or overall 
material by a local overall factory. This 
material we had made up in pieces 10 ft. 
long and 4 ft. wide. The 10 ft. lengths 
cover one table lengthwise and the width 
of the abutting table. Where tables are 
arranged in islands of four, the overlap- 
ping corners of the cloth help to hold it in 
position. These cloths are placed on the 
tables just before the lights are turned 
out, and in the morning they are rolled 
up in bundles and placed under the tables. 

“Our methods of removal of dirt are 
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Robert J. Murray 
Retiring President 


N sounding the keynote of the twenty-sixth annual convention of the 
Pennsylvania and Atlantic Seaboard Hardware Association, President 
Bob Murray of Honesdale, Pa., in his address before that body at the 

Commercial Museum in Philadelphia, reviewed the association’s activi- 
ties during the past year and stressed the fact that hardware merchants 
today must adapt their business methods to changing trade conditions or 
fall by the wayside. He said, in part: 

“The traveling salesman should not be vedusted as a nuisance, but 

rather welcomed by the hardware merchant and dealer. He is an am- 
bassador of prosperity and one of the best advertisements the hardware 


dealer has. 


“Since I was elected president of this association a year ago I have 
traveled over practically all the territory of the association, and have 
attended and addressed eighteen group meetings which were attended 
by about one hundred members at each meeting. The meetings were 
educational and were devoted to such subjects as salesmanship, adver- 
tising, better and bigger stores, better service, community centers and 


the store of service. 


“Conditions are such today that the inefficient merchant is sure to 
perish. These are days of new ideas and changes in people’s ideas. 
If our hardware merchants don’t change correspondingly to meet them, 
they surely will sooner or later go out of existence. 

“TI believe that business in general is good, and that it is going to be 
much better for the intelligent, active merchant. For the others—those 
who cling to the old time ways of doing business—I can only say that I 
hope their business will be better.” 


Must Adapt Methods 
to Changing Trade 
Conditions, 


President Robert J. 


Says 


Murray 











chiefly by dust cloths, oiled mops and 
vacuum cleaners. We have discarded all 
feather dusters or other dust spreaders. 
We use a vacuum cleaner weighing about 
172 lb., which straps over the shoulder of 
the person using it, and we have a special 
nozzle with one-half inch circular opening, 
which enables us ‘to remove dust from 
every crack and corner of the tables with- 
out disturbing the merchandise. 

“There is only one way to keep your 
table goods from becoming dull and un- 
attractive. That is to keep constantly 
cleaning them. You can’t say, ‘John, if 
you get a chance tomorrow, clean table 
No. 7,’ but you must hold John responsi- 
ble for a certain number of tables placed 
under his charge at all times, and if your 
inspection shows any slipshod work, he 
is made to drop other duties and finish his 
cleaning. Our cleaning is done the first 
thing in the morning. Where there are 


two men in the department, one man does 
the cleaning while the other man brings 
down the stock shortages which were 
written up the evening before. It is good 
practice to keep your tables always filled 
with merchandise and to keep the mer- 
chandise looking its best. It is good prac- 





tice to sell first those items which are be- 
coming tarnished or shopworn. Cleaning, 
if done systematically, becomes easily part 
of the day’s work, and if left to anyone 
in his spare moments, it is not done at 
all, and then you wonder what is the mat- 
ter with your tables. 

“Question of loss from theft concerns 
us very little. It is my opinion that loss 
from goods taken by the public on our 
tables is less than loss from theft by em- 
ployees under the old system. I do not 
mean to say there is no loss, but that when 
glass partitions are properly proportioned 
and the merchandise placed with some 
judgment, flashlights, nail sets, screw driv- 
ers, pliers, small paint brushes and kin- 
dred items create the most temptation, and 
these items should be set toward the center 
or rear of the table, and when the glass 
guards are elbow high from the floor, the 
loss is negligible. 

“The third question I am asked to dis- 
cuss is that regarding the amount of help 
required. I will state frankly that our 
adoption of the table system was urged 
in some degree by the thought of cheaper 
sales help. In this theory we have been 
only partially successful. We have not 
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reduced the number of salesmen nor the 
payroll. The table display system will not 
make stupid people into clever salesmen. 
In fact, the less energetic salesmen let 
the table do the talking for them. We 
find, however, that a new employee will 
learn his stock much quicker and the green 
salesman will be of more value from the 
outset than under the drawer and sample 
system. I further believe it is possible 
for each salesman to make more sales in 
a given time than under the old system.” 

Senator George D. Sprowls, Claysville, 
Pa., said in part: 

“It is just as necessary to fix up in a 
small town as it is in a big town. I 
want to tell you, as a rule, the small towns 
are surrounded not very far away by big 
towns or cities, and the only way you can 
keep the people from going to the cities 
to buy is to have a nicer store than the 
stores there, better salesmen, study your 
trade, and they will come to you rather 
than in the city. 

Mr. Daughters came to my place a little 
over a year ago—about thirteen months 
ago— and we talked the matter over a little 
bit. I said, yes, sir, I will pay your price, 
take measurements, make up your blue 
print, and we will have the changes made 
according to your directions, and that has 
been in operation about one year, and I 
want to tell you, ladies and gentlemen, 
that it brings twice as many ladies in our 
store as ever before. The trade on our 
small goods that is kept on shelves that 
did not move is moving lively. 

“A neighbor of mine, who looks after 
a lot of oil wells, came in last spring and 
I said, ‘What do you think of the lay- 
out?’ He said, ‘It is not worth a damn.’ 

“*What is the trouble?’ I asked. He 
answered : 

“*Last week I came in here for some- 
thing, and these tables looked so con- 
foundedly inviting I spent $2.75 for things 
I didn’t need. These tables are so at- 
tractive I can’t resist looking them over, 
and when I would not have bought a 
cent’s worth, I paid for $2.75.’ 

“T told him that was the greatest com- 
pliment he could pay the system. 

“Whether you are in Pittsburgh, Phila- 
delphia or wherever you may be, you want 
to keep up with the chain stores, the de- 
partment stores and other houses who are 
selling your trade, the catalog houses. I 
tell you the country has never been more 
prosperous; but how many hardware men 
in Pennsylvania, Maryland, Delaware, New 
Jersey and District of Columbia are really 
prosperous; how many have been stand- 
ing still in the last five years; how many 
men can you approach and ask how is 
business, without getting the reply ‘rotten’? 
Perhaps that does not agree with any of 
you people here; you all look prosperous. 
I am thinking of the fellows who are 
home, who did not come. I have talked 
to a great many people as to business con- 
ditions, and 80 per cent of them answer 
immediately ‘rotten.’ 

“We have to do something. We have 
to clean up our stores and make them 
inviting. We must display our merchan- 
dise so people will come in and handle it, 
make them want to come in. You will 
find a lot of people will pick up articles 
and bring them to you to be wrapped. 
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They wait on themselves. We are not 
trying to have less help. If necessary, we 
will have more help, but we want to sell 
more goods. 

“I want to tell you, ladies and gentle- 
men, the people in the small towns will 
never go to other cities if you will make 
your store attractive. Think of the large 
rentals in cities like Pittsburgh and Phila- 
delphia; that is the reason you see so 





W. Glenn Pearce 
Field Secretary 


many stores for rent. The rents are so 
confoundedly high. It seems nothing for 
people to go twenty miles with a machine 
to save 15 cents, but they do not care any- 
thing about the expense of running the 
machine. 

“Gentlemen, if we want to survive, we 
must clean up. Make your store attrac- 
tive.” 

Lew Hahn, managing director, National 
Dry Goods Association, addressing the 
Wednesday session, paid a tribute to the 
efficient and interesting exhibits which, he 
said, were very educational and in his 
opinion one of the most valuable features 
of the convention. His assigned topic was 
‘Getting the business.’ He said the best 
way to get business was to go get it and 
not wait for it or expect it to come to you. 
Among the highlights of his inspiring mes- 
sage were the following: “The retailer 
enjoys no franchise to sell the consumer, 
but must adapt himself to new methods or 
quite.” “The final outcome of distribu- 
tion will find the well established retailer 
very much on the job.” Mr. Hahn stressed 
the importance of good displays and fre- 
quent changes of displays. He closed his 
talk by saying that getting the business 
is O.K., but is not worth having without 
a real profit. 

Two representatives of the Dennison 
Mfg. Co.’s Philadelphia office demon- 
strated the use of color crepe paper in 
hardware window displays, working out 
a typical display in a model window. They 
showed the easy method of making ros- 
ettes, tubes, edging and other frills with 
crépe paper. The members were much 
interested in this practical demonstration, 
and many were surprised at the ease with 
which this work is done. 

A. Lang, manager of the Pennsylvania 
Farmer, a cooperative advertising service 
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for hardware stores, explained this ser- 
vice and its advantages. 

Telling of his own successful advertis- 
ing plans, William T. Kelly, manager, 
Pickett Hardware Co., Warren, Pa., said 
in part: 

“The figures we have show that the 
retail hardware trade spent only 1.22 per 
cent of its sales last year for advertising 
in comparison with 10 per cent of sales 
spent by other houses, which is approxi- 
mately eight times what we spent on ad- 
vertising. 

“Advertising is nothing more than get- 
ting a certain phase of selling process ac- 
complished and is justified when properly 
planned, executed, and gets the work done 
economically. Is this the case of the re- 
tail hardware stores as a whole? 

“According to retail magazines, general 
business in America for 1926 was 5 per 
cent better than 1925, but the hardware 
business showed a shrinkage of 5 per 
cent. Your advertising was poor, and it 
was not properly planned and the work 
was not economically done, and, there- 
fore, you did not accomplish that phase. 

“How many of you merchants have set 
up this year an advertising budget? How 
many have set up that budget and planned 
to spend that budget economically? The 
advertising department is the vital fune- 
tion to the hardware business. The aver- 
age hardware man would not try his hand 
in performing a surgical operation, ner 
would he try his own case in court, but 
when it comes to advertising, he thinks he 


is a born advertising man. 


“For 1927 stop passing the buck in your 
advertising. Get an experienced man and 
let him do the job for you. His previous. 
experience will save you money and get 
your message over to the public. 

“So the first thing you want to do is 
to put down in black and white what you 
want your store to be. Then set up a 
budget equal to about 2 per cent (10 per 
cent) of your last year’s sales, and make 
your plans as to how you are going to 
spend this budget in order to make your 
store the kind of store you want it to be. 
Make this budget cover five points—news- 
paper advertising, window display, direct 
and training your salesmen. We spend in 
our business about 4 of our budget for 
the first, ‘4 for the second, and % for 
the balance of the three. Make a de- 
tailed plan for three months one month in 
advance. 

“Keep your advertising in the same com- 
munity as your local paper. Have a slo- 
gan something like ‘Get it at Picket’s.’ 
Use words so that all those who read your 
ads will understand it. Use cuts that are 
in balance with the space used. Develop 
a nameplate that is distinctive, so that 
anyone who sees it will know it. Re- 
member that advertising is powerful, and 
you cannot afford to waste it. 

“Your window should display your ad- 
vertising and should be behind clean glass, 
and each article should be priced. This 
window display should be tied up with 
an interior display. At a meeting before 
your advertisement is to be released, have 
your advertising manager appear and sell 
his plans to your selling force. Arrange 
to have a representative of a certain line 
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come in and talk to your selling force 
about their products. 

“Let me show you what advertising, 
properly planned and executed, will do. 
Two years our store never did anything 
apparently to attract Christmas business, 
but this year we sold in two weeks a great 
volume of business—about an increase in 
sales of 82 per cent. I will show you how 
this was done. We sent out letters dis- 
playing the Xmas spirit to the people, in- 
viting them to come to our store and see 
our display. We invited them to bring 
their children in to see Santa Claus and 
write a letter to him stating what they 
would like to have, and that we would 





Ernest Johannessen 
President Baltimore Association 


give each child a present. In two days in 
our department we had 4081 visitors. We 
sent out suggestions for different members 
of the family as gifts—radios, vacuum 
cleaners, washing machines, electric irons 
and other electrical apparatus. Upstairs, 
on the second floor, where we had Santa 
Claus, we took pictures to see how large 
the crowds were. We called ourselves 
‘The Christmas Store,’ and we made the 
Pickett nameplate read ‘Get It at Picketts 
-—The Store of a Thousand Gifts.’ We 
built up a Christmas store, and we di- 
rected the people to our store.” 

Al Birkenmeier, Jr., Birkenmeier & 
Kuhn Co., Newark, N. J., past presidént, 
North Jersey association, offered his ex- 
periences in the sale of new lines, saying 
in part: 

“We, in our own business, have tried 
to add to our line wherever possible, any 
merchandise in the way of appliances that 
belong to the hardware trade—washing 
machines, vacuum cleaners, fireplace fix- 
tures; that’s the thing, with all the new 
building that is going around in our coun- 
try, in our towns and throughout our sub- 
urbs, practically everyone is putting in a 
fireplace. I have no doubt they got the 
idea from the movies and from the maga- 
zines, but a fireplace really makes a home. 
It is where you gather around when you 
are home in the evening. The different 
fireplace appliances are all profitable items, 
and it is not a seasonable feature any 
more. The amount sold throughout the 
year averages about the same. In the 
fall of the year, perhaps, there is a greater 
demand for fireplace fixtures. 

“T think the main thought that I would 
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like to leave with the hardware dealers 
is the fact that we have got to come to 
the realization that we must not allow 
anyone to take business away from us. 
My thought is that if we can add another 
line or lines to our business that fits in 
with our line, that is profitable, that we 
think the people in our community will 
want to buy, we should add it to our line. 
And we don’t, expect to put it in our 
store and say that we have a fine article. 
If necessary we will get a man to canvass 
and tell the public that we have a fine 
article and sell it to them. 

“IT want to leave another thought. I 
came to this convention six years ago and 
looked over the various lines on exhibition 
here. There appeared to be a line of 
gas ranges. My wife was with me, and 
she was very much interested, especially in 
a porcelain gas range, in which we were 
both interested. I purchased one for her 
use, and when it came to the store I left 
it on the floor for a while. There were 
a lot of builders and contractors around, 
as there was a good deal of building go- 
ing on. At that time the gas range busi- 
ness was handled by the Public Service 
Co., a utility company, that we have in 
all small towns. They were buying di- 
rectly through the plumbers, and they were 
buying the cheapest junk they could buy. 
I interviewed probably two dozen builders 
and took orders for about twenty-four 
stoves, sold them the idea of the white 
kitchen, and the influence it would have 
with the women. After that a representa- 
tive of a gas range factory came to see 
me and sold me the idea of taking over 
the agency for our town. We were to do 
$10,000 worth of business in Newark that 
year in gas ranges. I don’t believe our 
invoices before that time had ever amounted 
to $1,000. Our first order was for a car- 
load, for about $6,000. My dad, who is 
head of our business, had been away for 





John A. Ditz 
Clarion, Pa. 


about two weeks on account of illness, and 
when he saw the invoice come in for 
$6,000, he was ready to get sick all over 
again. He did not know whether to kiss 
me or kill me. The idea was a good one, 
but very reluctantly he went along with 
me. That year we did $50,000 worth of 
business with that concern. Today in New- 
ark we sell between 2000 and 3000 gas 
ranges. 

“To that line we have just recently 
added refrigeration. In three weeks we 
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have booked $40,000 worth of electrical 
refrigeration. Now it does not cost any 
more effort to sell that refrigeration than 
it did to put on the gas ranges. As a 
matter of fact I, myself, closed a con- 
tract for $20,000. I did not have to put 
on any extra men to sell them, and it 
did not take up much of my time. 

“The thing we should all consider is to 
put lines into our store which don’t add 
any more light, heat or rent to sell our 
customers more goods. That was very 
aptly brought out in Mr. Hahn's talk— 
that is to try and sell the customers we 
already have more merchandise rather than 





W. McK. Reber 
Bloomsburg, Pa. 


distribute our merchandise over a greater 
number of customers. 

“Another thing I want to say before 
I leave here, and that is that I think you 
gentlemen will be doing yourselves a great 
injustice if you don’t go out on that floor 
and look up lines that you can add to 
your store that would be profitable to your 
store and help you sell more goods to the 
customers you already have.” 

The hardware stores of yesterday were 
well built on firm foundations, declared 
J. F. Berner, Buffalo, N. Y. “The de- 
partment stores showed us cleanliness,” he 
said, Sand the chain store showed us how 
to display goods so that people could see 
and steal them, and by this method were 
able to build a 50-story building in New 
York as a monument to this method.” Mr. 
Berner emphasized the need of cooperat- 
ing with fellow merchants in your own 
community and told of the successful 
“Williams St. Plan” used in Buffalo by all 
merchants to improve business on that 
street. Cooperative advertising and sell- 
ing plans were used by this group and 
each merchant benefited. 

Tracing the changes in social life and 
their relations to business conditions, Her- 
bert P. Sheets, secretary-treasurer, Na- 
tional Retail Hardware Association, com- 
pared the simple life of past generations 
with the rapid pace of present day living 
modes. He continued in part: 

“With such a remarkable evolution in 
our social and other outlooks, of which 
the foregoing are typical, commerce has 
necessarily evolved in kindred fashion. At 
the beginning of the generation the major- 
ity of families were more or less self- 
sufficient, producing or making the things 
necessary to the satisfaction of their sim- 


(Continued on page 122) 
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Robert F. Frey 
New President 


W. B. Martin 
Retiring President 


John Sommer 
New Vice-President 


James B. Carson 
Secretary 


John F. Baker 


Treasurer 


Retail Efficiency Discussed at Ohio Convention 


of delegates, and with the exhibit hall crowded almost continuously 


Wiic the business sessions remarkably well attended by the hundreds 


throughout the four days of the convention, the Ohio Hardware 
Association’s thirty-third annual gathering at the Hotel Deshler, Columbus, 
eb. 15-18, was one of the most successful in the history of the organization. 
An innovation was the president’s breakfast, at which more than 400 
members were seated. Here W. B. Martin, Mansfield, president, made 
his annual report and James B. Carson, secretary, read his account of the 


past year’s developments. 


John F. Baker, Dayton, treasurer, gave a detailed 


statement of the association’s financial status, which was found to be most 


favorable. 


The breakfast, scheduled for 8 a. m., was so interesting and 


well liked that before the adjournment of the convention the delegates 


voted to make it an annual affair. 


Confidence in the National Council, com- 
posed of members of the National Retail 
llardware Association who are conduct- 
ing an extensive study of the distribution 
of merchandise, and in the retail repre- 
sentatives on that body, was \.> ced in a 
resolution adopted unanimously at the final 
husiness session. In addition, approval of 
the work being done by the United States 
Chamber of Commerce and of the ac- 
tivities in that organization of the associa- 
tion’s representative, John F. Baker, was 
given. 


The President's Address 


Paying a high tribute to the efforts put 
forth by the charter members of the Ohio 
Hardware Association, Mr. Martin, in his 
message as president, asked the delegates 
to keep in mind the aim of the associa- 


through your trade associations and trade 
publications, you will achieve that which 
you are seeking.” 

After recounting the various changes in 
business which have come since the Great 














War, Mr. Martin emphasized that “mer- | 


chants who neglect or fail to adjust their 
own business to those changed conditions 
find themselves in the midst of’ reduced 
volume of sales or vanishing margins, or 
sometimes both. All of this makes opera- 
tion more complex and more competitive, 


and the merchant must adopt new methods 


tion to “make better hardware merchants.” | 


He said that the organization’s position is 
one of influence and responsibility in both 
state and national circles and that affilia- 
tion with the National Retail Hardware 
Association has resulted in many privi- 
leges and benefits. He continued, “Let 
no member be deceived. The association 
cannot make you a successful merchant. 
If you will analyze your own business 


| 


‘ahead of 


problems, study their solution, apply the | 


knowledge that has come to you by ex- 
perience, and by the exchange of ideas 
with your fellow merchants, supplemented 
by those benefits you receive from and 





of purchasing on more favorable terms. 
Modern arrangement and display of mer- 


chandise, additional service to patrons and | 
a widely diversified stock should be of- | 


fered. The retailer no longer is an ex- 


clusive hardware merchant, but rather the | 


owner of a department store. He must 
use modern methods of accounting, he 
must know what part of his business is 
yielding a net margin, he must locate and 
correct 
losses, and, in fact, he must keep one step 
the competition that would 
destroy his business. 


Attacked Installment Selling 


Attacking instalment selling, Mr. Martin 
said that “it encourages the younger 
generation to forego all efforts of saving 
and thrift and to purchase any and all 


things they desire, whether it be a neces- 


those features that are causing | 





_ visible’ expense. 


sity or a luxury, and to ignore habits of 
economy and saving, thereby forcing them 
to face the future with an unequal chance. 
It is our information that only a small 
percentage of hardware merchants are 
using the instalment plan.” 

Mr. Martin pointed out that “during this 
period when there is not enough business 
for all, it is of first importance that the 
hardware merchant not only use extreme 
care in his purchases; but also maintain 
an attractive store, clean and inviting, and 
offer the customer a generous service. His 
success will be more in evidence if he 
guards his cost of operation and his ‘in- 
To prevent loss is a 
profit. Finally, the success of the in- 
dividual merchant depends upon his own 
efforts. He must work, he must think, 
and he must finish the job. Trade associa- 
tions, trade journals, annual meetings and 
discussions are of inestimable value if the 
merchants will apply the information he 
obtains to the enterprise he is operating.” 


Secretary's Annual Report 


Declaring that most of the members of 
the association have gone through the 
year without adequate compensation for 
the effort they have made, Secretary Car- 
son, in his annual report, made the en- 
couraging observation that “as a rule. 
there is no competition between members 
in the same community, the competition 
coming instead from the outside and in 
many cases from sources with which mem- 
bers should not have to compete.” Im- 
provement in roads enabled Mr. Carson to 
spend much time during the past year in 
the eastern half of the State where there 
has been no opportunity for local work. 
On these trips he often was accompanied 
by officers of the association. “We found, 
generally, a spirit of friendliness toward 
each other. We found towns in which 
three or four members came to our meet- 
ing in the same automobile. We found 
towns in which the members divide up on 
lines in which they specialize. Each store 
is noted for something special and effort 
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is devoted to building up a better business 
without the anxiety and handicap of hav- 
ing a neighboring hardware merchant try- 
ing to tear down the structure.” 

Investigation, according to Mr. Carson, 
would show that only a portion of the 
members are doing all they can to sell all 
the hardware that is purchased by their 
customers. This is not because they are 
indolent or do not want to do a good busi- 
ness, but just because they do not know 
how. They have never learned that back 
of every success is a distinctive person- 
ality that has drawn customers to the store, 
and personality in a business is acquired 
only by hard work. 


Success Allows No Guesswork 


To be successful today, said Mr. Carson, 
there must be no guess work on the part 
of the hardware merchant. In the com- 
petition with the chain stores it is neces- 
sary to combat store managers trained for 
their position. There is no uncertainty 
about the effort they inake. They are suc- 
cessful, or they don’t last. The indepen- 
dent merchant, on the other hand, can stay 
as long as his money holds out. 

Mr. Carson expressed his belief that 
members of the association should be in- 
tensely interested in the annual meetings 
where they can confer with one another. 
The member who is working and planning, 
who goes to conventions to check up on 
himself, need never fear competition of 
any kind. 

When the exhibit hall was planned, Mr. 
Carson said that the committee on arrange- 
ments tried to secure as many new lines 
as possible. He reported that the asso- 
ciation completed the year in a prosperous 
condition, the membership remaining about 
the same as a year ago. However, there 
were many more changes than ever before. 
In comparison with other lines of retail 
products, the members of the association 
are in a much stronger position and have 
less to fear from competition. 


R. J. Atkinson Speaks of Chain Stores 


More goods are sold today because of 
the appeal to the eye by means of promi- 
nent display, thereby creating the desire to 
possess, stated R. J. Atkinson, Brooklyn, 
vice-president National Retail Hardware 
Association, in an address on “Current 
Trends.” He said that the development of 
the chain store has made price the most 
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prominent factor in buying, and the old 
notion that quality should be a prime fac- 
tor is passing out. Expansion of retail 
business in recent years has been more 
rapid than at any previous time in its 
history, one of the main items in bringing 
this about being the entrance of large 
capital interests into the retail field. In 
meeting the situation which has arisen the 
retail dealer constantly should keep in 
mind three words—work, study and man- 
agement. ‘They are so closely linked that 
they must be taken collectively and each 
emphasized to the same degree. 

In discussing management Mr. Atkinson 
said that it must rest in the yes or no of 
some one individual. The hardware store 
is one of the outstanding distributive 
agencies which must rest more largely on 
management than any other. Store selling 
is a factor in proper management. “As 
stores have been developing the cafeteria, 
or show case top style of selling, it is a 
large question in my mind whether there 
has not been a gradual letting down in 
the constructive selling of other lines,” 
said Mr. Atkinson. 

Answering the question, “Will the chains 
absorb the hardware business of the com- 
try?” Mr. Atkinson stated that “there will 
never be a line of successful chain hard- 
ware stores using the words “hardware 
stores” as we generally know it. There is 
a possibility, however, that in the develop- 
ment of chains the absorbing by them of 
many of the popular items of hardware, 
especially those having a rapid turnover, 
will seriously affect hardware sales. My 
personal opinion is that the competition 
between chains themselves will become so 
great that they will have to become spe- 
cialists in some items at least, in fact in 
many of their items, in order to retain 
their trade. There already is a movement 
to reduce the number of items carried by 
many chains. If this should go forward 
the chances are that the hardware store 
again will become a hardware store. 

Cyrus Locher, director of commerce of 
the State of Ohio, addressed the conven- 
tion on “Cultivating Pleasant Business Re- 
lations,” while John F. Baker, Dayton, told 
the members about the splendid work be- 
ing carried on by the United States 
Chamber of Commerce. “What Research 
Does for the Retail Hardware Dealer,” 
was the subject dealt with by Spurgeon 
Bell, director of the bureau of business 
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research of Ohio State University. The 
relation of the retail merchant to the State 
government and the interest that the deal- 
er should take in such matters as taxation 
and the extension of good roads were 
taken up by George V. Sheridan, executive 
manager of the Ohio Council of Retail 
Merchants. R. A. Chandler, retail hard- 
ware merchant of Sylvania, Ohio, dis- 
cussed “Publicity.” At the opening busi- 
ness session Reverend Samuel S. Palmer, 
Pastor of Broad Street Prebyterian 
Church, Columbus, made an address on 
“Tdealism in Business.” 


Officers Elected 


Robert F. Frey, Ottawa, was named 
president of the association for the com- 
ing year. Officers to serve with him are 
John Sommer, Portsmouth, vice-president ; 
James B. Carson, Dayton, secretary, and 
John F. Baker, Dayton, treasurer. Direct- 
ors elected were Edward Speasmaker, 
London; L. M. Craig, Newark; William 
Reddish, Toledo, and C. E. Saurer, Bar- 
berton. 

The committee on nominations consisted 
of F. R. Conklin, Delaware; C. A. Tope, 
Carrollton; George FE. Pfarr, Akron; 
Miles J. Watson, Oberlin and- Charles F. 
Hauck, Springfield. Members of the com- 
mittee on resolutions were Phil G. Wuertz, 
Cleveland; W. G. Greiner, Toledo; Albert 
Zettler, Columbus; Charles W. Lammars, 
Cincinnati, and B. F. Carpenter, Washing- 
ton Court House. 


The Entertainment 


In addition to the serious part of the 
convention program the delegates enjoyed 
a number of entertaining features. On 
Tuesday, the first day of the convention, 
the evening from 9.30 p.m. on was given 
over to a general reception with music and 
dancing in the ball room of the Hotel 
Deshler. On the following evening a grand 
ball was held at the Neil House. Thurs- 
day night was devoted to the annual 
theater party at Keith’s. The ladies were 
entertained during the convention by a 
program arranged by the local committee. 

Exhibjts were housed in Memorial Hall, 
several blocks from the convention head- 
quarters. There were 102 exhibitors, the 
products of which were inspected by hun- 
dreds of hardware merchants throughout 
the entire duration of the convention. 








HE man who is worthy of being a leader of men will never complain of the 
stupidity of his helpers, of the ingratitude of mankind, nor of the inapprecia- 
tion of the public. These things are all a part of the game of life, and to meet 
them and not go down before them in discouragement and defeat is the final proof 


of power._-ELBERT HUBBARD. 
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From left to right are: John T. Little; R. H. Lord, president; L. M. Collins, first vice-president; W. A. Doelle, A. Z. Wells, C. G. 


Jennings and F. A. Ernest. 


Pacific Northwest Dealers Organize Locally 
to Combat Unethical Trade Practices 


Convention at Spokane, Wash., elects R. H. Lord, Mount 
Vernon, president—40 per cent dividend declared on insurance 


unethical selling practices by jobbers, manufacturers and other firms 


B we USE of a number of complaints made by members against alleged 


in the Pacific Northwest, the Pacific Northwest Hardware and Imple- 
ment Association in convention Feb. 2 to 4, Davenport Hotel, Spokane, 
Wash., authorized the formation of local associations for the purpose of 
holding district meetings in various parts of the State of Washington, in 
order to bring about a solution of trade problems in the several districts 


mentioned in the complaints. 


During March and April these district meet- 


ings will be held at Mount Vernon, Everett, Tacoma, Auburn and Olympia. 


Other group meetings will be held later in other parts of the State. 


It is 


understood that the general purpose of these group meetings will be to 
develop more effective selling methods, so that individual retailers in the 
districts where the meetings are to be held will be better able to meet local 


competitive conditions. 


Following an informal opening address 
by President W. A. Doelle, Cashmere, 
Wash., B. L. Jenkins, cashier, Old First 
National Bank, Spokane, spoke on “mak- 
ing use of your banker.” Mr. Jenkins of- 
fered a number of charts and graphs 
showing how the distribution of . banks’ 
gross earnings indicate the prevailing busi- 
ness conditions in the districts where the 
banks operate. 

“There are no secrets in the banking 
business,” Mr. Jenkins said. “We all 
understand that deposits in the bank be- 
long to the people of the community and 
that these same people, who are the de- 
positors, are more concerned than the 
banker himself that the loans made by the 
banks should be for temporary or current 
need only. 

“The farmer who wishes to borrow the 
money at his local bank to invest in a farm 
should not be disappointed when the loan 
is refused by the banker who is the rep- 
resentative of the depositor’s money. 

“The merchant should thoroughly under- 
stand that any money he is to borrow from 








the local bank should be based upon the 
showing of his financial statement sup- 
ported by evidence of his capable manage- 
ment which will insure the payment of his 
loan. 

“The grief comes when the merchant 
starts his borrowing for current needs, 
then uses the income, not to pay the loan 
at the bank, but to expand his business. 
Such a loan moves into the “capital loan” 
class being constantly renewed instead of 
paid. The same is true with the farmer. 
He borrows money to finance the growing 
of his crop. But when his crop is sold 
if he uses the money to buy more land or 
make improvements on the farm instead of 
paying his note at the bank, then his be- 
comes a ‘capital loan.’ 

“What we call good times breeds ‘capital 
loans’ in your local bank. Business slows 
up, and the more acute capital loans be- 
come ‘frozen assets.’ As soon as the pro- 
portion of ‘frozen assets’ becomes too 
large, your local bank runs short of money 
to cash the depositors’ checks and law re- 








quires a receiver appointed. From the 
viewpoint of the depositor a tragedy has 
taken place in the community commonly 
known as a ‘bank failure.’ All this trouble 
has been caused because the banker, the 
merchant and the farmer did not cooperate 
in keeping the bank loans liquid.” 

Among the visitors introduced by the 
chair were the following: W.O. Munsell, 
Mitchell, Lewis & Staver Co., Portland, 
Ore.; Roy R. Gill, Holley, Mason Hard- 
ware Co., Spokane, Wash.; Rivers Peter- 
son, editor, Hardware Retailer, Indian- 
apolis, Ind.; J. C. Byrd, Jensen-King- 
Byrd Co., Spokane; Osgood Murdock, as- 
sociate editor, Hardware World, San 
Francisco, Cal.; Gus. Eklow, Mitchell, 
Lewis & Staver Co., Spokane; G. M. 
Cochran, Snohomish, Wash.; A. L. Jame- 
son, McMinnville, Ore., ex-president, Ore- 
gon association; R. H. Lord, Mount Ver- 
non, Wash., first vice-president, and C. G. 
Jennings, Tacoma, Wash., ex-president. 


The Year Ahead 


E. B. Gallaher, treasurer, Clover Mfg. 
Co., Norwalk, Conn., speaking on the sub- 
ject that business cannot be done today 
the way it was a generation ago, advo- 
cated small stocks and fast but profitable 
turnover. He stated that for the next 
twenty years business will be done in a 
slowly, receding price market. He 
characterized instalment selling as 
“vicious,” declared that the automobile 
manufacturers “have come nearly to the 
end of their rope in this respect,” and con- 
gratulated the hardware retailers for not 
being stampeded by this method of selling. 
Mr. Gallaher reviewed business conditions 
during the past five years, commented on 
the passing of the national jobber as an 
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important factor in distribution, predicted 
greater competition ahead for all classes 
of business, which he said will bring about 
more consolidations. The year ahead he 
stated will show a slow decline in the 
volume of business transacted and in the 
percentage of profits, but there will be no 
serious danger to the merchant who real- 
izes that he is doing business in a falling 
price market. 

Rivers Peterson, in an address on im- 
proved hardware stores, urged a greater 
use of open displays, price tags and chain 
store methods of merchandising. 


Obsolete Repair Parts 


Recognition of retail rights was the sub- 
ject of an address by John C. Lampert, 
president, Lampert Implement  Co., 
Yakima, Wash. Mr. Lampert stated his 
opinion that the present system of distribu- 
tion is sound, but that competitive at- 
tempts on the part of manufacturers and 
distributors to find better marketing meth- 
ods has and is improving conditions, that 
something eventually will have to be done 
to prevent the waste that is now occasioned 
by the large numbers of persons entering 
the retail field without knowledge or equip- 
ment for success. 

Mr. Lampert said that implement manu- 
facturers should take back from dealers 
at the prevailing market price, obsolete re- 
pair parts, because the manufacturers’ field 
for disposing of these parts is greater than 
that of the individual retailer. 

Following Mr. Lampert’s address there 
was a discussion about the exchange of re- 
pair parts. Most of the dealers stated that 
they would like to have manufacturers or 
jobbers pay the expenses of freight both 
ways, on defective repair parts, which, it 
was pointed out, is seldom done today. 

L. J. Smith, head of the department of 
agricultural engineering, Washington State 
College, Pullman, spoke on the relation of 
farm power to agricultural prosperity. He 
advised the hardware dealers to “go out 
into the country, visit the farmers, get 
acquainted with them, and give them en- 
couragement in their problems.” 

Orno Dale Strong, editor, New West 
Trade, Spokane, advocated more vocational 
training in the public schools, “more burn- 
ing of the midnight oil and less attention 
to the white lights” on the part of the 
younger generation. He also criticized col- 
leges for the “over-attention paid to 
athletics and fraternity life.” 
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C. G. Jennings, president, Jennings 
Hardware Co., Tacoma, Wash., urged 
more attention to indirect expenses, which 
he enumerated as waste, indifference, lazi- 
ness, carelessness, etc. Direct expenses, he 
said, such as rent, taxes, salaries, cost of 
merchandise, etc., are fixed. The average 
retailer has little control over the latter. 
In regard to indirect expenses, he said, 
that they afford a merchant about the only 
opportunity he has for materially cutting 
down his overhead. 


Tacks vs. Tires 


Roy R. Gill, vice-president and manager, 
Holley, Mason Hardware Co., Spokane, in 





E. E. Lucas 
Secretary-Treasurer 


an address on “Carpet Tacks vs. Automo- 
bile Tires,” said that a few years ago his 
firm used to buy carpet tacks by the car- 
load. Now its business in carpet tacks is 
negligible, but it is buying automobile tires 
by the carload. He gave other illustra- 
tions to show that the commodity trend in 
business is constantly changing. He urged 
that more attention should be given to the 
larger electrical appliances such as ranges, 
refrigerators and washing machines. “We 
must not let these lines be taken away 
from the hardware trade,’ he declared. 
He also recommended more aggressive 
merchandising of radio sets and parts. 
Reviewing the trend of business, Rivers 
Peterson, said that chain stores will con- 
tinue to grow, that experiments will be 
made in this method of merchandising in 
the hardware field, that unless the hard- 
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ware dealer adopts chain store methods he 
will be confronted by a type of competi- 
tion that he will be unable to meet suc- 
cessfully. 

Dr. W. J. Hindley, educational director, 
Washington State Retailers Association, 
Seattle, in an address entitled “The Men 
With the Iron Shoes,” referred to Moses’ 
bequest to Asher, that he should be a lead- 
er of men whose shoes would be of iron 
and brass, that is-to say, men with strength 
of character and purpose. Dr. Hindley 
declared figuratively, that the “need of 
the hour is for men with iron shoes.” 


Resolutions and New Officers 





Resolutions passed include the follow- 
ing: (1) A protest against the alleged 
practice of some manufacturers and job- 
bers in compelling their agents to prepay 
freight or express on defective implement 
parts, and a recommendation that mer- 
chants insist that defective parts be re- 
placed free of cost to them, and, including 
transportation both ways. (2) Condemna- 
tion of public utility corporations selling 
electrical appliances at alleged unfair 
prices. (3) A protest against certain mail 
order houses selling fire arms at prices 
said to be approximately equivalent to 
what similar fire arms cost the hardware 
retailer. 

The Washington Hardware & Imple- 
ment Underwriters declared a 40 per cent 
insurance dividend. FE. E. Lucas, secre- 
tary, in his report said that there is $20 
of liquid assets for every $1 of insurance 
in force, of which there is $6,000,000 
worth, he stated. In 1926, the Washing- 
ton Hardware & Implement Underwriters 
paid out $22,000 in fire losses and $44,000 
in dividends. 

The election of officers resulted as fol- 
lows: R. H. Lord, president Northwest 
Implement Co., Mt. Vernon, Wash., presi- 
dent; L. M. Collins, Fairfield, first vice- 
president; F. K. Jackson, Montesano; 
second vice-president; E. E. Lucas, Spo- 
kane, secretary-treasurer. New trustees: 
R. H. Lord, Mount Vernon; W. A. Doelle, 
Cashmere; F. K. Jackson, Montesano; 


A. S&S Dickinson, Waitsburg; Ray. 


Cavanaugh, Auburn; W. H. Richardson, 
Harrington. 

New directors Washington Hardware & 
Implement Underwriters: W. P. Lucas, 
Portland, Ore.; N, F. Raymer, Reardon, 
Wash.; R. S. Erb, Lewiston, Idaho; R. H. 
Lord, Mount Vernon. 











and sometimes seasons of planning. 


These displays can so readily become ruined and it is 


T is a safe bet that very few re- 

tailers have any conception of the 
amount of work and expense involved 
in the lithographic material (cut-outs 
and the like) which is provided them 
by the manufacturers for display. 

Practically all of these displays 
cost anywhere from 60c. to $3.00 
each. They represent weeks, months 


Saving Window Displays 


comparatively so easy to give them the careful handling duplicated. 


which they deserve that it is surprising that more re- 
tailers do not appreciate the value of so doing. All that 
is necessary is a good sized packing case in some dry, 
clean corner in which they can be filed away and possibly 
covered by a clean cloth to keep the dust off them. Ot 
course, there are some displays that one knows he will 
never need again—some that he knows he never can use 
at all. But it is so easy to file away those which may be 
of use again that the trouble involved is nothing in com- 
parison with their later value when they cannot be 
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Oregon Dealers Reelect E. P. Lewis, Marshfield, 
Association President for Third Term 


Convention at Portland featured by notable addressses on chain 
store competition, college education and installment selling. 


H 


IGHLIGHTS at the twenty-first annual convention of the Oregon 
Retail Hardware and Implement Dealers Association, Feb. 8 to 10, 
Multnomah Hotel, Portland, Ore., include the following: 


1. Declaration by E. B. Gallaher, treasurer, Clover Mfg. Co., Norwalk, 
Conn., that “installment selling is the most vicious thing in the economic 


history of the United States,” 
competition. 
2. Address by A. L. 


the cause of over-production and wasteful 


Jameson, president, James Hardware Co., McMinn- 


_ ville, Ore., in which he said that while he regarded the regular jobbers’ sales- 
man as a friend of the hardware dealer, he had no use for the specialty 
salesman who is out to push slow-moving goods off the wholesalers’ 


shelves into the retailers’ stores. 





3. Indorsement by O. D. Strong, editor, | 


New West Trade, Spokane, Wash., of pub- | 
lic statements made recently by H. G. | 


Wells, English author, and Roger Babson, | 


\merican 


statistician, criticizing colleges | 


and universities for over-emphasizing ath- | 


letics and social life. 


4. Reelection for the third 


consecutive | 


term of E. P. Lewis, Marshfield, Ore., as | 


president of the association. 

At the opening of the convention Feb. 8, 
the delegates were welcomed to Portland 
by acting mayor C, A. Bigelow. Presi- 


dent Lewis in his annual address reviewed | 


the work of the state association during the | 


past year, spoke at length on the activities 
of the national association, ar-d called upon 
all of the delegates present to work for a 
larger membership during the ensuing year. 

Following the president's address, short 
informal talks were made by George 
Young, local manager, Marshall-Wells 
Co., Osgood Murdock, associate editor 
Hardware World, San Francisco, Cal., 
H. E. McIntyre, local representative, 
United States Steel Products Co., Charles 
Downes, Pacific Coast editor, HARDWARE 
Ace, Rivers Peterson, editor, Hardware 
Retailer, Indianapolis, Ind., and Orno Dale 
Strong, editor, New West Trade, Spokane, 
Wash. 

More Open Displays Urged 


Rivers Peterson, in his address urged 
hardware dealers to improve the appear- 
ance of their stores and their methods of 
merchandising. One of the chief reasons 
for the growth and prosperity of mail or- 
der houses and chain stores, he said, is that 
they have “done a better job of merchan- 
dising than the average hardware retailer.” 
Mr. Peterson advocated an extensive use 
of open displays, frequent change of win- 
dow displays and the application of more 
alert and aggressive selling methods to the 
hardware business. “The opening of re- 
tail stores by mail order houses,” he said, 
“is an admission that a retail store has an 
advantage over a catalog.” 

A. L. Jameson, speaking on the impor- 
tance of marking prices on merchandise, 
attributed the success of the chain and 5 








E. P. Lewis 


President 


and 10 Cent stores to the fact that custom- 
ers are never left in doubt in regard to the 
price of any article offered for sale in 
those stores. In the course of his remarks, 
Mr. Jameson criticised the jobber’s spe- 
cialty salesman who is sent out, he alleged, 
to move slow selling goods off the jobber’s 
shelves onto those of the retailer. 
regular jobber’s salesman, however, is usu- 
ally a friend of the retailer, Mr. Jameson 
said, adding that in many rural districts 
it would be impossible for the hardware 
retailer to do business without the jobber’s 
salesman. 


Falling Prices for 20 Years Ahead 


E. B. Gallaher spoke on the general 
theme—“We can’t do business as we used 
to.” He stated that for the next twenty 
years business will be done in a slowly re- 
ceding price market. He urged retailers 
to carry small stocks, and to keep their 
stocks moving. Mr. Gallaher characterized 
installment selling as “the most vicious 
thing that has happened in the economic 
history of the United States.” He said 
it has been largely responsible for over- 
production since the war, and that most 
incomes in the United States are mort- 
gaged ahead for a period of about one 





The | 





year to 18 months. “The automobile man- 
ufacturers,” he declared, “realize that they 
have come nearly to the end of their rope 
in regard to installment selling.”” However, 
he said, the fact that there is a better un- 
derstanding of the situation today than 
there was a year and a half ago is a hope- 
ful sign for the future. 

“The year ahead,” Mr. Gallaher stated, 
“will show a slow decline of business but 
no catastrophe. On the whole there are 
good times ahead. Nevertheless, there will 
be a gradual falling off both in sales vol- 
ume and in profit. Competition, naturally, 
will increase. But competition is more in- 
telligent than it was ten years ago. There 
is still plenty of business to go around. 
But I repeat again—the economic cycle 
for the next twenty years will be one of 


_ slowly receding price levels.” 








W. J. Gilmore, professor of agricultural 
engineering, Oregon Agricultural College, 
Corvallis, spoke on the importance of farm 
equipment to the Northwest farmer. He 
stated that there is $15 invested in imple- 
ments and buildings to $8 in live stock. 
The horse, he said, is rapidly disappearing 
from the farm and the city. This has re- 
leased a large amount of acreage for the 
cultivation of food products. In order to 
cultivate this recently released acreage 
profitably, Mr. Gilmore said, the farmer 
has to use more implements and he has had 
to learn mechanics. 

The real competitor of the hardware 
merchant is not the hardware dealer in the 
same town, but the mail order house, the 
chain store and the house-to-house-peddler, 
E. P. Lewis told the Oregon dealers in an 
address on competition. He urged greater 
solidarity among all hardware men so that 
competition outside of the hardware trade 
may be met effectively. 

Orno Dale Strong, indorsed public state- 
ments made recently by H. G. Wells and 
Roger Babson, criticizing universities for 
placing too much emphasis on athletics and 
social activities, and not enough on what 
Mr. Strong termed “practical education.” 
He spoke of the passing of the old system 
of apprenticeship in the trades, and said 
that this system of training is dead in 
America. He urged a greater extension of 
vocational training in the public schools. 
For young men he advocated “burning the 
midnight oil instead of the white lights.” 

C. G. Jennings, president, Jennings 
Hardware Co., Tacoma, Wash., and ex- 
president of the Pacific Northwest Hard- 
ware & Implement Association, scheduled 
to speak on “keeping the overhead down,” 
was unable to attend the Portland meeting. 
His address was read by A. L. Jameson. 
Mr. Jennings stated that there are two 
classes of expense—direct and indirect. In 

(Continued on page 112) 
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D. R. Jacobson 
New President 
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Paul N. Allen 
Retiring President 
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A. J. Cole 
First Vice-President 


Many Important Retail Trade Problems 
Discussed by North Dakota Retailers 


as large conventions, in the matter of the number of dealers in attend- 


Wes sre the North Dakota Retail Hardware Association may not have 


ance, as some of the other state associations, those who do attend 
make up for the shortage in numbers by their unbounded enthusiasm. This 
year’s annual meeting, held in Grand Forks, Feb. 1, 2 and 3, was no excep- 
tion to the general rule. With approximately 150 dealers in attendance, the 
three days of convention were crowded with interesting and helpful ad- 


dresses and discussions. 


On the first day Price Bondurant of 
Great Bend, Kan., who has been a speaker 
at a number of mid-western conventions, 
spoke on “Pulling Together.” “The bur- 
den of Mr. Bondurant’s remarks was a 
plea for greater cooperation between the 
wholesaler and retailer. He urged that 
the retailer take the initiative in bringing 
about this cooperation and cited a number 
of things that were up to the dealers to 
correct. As part of his address, he said, 
“Can we expect lower prices from our 
wholesalers? It seems not under present 
conditions. They complain that they have 
only three to five cents profit left from 
each dollar of sales. The outlook seems 
for higher rather than lower prices. If 
we hope to get lower prices from our 
jobbers we will have to work with them 
to lower their overhead and then demand 
part of the savings in lower costs to us. 
It seems pretty well proved that distribu- 
tion of the thousands of items in our 
hardware stocks is made most economical- 
ly through the system of manaufacturer 
to wholesaler to retailer. If they survive, 
they must become highly efficient and elim- 
inate lost motion and unnecessary expense. 


“One saving that we can make is to 
pay spot cash, thereby eliminating the 
wholesaler’s credit loss and collection ex- 
pense. Good buying demands freedom of 
action that is not possible when our sup- 
pliers are obliged to finance us. Working 
capital can be had from our bankers more 
cheaply than from wholesalers. The new 
retailer will provide his own capital in an 























C. N. Barnes 
Re-elected Secretary 


economical and businesslike way and pre- 
discount every invoice. 

“Another waste wholesalers complain of 
that we can help prevent is the small order 
habit. This evil is largely a result, no 
doubt, of wholesalers selling at retail and 
catering to inefficient retailers who buy 





only in retail quantities. Hand-to-mouth 
buying of staples causes needless waste of 
our time as well as of the wholesalers. We 
must not forget that the dealer’s function 
is to buy in wholesale quantities to bene- 
fit from wholesale prices, but we charge 
the consumer retail prices because he buys 
in retail quantities. The difference is the 
dealer's only rightful margin. Now if the 
retailer himself buys in retail quantities. 
where can he hope to make a profit? The 
public is refusing to pay two retail mar- 
gins. 

“‘Hand-to-mouth buying of staple, fast- 
moving hardware has no place in the suc- 
cessful retail store. The new retailer 
must provide enough working capital to 
buy a sufficient stock in advance of the 
season, thereby getting the desired lower 
price and having the goods when needed. 
Wholesalers of the future, in order to give 
us wholesale prices, will sell only to mer- 
chants who can buy in unbroken package 
and wholesale quantities in advance of the 
season and pay cash. Such a wholesale 
house cannot at retail, because their prices 
will be based on shipments in wholesale 
quantities—if a retail order came in, it 
could not be accepted because the cost 
of handling it would be more than the per- 
centage of overhead they worked under.” 

Other speakers at the first day’s session 
were A. R. Kroh of the Minneapolis Trib- 
une and Wesley C. McDowell of the 
Greater North Dakota Association, Grand 
Forks. Mr. Kroh touched on the rural 
sales problems which confront the dealer 
in the smaller towns and suggested the 
use of large city merchandising methods 
as one way of overcoming the tendency 
of the public to trade in the larger center. 
Mr. McDowell spoke of the economic con- 
ditions prevailing in the State and the 
close relationship between business and 
the agricultural situation. 

Harold W. Bervig, from the office of 
the National Retail Hardware Associa- 
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tion, spoke the second day on the “Proper 
Display Methods in Hardware Stores.” 
His talk was illustrated with the 
large charts showing various store plans, 
and he pointed out the reason for the ar- 


use of | 


rangement of fixtures, the placing of aisles | 


and the making of attractive displays. 


With the aid of a dummy window, L. J. | 


Woodward of the Dennison 
Framingham, Mass., gave a very interest- 
ing talk on window displays. He trimmed 
several windows for the dealers, explain- 
ing as he did so why and how an attrac- 
tive window could be arranged 
minimum of expense and work. 

On the last day of the convention, C. 
W. Barker, assistant professor at the 
North Dakota University school of com- 
merce, gave an address on “The Future of 
Retailing.” He briefly traced the history 
of merchandising from the time of the 
ancient Hebrews up to the present time 


Mfg. Co., | 


with a/| 





| 


and pointed out the development of the | 


social standing of the retailer. 


In speak- | 


ing of present day competition, Mr. Barker | 


said, “The mail-order houses, in increas- 
ing amounts, are taking cash business out 
of the community which should belong 
to the local merchants if they took full 
advantage of their opportunities. The rea- 
son why these outside houses are able 
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to do this is because they are more ag- 
gressive and more ambitious in determined 
programs of expansion. The mail-order 
houses are spending millions of dollars 
each year in advertising to carry into the 
homes of America the story of the mer- 
chandise which they have in their stores. 
The merchant must advertise his store to 
the world, let people know that he is 
here, that he has goods for sale, and 
that he wants people to come in and see 
these values for themselves. 

“There is often the belief that we can 
buy cheaper from the mail-order house 
than trom the local merchant. When a 
customer is trying to decide as to that, 
there are several things that he must con- 
sider—the fact that he can see the local 
merchant’s goods before he buys, that he 
can receive them the minute he buys them, 
that he doesn’t have to add in a freight 
bill to the original price, that the local 
merchant is there to render service and 
make a quick exchange. 

“In the average store the average sales 
person is unable to bring out the values 
in goods and make the customer feel he 
is getting his money’s worth and then 
some. The sales people should be encour- 
aged to study their merchandise and be 
able to explain its values. To a cer- 
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tain extent they can get this information 
from the owner or buyer. If the travel- 
ing salesman could talk to the sales people 
about his merchandise, he could bring out 
things they hadn't thought of before. 
Reading national advertising would help 
in selling these nationally advertised goods. 
Such publications as HARDWARE AcE, the 
Retail Ledger and the Dry Goods kcono- 
mist would be good reading for the am- 
bitious sales person.” 

As the last speaker of the convention, 
Harold W. Bervig again took the pilat- 
form and in a summary of the preceding 
address urged the dealers to take home 
and put in practice the ideas which had 
been brought out in the meetings. 

On this last day the following officers 
were elected for the coming year upon 
the recommendations of the nominating 
committee: D. R. Jacobson, Minot, presi- 
dent; A. J. Cole, Lisbon, first vice-presi- 
dent; John I. Rovig, Mandan, second vice- 
president; and W. R. McIntosh, Bottineau, 
and Peter Nelson, Cooperstown, new mem- 
bers of the board of directors. C. N. 
Barnes was reelected by the new board of 
directors to the position of secretary. Paul 
N. Allen, Jamestown, the retiring presi- 
dent, was elected to the office of treasurer 
for 1927. 
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An attractive window display of builders’ hardware in the store of the Whitfield Hardware Co., Sioux Falls, South Dakota. 


LARDWARE 





The 


floor of this window was covered with old gold plush, forming an attractive background for the loose pieces placed on it. The 
buildings shown in the picture are some of those for which the builders’ hardware was furnished by the Whitfield Company. 
Needless to say, such a display as this is attention-compelling and will arouse the curiosity of even the casual passer-by. 
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Governor and Lieutenant-Governor of Idaho 
Address Hardware Convention 


Meeting at Boise has large attendance—Dealers elect C. S. 
Graybill, Nampa, president—Vote to meet next year at Pocatello 
and hear many notable addresses on future of hardware retailing. 


the Hon. H. C. Baldridge and the Hon. O. E. Hailey, a notable address 


Ts: ORMAL addresses by the governor and lieutenant-governor of Idaho, 


on the importance of farm implements to the rural hardware dealer, 
the election of C. S. Graybill, Nampa, as president, to succeed N. F. Boyle, 
Blackfoot, and the selection of Pocatello for the next annual meeting were 
among the highlights at the sixth annual convention of the Idaho Retail 
Hardware and Implement Dealers Association, Jan. 26 and 27, at the 
Owyhee Hotel, Boise. The dealers were entertained at luncheon both days 
by the Idaho Hardware & Plumbing Co., and the Northrop Hardware Co., 
Boise, and at a banquet by an Idaho organization known as the S. H. I. P. 
(salesmen of hardware, implements and paints). 


Are Implements Profitable? 


In answering the question: Is the im- 
plement business profitable? C. S. Gray- 
bill referred to changing business condi- 
tions since the war, and said that a straight 
implement business has too short a sea- 
son. He suggested that related lines of 
merchandise should be handled to effect 
a more even distribution of sales through- 
out the year. 

“Use constructive advertising,” he said, 
“and don’t sacrifice net profit to get vol- 
ume. The average hardware retailer is 
selling quality merchandise for the most 
part, and on that price is a secordary con- 
sideration in so far as the customer is 
concerned. We must take advantage of 
all of our selling opportunities and take 
our cash discounts. 

“In implements,” Mr. Graybill said, “we 
have something not sold in drug stores, 
department stores and mail-order houses. 
Freight being a big item, and since we 
get most of our implements in carloads, 
we are more or less protected in that re- 
spect. Ours is a safe business, and it is 
a profitable business in the long run. If 
it isn’t, it is our own fault. In selling 
implements I would advise all merchants 
to get a substantial down payment in the 
hand, and a sound repossession clause in- 
serted in the sales contract.” 


Banks and Farms 


When and how to use your banker was 
discussed by F. F. Johnson, president, 
Boise City National Bank. He said that 
the most common way that a merchant 
uses his banker is to discount his bills. 
Conditional sales, he said, are dangerous, 
and he advised all merchants to know 
what their customers are buying from 
others. Go to your banker when you have 
legitimate use for money, he advised. If 
your financial condition is sound, it is up 
to your banker to help you get money when 
you need it for good business reasons. 

M. R. Lewis, head of the department 
of agricultural engineering, University of 
Idaho, advocated better farm homes, in a 
paper that was read by the secretary on 





account of the inability of Mr. Lewis to 
be present. Mr. Lewis outlined the op- 
portunity of the hardware and implement 





“Use constructive advertising 
and don’t sacrifice net profit to 
get volume. The average hard- 
ware retailer is selling quality 
merchandise for the most part, 
and on that price is a secondary 
consideration in so far as the 
customer is concerned. We must 
take advantage of all of our sell- 
ing opportunities and take our 
cash discounts.”’—C. S. Graybill 














dealer to increase his business in farm 
home lighting and plumbing systems, elec- 
tric ranges, washing machines, etc., which, 
he stated, not only eliminate drudgery and 
make farm home life more pleasant, but 
which also make for greater efficiency in 
farm production. 


Title Notes Discussed 


Mr. Johnson was asked for information 
in regard to conditional sales contract- 
notes, or title notes. He said that all such 
conditional sales contract-notes, especially 
for amounts over $200, should be made 
a matter of official record. He advocated 
a law requiring this, but stated that many 
merchants opposed this on the theory that 
it would discourage buyers and restrict 
sales. Efforts to get such a law enacted 
have been unavailing, he said, except with 
respect to the registration of sales of live- 
stock amounting to $100 or over. 

As to getting satisfaction under a title 
note, he stated that, according to a recent 
decision by the Supreme Court, a mer- 





chant may take back the merchandise in 
question, and dispose of it as he desires, or 
he may sue on the note. He cannot, how- 
ever, both replevin the goods and sue on 
the note for any deficiency. He may do 
one or the other, but not both. It was 
recommended that merchants secure larger 
initial payments at the time of making 
a sale. 

Rivers Peterson, editor, Hardware Re- 
tailer, Indianapolis, Ind., urged a more 
extensive use of open displays and the 
adoption by the hardware trade of chain 
store merchandising methods. 

J. J. Hughes, secretary, Twin Falls 
County Cfedit Association, Twin Falls, 
recommended that more accurate credit in- 
formation be gathered and made use of 
by the hardware trade. Referring to col- 
lection agencies, he divided them into two 
classes—the good and the bad . Call your 
credit bureau, he said, and find out about 
them before you sign up. 


Future of Hardware Business 


Speaking on the future of the hard- 
ware business, A. E. Thiel, Montpelier, 
said that he is “getting more and more of 
everything I sell out where customers can 
see and handle the goods. That is one 
of the prime requirements of the hard- 
ware store today if it is to succeed in the 
future. 

“Grasp every opportunity,” he urged, 
“to help make your town liked. Help to 
make it a better trading center. What 
makes a small town? Cooperation. If 
there ist a weak link in your local mer- 
chandising facilities—a weak store in a 
line not otherwise represented—people will 
go away to buy that line somewhere else, 
and then they will buy other things some- 
where else, too. Cgoperate in your local 
service clubs to strengthen your weak links. 
If a competitor holds a special sale, he is 
doing something for your town. Get be- 
hind him and help him.” 


Does Peddling Pay? 


A question was asked from the floor: 
“Does peddling by the retailer pay?” Dis- 
cussion brought out a consensus of opin- 
ion that general canvassing by retailers 
does not pay, except when it is done by 
salesmen properly organized for this kind 
of work and peculiarly fitted for it in- 
dividually by temperament and training. 

The election of officers and directors 
resulted as follows: C. S. Graybill, Nam- 
pa, president; A. E. Thiel, Montpelier, 
vice-president; E. E. Lucas, Spokane, 
Wash., secretary-treasurer. Directors: N. 
P. Minster, Parma; H. J. Slayton, Firth; 
Claude Bistline, Pocatello. 
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D. A. Williams 
New President 
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Will M. Ott 


Vice-President 
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Hugo Prange 
Retiring President 


Addresses by Retail Hardware Merchants 


Feature of Wisconsin Convention 


consin Retail Hardware Association, held in Milwaukee, Feb. 1 to 4, 


A UNIQUE feature of the thirty-first annual convention of the Wis- 


was the fact that every one of the eight speakers on the program is 


actively engaged in the retail hardware business. 


In arranging the program 


an effort was made to place upon it men who had themselves made an out- 
standing success in hardware retailing and who could bring to the dealers of 
Wisconsin first-hand information founded on fact and not on theory. As 
a result of the eight speakers, Illinois contributed two and New York, Penn- 
sylvania, Michigan, Iowa, Minnesota and Kansas each one. 


The first day of the convention was 
called a “Buyers Session” and was given 
over entirely to visiting the many exhibits 
of manufacturers and wholesalers that cov- 
ered the first floor of the big city owned 
auditorium. The real convention sessions 
opened Wednesday morning, the first 
speaker being Hobart R. Beatty, Clinton, 
Ill., president of the National Retail Hard- 
ware Association. 

Mr. Beatty gave a brief survey of the 
present forms of competition encountered 
by the hardware retailers and dwelt on the 
value of the various services offered by 
the State and national hardware organiza- 
tions in solving these modern problems. 

Price Bondurant, of Great Bend, Kan., 
also spoke at the first session of the con- 
vention on the subject of “Efficiency in 
Buying and Selling.” Mr. Bondurant said, 
in part: “As competitive conditions get 
harder, we find an increasing number of 
retailers dropping out, unable to keep up 
with the fast moving procession. But ef- 
ficient merchants are adapting themselves 
to the new conditions by adopting modern 
methods and proving their fitness to sur- 
vive. Much of the complaint comes from 
those being forced out because they are 
naturally unfit for the job, or too lazy to 
put forth the necessary effort. Unfor- 
tunately, it seems our entire present dis- 
tribution organization is built around this 








misfit class in an effort to protect them 
from the stress of competition and keep 
them in at the expense of the rest. All 
concerned are careful not to do anything to 
put anyone out of business. Wholesalers 
extend unwise credit, travelirg men call 
weekly to write up orders for dealers too 
indifferent to buy by mail, orders in retail 
quantities are filled at wholesale prices. 
The unprofitable business of the misfit is 
averaged with the profitable orders of the 
fit, and everybody gets the same price. 
Able merchants are not allowed to enjoy 
the savings they enable jobbers to make 
from buying in quantity by mail and pay- 
ing cash. Any savings are averaged and 
help keep in business their multitude of 
misfit competitors. Wholesalers say there 
are too many retailers, and that two-thirds 
of them are incompetent, yet they do all 
they can to keep all in business and to 
bring more in, regardless of their fitness 
or the need for them. 

“The press of competition is likely, how- 
ever, to prove the salvation of the inde- 
pendent dealer, because the misfit cannot 
meet changing conditions and will be forced 
out, making room for keen-minded, well- 
posted, hard-working men. The average 
town of the future will have but one good 
hardware store with a complete stock and 


enough volume to give fair prices and good | 


Reading matter continued on page 76 








profits. The new day in hardware retail- 
ing offers a bright future to the man who 
knows the business and has enough capital 
to carry a complete stock and buy in 
quantity.” 

C. L. Glasgow, Nashville, Mich., the 
newly elected president of the Michigan 
Retail Hardware Association, was also a 
speaker at the convention on the second 
day and he advised the dealers present on 
methods of stopping the small leaks which 
continually sap the profits out of a busi- 
ness. Some of the leaks he enumerated 
and their remedies were: 

“How many dealers check over their 
freight bills as to rate, extension and foot- 
ing and if this is not deemed necessary or 
worth while why is it that freight audi- 
tors, through your association, audit your 
freight bills on a 50-50 basis. Why should 
we lose all or even half of this amount, 
for if they can maintain offices, pay experts 
and all of the expenses incident to the con- 
duct of their business for one half of the 
overcharges they find, certainly we can 
afford to do what is necessary for all of 
it ? 

“We must watch the excessive use of the 
telegraph, telephone, parcel post and ex- 
press. A customer calls for something we 
are out of, we do not want to lose a sale 
nor a customer so we offer to wire or 
phone for the article and have it come by 
express or parcel post. The order and the 
transportation charge is, in many instances, 
ten per cent of the cost and is more than 
the profit on the sale. Keep closer watch 
of your stock and if the article asked for 
is regular you should have it. 

“Many shipments are made up of pack- 
ages securely wrapped in good quality 
paper and well tied. If these wrappings 
are carefully removed the paper and string 
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Outsells Because Its Better 


“You don’t have to tell me to buy fine quality wire 
screen cloth. My customers demand it. That’s why I 


stock Apex.”’ 
This is the epinion of Hardware Jobbers and Dealers 


from the Atlantic to the Pacific. Heavily electro zinc- 
coated after weaving, Apex is the by-word and standard 
of comparison for discriminating cloth buyers every- 
where. 


Dealers are voicing their opinions daily with repeat 
orders. They know Apex means quality—they know 
Apex is backed by the service, experience and reputation 
of a manufacturer specializing in wire screen cloth for 


over a quarter of a century. 


Dependable merchandise above all other things makes 
for customer satisfaction. Stock Apex Electro Zinc- 
Coated, and you are building goodwill for years to come. 


Distributed by Jobbers. 

If your jobber cannot supply you, write us and 
we will give you the name of one who will. 
John M. Hart Company 
Manager of Sales for 
Hanover Wire Cloth Co. 
eneral Sales Of 


G ce: 
Old Colony Bullding, 
Chicago, Ill. 


Factory : 
Hanover, Pa. 
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can be later used with profit but if hastily 
removed they can only go into the bailer 
to be sold later at a tenth of their value. 

“Carelessness on the part of employees 
in handling cutlery, saws and edge tools 
cause rust to start and eventually the arti- 
cles must be sold at a discount which rep- 
resents a definite and positive loss. 


“How many practise the splendid sug- 
gestions appearing in the trade papers, 
again, how many of us read carefully our 
trade papers or get our employees to read 
them? How many remove the wrapper 
and then pile them on the office desk? Or 
still worse, how many pile them there and 
fail to open them except in search of a 
market report or a special price? A pure 
waste of money aside from passing up a 
lot of valuable information.” 

In speaking on the subject “Competi- 
tion,” Frank A. Hegner, Sewickley, Pa., 
gave a highly interesting analysis of de- 
partment and chain store methods and their 
effect on the independent retailers. Parts 
of his address were: “The growth in the 
number of the various agencies competi- 
tive to the retail hardware stores has be- 
come quite formidable and the activities of 
these agencies have become so numerous 
and relentless that one is prone to believe 
that the very existence of the retailer is 
threatened. We should no longer delude 
ourselves, the question is vital. There 
must be some reason why the consumer, 
who is the big factor in retailing, prefers 
the chain store, the department store, the 
mail order house methods to the old line 
merchants. Let us not damn these suc- 
cessful systems of merchandising and brand 
their methods as unfair, rather let us study 
their methods, pick the good from each and 
use these same methods in our own busi- 
nesses. 

“It is quite obvious that the buying and 
selling methods of the individual retailer 
are not so efficient and therefore must be 
of vastly higher order than those employed 
by department stores if competition on an 
equal basis is desired. It takes ability, 
judgment and cooperation to avoid over- 
stocks, obsolescence and other losses where 
one man buys and supervises sales of many 
different lines as is the case of the inde- 
pendent store today. To compete with the 
department store the retailer must of 
necessity departmentize his store in man- 
agement and selling. 

“Advertising is an important factor in 
the success of the department store, if in- 
deed not the greatest factor. The depart- 
ment stores are the largest users of space 
and practically dominate the daily press. 
The territory covered is large and there is 
little waste circulation. Direct mail is also 
used extensively and special features are 
emphasized. The individual dealer can no 
longer look upon advertising as an expense. 
Publicity of a constructive nature is as 
essential to the success of a business as 
cash. 

“There are local chains of hardware 
stores in several parts of the country. They 
have not become national in scope but we 
cannot delude ourselves upon a fortunate 
escape. The articles of hardware that are 
found in the drug, department and variety 
stores are many and serious inroads are 
being made upon the volume of the hard- 





HARDWARE AGE 


ware retailers. Further invasion in the 
hardware field may be expected, due to the 
great production of hardware and to the 
flood of cheap foreign hardware items. 





P. J. Jacobs 


Secretary- Treasurer 


Articles of hardware are staple and in 
constant demand. Price appeal can be 
utilized and hardware suffers little from 
breakage and obsolesence. 

“Analysis of the chain store competition 
reveals many advantages that are not en- 
joyed by the retail merchant. A fact that 
must impress itself upon the retailer is that 
chain store sales are showing steady and 
constant increase and that they are con- 
tinually enlarging their chain and new 
chains are being added. The hope of suc- 
cessful competition with the chain stores by 





B. Christianson 
Assistant Secretary 


the independent dealer lies in diligent study 
of their methods and the application of the 
strong elements in the independent store. 

“The economic tendency of drawing the 
producer and consumer together has be- 
come so strong that it is irresistible and 
gaining momentum daily. This means the 
elimination of the retailer in the link of 
distribution. Not far in the future the 
department store, chain store and mail or- 
der house will entirely replace the present 
scheme of distribution with the exception 
of small, one room convenience stores, op- 
erated by the owner and his immediate 
family. 

“Further elaboration of the means of 
securing business today may be sum- 
marized in nine points: 


Reading matter continued on page 78 
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“1. Get your merchandise out where it 
can be seen. 

“2. Use plenty of open shelves and dis- 
play tables. 

“3. Group goods so that one article sug- 
gests another. 

“4. Make it easy for customers to wait 
on themselves. 

“5. Change the window displays every 
week, 

“6. Tie up with national advertising. 

“7. Advertise the store in the neighbor- 
hood. 

“8. Size up the demand so as to be able 
to buy in quantity when there is a price 
advantage. 

“9. Remember that ‘Service’ and ‘Qual- 
ity’ are the watchwords of every successful 
neighborhood store.” 

L. C. Abbott, Marshalltown, Iowa, presi- 
dent of the Iowa Hardware Mutual Insur- 
ance Co. and past-president of the National 
Retail Hardware Association, was the first 
speaker on the third day of the convention. 
Mr. Abbott spoke of the managerial prob- 
lems that confront the dealer and laid 
stress on the necessity of knowing and 
training the store employees in order to 
meet the present-day competition. 

Following Mr. Abbott, H. M. Gardner, 
Minneapolis, spoke on the subject of 
“Keeping the Store Before the Public.” In 
touching upon the need of strict honesty in 
the conduct of business, Mr. Gardner said: 
“The buyer must have confidence in the 
store. This is built up by years of fair 
dealing, avoidance of any taint of trickery, 
misrepresentation and care in selection of 
the lines carried, prompt replacement of 
defective merchandise and cheerful refund 
of purchase price when goods are returned 
for any reason.” 

On the subject of advertising, he said: 
“The whole science of advertising is de- 
veloped by the methods of ‘trial and error’ 
and plans that work for us may fail with 
you. The hardware trade papers each is- 
sue have detailed plans that have succeeded 
in some particular store. We all should 
study each one and try out in a small way 
those that appeal to us. If the tests give 
results, go the limit required to cover your 
territory.” 

On the last day of the convention, Hor- 
ace P. Aikman, Cazenovia, N. Y., and C. G. 
Gilbert, Oregon, Ill, were the speakers. 
Mr. Aikman discussed the buying problems 
as they confronted the small town mer- 
chant and advocated the organization of 
buying groups. 

Mr. Gilbert’s subject was “Man Power 
in the Hardware Store of the Future,” and 
he urged that the dealers spend more time 
in educating their clerks. He strongly 
recommended store meetings as a means of 
making more efficient store help. 

At this last session of the convention 
the following officers for the ensuing year 
were unanimously elected upon the recom- 
mendation of the nominating committee: 
D. A. Williams, Waukesha, president; 
Will M. Ott, Baraboo, vice-president, and 
Walter Huchthausen, Manitowoc, new 
member of the board of directors. At a 
later meeting of the new officers P. J. 
Jacobs and B. Christianson were reelected 
to the positions of secretary and treasurer 
and assistant secretary respectively. 
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What’s the Price? 


You always ask that question sooner or later when you're buying; you 
ought to ask it. But you should remember that the answer means a good 
deal more than just dollars and cents. The buyer who buys just at a price 
generally loses money; it’s poor buying. 


It’s more important to know what the price represents, because poor 
quality is usually the most expensive thing you can buy. Best quality at a 
fair price is usually cheapest in the end. 


Richards-Wilcox prices are based on the best and most efficient door 
hardware that advanced engineering skill and manufacturing methods can 
produce. Theirs is the largest and most complete line—hangers and equip- 
ment to solve any and all doorway problems. 


You may be able to buy at lower prices; but that’s a sign you're willing 
to accept lower quality. No manufacturer can produce as good door hard- 
ware for less money than Richards-Wilcox. : 


A lower price may look good to you; but don’t make any mistake about 
it. Remember, doors have to work and cheap hardware will invariably 


cause trouble. 


Richards-Wilcox doorway engineers are located at branches in all 
important large cities of the United States and Canada. Call on them at 
any time—whether it is a small garage or the largest doorway—they 
will recommend the right equipment. 


The great R-W manufacturing plants are located at Aurora, Illinois, 
and London, Ontario. 
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First Meeting and Dinner of Disston 


25-Year Club 


HUSH of expectancy fell over the banquet room 

while lights were lowered and orchestral music 

gradually softened, befitting the spirit of mystery 
that gripped over two hundred retail hardware mer- 
chants who intently watched while doors swung slowly 
open and revealed a cake, huge in proportion, yet beau- 
tiful in design. It bore twenty-five candles, lighted and 
indicative of so many years of good merchandise and 
merchandising. It was the birthday cake of the first 
meeting and dinner of the Disston 25-Year Club, held 
in the Bellevue-Stratford Hotel, on the evening of Feb. 
15. Henry C. Snowden, Jr., was honored by being 
chosen to cut the cake and he firmly grasped the scimitar 
like knife and took a most unpoetic but healthy hay- 
maker swing that removed the top icing and there sud- 
denly appeared, to the delight of all, a petite sprite 
bearing a bewitching smile. Harry D. Kaiser performed 
the pleasant ceremony of extinguishing the candles and 
assisting the little lady to the floor, where she captivated 
all by her dancing. She then presented each one with 
matches, tobacco and a briar pipe on which was engraved 
“DISSTON 25-YEAR CLUB.” 

During the well served and excellent dinner the 25- 
Year Club Quartette entertained and the encores indi- 
cated ability of the highest order. In addition to the 
well-balanced orchestra, a trio delighted their hearers 
with close harmony on hand saws. 

S. Horace Disston, vice-president, Henry Dusston 
& Sons, Inc., welcomed the members and guests of the 
25-Year Club and stated that there are now 1066 mem- 
bers who have been selling Disston saws for 25 years 
or more and that the membership extends to 46 of the 
48 States in the Union and further that members are 


in Nova Scotia, Canada, and the far countries. Mr. 
Disston presented a traveling bag to Louis Mueller, 
Baltimore, Md., whose firm has sold Disston saws since 
1840. He also presented a traveling bag to George Heg- 
ner, Sewickley, Pa., in recognition of his having traveled 
the longest distance to attend the celebration. 

K. L. Zimmerman, acting secretary, related how a 
customer had suggested the organization of “some kind 
of a club” and of how the response was far in excess 
of his most sanguine expectations. In conclusion he 
said, “The activities must come from you. It will be 
the kind of a club you want it to be.” 

Herbert P. Sheets, secretary, National Retail Hard- 
ware Association, congratulated the club on the repre- 
sentation of its membership there and called attention 
to the value of sales effort. 

Robert J. Murray, president, Pennsylvania & Atlantic 
Seaboard Hardware Association, and member of the 
club, made remarks appropriate to the occasion. 

Llew S. Soule, editor HARDWARE AGE referred to 
the fine spirit of the club and its possibilities as an 
influence in good merchandising. Twenty-five years 
continuous selling of a product, he said, speaks volumes 
not only for the product but for those who have upheld 
the traditions of hardware retailing for more than a 
quarter of a century. 

Roy F. Soule, Hardware Dealers’ Magazine, compli- 
mented the club on its membership and gave a humor- 
ous account of his early antagonism to “‘saw dust.”’ 

Following the program there was a general get to- 
gether of old friends and the making of new, which 
was greatly enhanced by the keystone emblem on which 
appeared the name of the wearer. 


Reading matter continued on page 80 
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Only Chevrolet offers such 


Quality and 


At these sensationally low prices, Chevro- 
let offers prospective truck buyers the ad- 
vantages of numerous quality features! 
Among these are: the flexibility and hand- 
ling ease of a three-speed gearshift trans- 
mission—the power and smoothness of 
Chevrolet’s valve-in-head motor—the dur- 
ability and efficiency of Chevrolet’s rugged 
rear axle,and springs set parallel to the 
load. And a host of mechanical advance- 
ments—including AC oil filter, AC air 
cleaner, new positive oil pump and new 
improved dry-disc clutch—all combine to 
assure even lower operating and mainte- 
nance costs. Truly, no other truck so low 
in price so successfully meets the public 
demand for quality and economy as do the 
Chevrolet trucks of today! 
CHEVROLET MOTOR COMPANY 


Division of General Motors Corporation 
DETROIT, MICHIGAN 





Economy 


at these 
Low Prices 


LToa Trak $68) 
Ton Truck $77 5 5 
Lion Trek | $610 
VTon Track $405 


— seo 


All prices f. o. b. Flint, Mich. 


! 


* 
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Worlds Largest Builder of Gear-shift Trucks 
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Past Presidents’ Dinner Concludes P.A.S.H.A. 
Convention 





Secretary Jones and Assistant Secretary Pearce Commended for 
Exceptional Showing 


Llew S. Soule Elected Honorary Member 


the Pennsylvania and Atlantic Seaboard Hardware Association, is 


O* E of the pleasant social features connected with the convention of 


the annual dinner tendered to the past presidents and the officers of 
the association. It comes at the close of the convention proper, and before 
the closing sessions of the executive board. 


This year the affair was held at the Ben- 
jamin Franklin Hotel, Friday evening, Feb. 
18. Senator George B. Sprowls, Claysville, 
past president, acted as toastmaster, and at 
the close of the banquet proper, introduced 
the speakers among whom were retiring 
president, Robert J. Murray; newly elected 
president, Harry Kaiser; Llew S. Soule, 
Editor of HArRpWARE AGE; Charles Scar- 
borough, Henry Snowden, Dan Rinehart, 
Uncle John Wardrop, Hugh F. McNight, 
Frank Hagner, W. H. Blandon, George 
srown, Ernest Johannessen, and Secretary 
Sharon E. Jones. 

Oh, yes, we almost forgot to mention 
“Mother Murray” of Honesdale, who in 
the brief time allotted her took about all 
the laurels for after dinner talk. We all 
know now, where “Bob” acquired his 
oratorical ability. 

Most of the speakers touched upon the 
remarkable success of the annual conven- 
tion and exposition, and the credit for that 
success was freely given to Secretary 
Jones and his able assistant Glenn Pearce. 

The surprise of the dinner came well to- 
ward the close when Frank Hegner of 
Sewickley, after a highly commendatory 
introduction, proposed the naming of Llew 
S. Soule, Editor of HARDWARE AGE, as an 
honorary member of the Pennsylvania and 
Atlantic Seaboard Hardware Association, 
entitled to all rights and privileges, with 
the exception of paying dues. 

Apparently every one present wanted to 
second the nomination. There was but 
one objection. Dan Rinehart insisted that 
he would vote “No” unless Mrs. Soule 
was included in the motion. Bob Murray 
proposed the necessary amendment, and 
the election was made unanimous. 

The function closed with a stirring ad- 
dress by Secretary Jones, and those present 
voted it the best in the long line of similar 
affairs which have done so much to foster 
the spirit of good will so noticeable in the 
rr A em BA, 


Earl Power Buys Into Store 
at Alexandria Bay, N. Y. 


Earl Power, Utica, N. Y., it has been 
announced, has purchased the interest of 
Henry Hartman in the firm of Hartman 
& Tidd, Inc., Alexandria Bay, N. Y. Mr. 
Hartman has been in the hardware busi- 
ness at Alexandria Bay for the past forty 
years. Mr. Tidd, formerly a member of 
the firm of Plummer & Tidd, Norwood, 


N. Y., will continue with the firm as 
heretofore. 








R. C. James Establishes Business 
as Manufacturers’ 
Representative 


R. C. James, an electrical and steam en- 
gineer of Seattle, Wash., who has been 
sales work in 


engaged in the Pacific 





R. C. James 


Northwest for a number of years past and 
who is well acquainted with the hardware 
and electrical trade, has organized the R. 
C. James Company, manufacturers’ repre- 
sentative, with headquarters at 4620 Fif- 
tieth Avenue, South, Seattle. 

The new concern plans to establish man- 
ufacturers’ representation in Washington, 
Oregon, Idaho and British Columbia, with 
a full line of. sporting goods, hardware, 
electrical equipment and radio. 





John Stollberg Elected President 
of Stollberg Hardware & 
Paint Co. 


At the recent annual meeting of stock- 
holders and directors of the Stollberg 
Hardware & Paint Co., jobber of hard- 
ware, tools and cutlery, 720-724 Monroe 
Street, Toledo, Ohio, John Stollberg was 
elected president for the ensuing year. 

Other officers of the concern elected at 
the annual meeting are E. E. Teegarden, 
vice-president, and W. F. Stollberg, secre- 
tary and treasurer. 

Directors for 1927 consist of the above 
officers and John Mandler, Dr. H. L. 
Green, Oscar A. Leach and Joseph Kappus. 

The firm announces that there will be 
no change in its policy except for a more 
aggressive sales policy. 


Reading matter continued on page 82 
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Northern Rubber Co. Reports 
1926 Business Doubled 1925 


At the recent annual meeting of the 
Northern Rubber Co., held at the com- 
pany’s offices in Akron, Ohio, the stock- 
holders were advised that the company’s 
business was more than doubled during 
1926, and it was reported that business 
has every indication of more than doubling 
in 1927, 

The Northern company is launching into 
the manufacture of heavy duty truck tires, 
and reports many orders for this type 
of tire from its distributors. 

L. J. Schott was elected president for 
the coming year; Edmund Shaw, treas- 
urer; Owen Moynihan, secretary, and 
F. M. Howard, vice-president. 

Directors include the above named offi- 
cers and Dr. A. A. Kohler, Louis Schott, 
A. Z. Wheeler, Perlee H. Snyder, Frank 
W. Siffert, Stanley M. Baltzly, J. B. 
Bower and Thomas H. Clark. 





Ausmann-Matteson Company to 
Rebuild Its Store 


Walter Matteson of the Ausmann-Mat- 
teson Hardware Co., Central Square, N. 
Y., which was destroyed by fire on 
Christmas morning, has announced the in- 
tention of the firm to build a modern 
structure to house the firm, work to begin 
early in the spring. 





North Jersey Association Holds 
Regular Monthly Meeting 


Due to the fact that the convention of 
the Pennsylvania and Atlantic Seaboard 
Hardware Association was in session in 
Philadelphia, a small attendance was re- 
ported at the regular monthly meeting of 
the North Jersey Hardware and Supply 
Association, held in the Down Town Club, 
Newark, N. J., on Tuesday evening, 
Feb. 15. ; 

President Louis Schelling, of Hoboken, 
presided. Following the reading of min- 
utes of the previous meeting and the 
transaction of general business, an open 
discussion of retail problems ensued. 

At the March meeting of the associa- 
tion, it was announced, Al Birkenmeier, 
Jr., will give a talk on the Pasha con- 
vention, which he attended. The March 
meeting of the association will be held in 
Newark on Tuesday evening, March 8. 
Another feature planned for this meeting 
is an address by H. Harris, of the U. S. 
Hardware Co., Bayonne, N. J., on “Im- 
proved Hardware Stores and Merchan- 
dising.” 

President Schelling announced that be- 
ginning with the April meeting of the 
association, which will be held in Plain- 
field, the following meetings would be held 
in rotation at various North Jersey cities. 





Talcott W. Gould Dies 


Talcott W. Gould, senior member of the 
retail hardware firm of Gould & Nowlen, 
Bath, N. Y., died suddenly in that city on 
Feb. 14, following a short illness. 
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lumbia Chictite Fence 


um 
The Outstanding Poultry Fence 


Columbia Chictite is a new, tightly wrapped hinge-joint fence 
with lower line wires only one inch apart. This successful one-inch 
hinge-joint fence was made possible by an entirely newengineering 
principle in fence weaving equipment, used exclusively in our 


mills. 
Heights Up To Six Feet 


Columbia Chictite Fence is designed to fill a genuine need in 
poultry raising. It is made in heights from 24 inches to 72 inches 
and is a strong, durable fence that will give effective protection 
for a long period. Stay wires are same gauge as line wires, 
Super-Zinced for maximum durability. 


Costs Less Than Netting 


Columbia Chictite Fence has many advantages over netting. 
Even the heavier weights cost less erected than netting, because 
the wires may be stretched taut and no top or bottom boards 


are required. The wires are much heavier and many times 
more durable and effective than netting. The extreme close spacing of the 
lower line wires confines the smallest chicks and keeps out destructive animals. 
Write our nearest office for full information. 


Pittsburgh Steel Co. 


Pittsburgh, Pa. 


New York Detroit Chicago Memphis Dallas . San Francisco 
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New Steel Products 
Jobbing Firm Formed 
by W. H. Warren 





Former Manager of Southwest 
Hardware Co., Los Angeles, Or- 


ganizes New Distributing Firm 


W. H. Warren, whose resignation as 
manager of the Southwest Hardware Co., 
Los Angeles, Cal., was announced in last 
week’s issue of HARDWARE AGE, has 





W. H. Warren 


formed the W. H. Warren Company, to 
specialize in the distribution of wire prod- 
ucts in the southern California district, 
with headquarters in the Union Terminal 
Warehouse, Los Angeles. 


The company will distribute such lines | 
as fencing, screen wire, poultry netting | 
and hardware cloth, as well as nails and | 


other similar wire products, and will cover 
the jobbing territory tributary to Los 
Angeles. 

Mr. Warren is a well-known and well- 


posted hardware man, whose 25 years of | 
practical experience in the trade, and whose | 


wide circle of friends and contacts in 
southern California territory should stand 
him to good account in the new enterprise. 
For over ten years he was a member 
of the organization of the Pacific Hard- 
ware & Steel Co., and there received his 
thorough ground work and training, both 
inside and on the road. For the past 12 
years he has managed the Southwest 
Hardware Co. during which time the or- 
ganization has increased and developed 
into a large and important institution. 


Scandinavian Western Importing 
Company to Move April 1 


On or about April 1 the New York 
office of the Scandinavian Western Im- 
porting Co. will be removed from its 
present location, at 116 Broad Street, to 
more spacious quarters in the Westclox 
Building, Lafayette and Walker Streets. 

In the new location the entire seventh 
floor of the Westclox Building will be 
occupied by the firm. 
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Frank Doyle of Lyons Falls, N. Y., whose 

election to the presidency of the New 

York State Retail Hardware Association 

was announced in Harpware AGE, issue 
of Feb. 17. 


New Officers Elected by the 
Griswold Manufacturing Co. 


R. W. Griswold has been elected presi- 
dent of the Griswold Manufacturing Co., 
manufacturer of cooking utensils, Erie, 
Pa., succeding the late Marvin E. Gris- 
wold, whose sudden death was announced 
in HarpWARE AGE, issue of Jan. 13. 

The new president was formerly treas- 
urer of the company. Ely Griswold, who 
has been vice-president of the Griswold 
company, has also been elected to the 
office of treasurer, and B. M. Oxtoby con- 
tinues as secretary. 











Hill Clutch Machine & Foundry 

Company Appoints Charles 

Phelps . 

The Hill Clutch Machine and Foundry 
-Co., Cleveland, Ohio, has announced the 
“appointment of Charles G. Phelps, 473 
| Getty Avenue, Paterson, N. J., as sales 
_engineer in the Metropolitan New York 





and northern New Jersey districts. 

The manufactured products of the Hill 
company includes a complete line of power 
transmission equipment. 





Ohio Valley Roofing Company 
Establishes Hardware Division 


The Ohio Valley Roofing Co., jobber of 
roofing materials and supplies, Evansville, 
Ind., announces that it has established a 
hardware division, in charge of William 
Froelich, who has had over thirty years’ 
experience in the hardware field. 





National Baseball Week to Be 
Observed from April 4-11 


Signalizing the opening of the baseball 
playing season throughout the United 
States, National Baseball Week will be 
observed this year from April 4 to 11.” 

The purpose of National Baseball Week 
is to foster public interest in amateur 
baseball; to promote a wider participation 
in the game among boys; and to bring to 
the attention of municipal authorities the 
necessity of providing more recreation 





space where baseball can be played. 


Reading matter continued on page 84 
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Arcade Manufacturing 


Company Completes 


New Addition 





| Forma!ly Opens New Foundry Ad- 


dition Covering an Acre of 
Ground with Appropriate 
Ceremony 


The new addition to the plant of the 
Arcade Manufacturing Co., at Freeport, 


| Ill., covering an acre of ground, was for- 
_mally opened a couple of weeks ago, when 
about 600 people, including the 425 em- 


ployees of the company and nearly 200 
invited guests, representing business men 
of Freeport and members of the Freeport 
Rotary Club, enjoyed a noon-day luncheon 
as guests of the Arcade company. 

During the luncheon those present were 
entertained by the Arcadian Orchestra, 
composed of the factory’s employees. Com- 
munity singing was also participated in. 
Following the luncheon, addresses were 
made by President J. R. Jackson of the 
Freeport Rotary Club, Vice-President L. 
L. Munn of the Arcade company and 
other representative business and indus- 
trial mén. 

The new annex, in size, is 200 ft. square 
and occupies a floor space comprising 40,- 
000 square ft., practically all of which is 
concrete. It is of brick and steel con- 
struction and the roof is entirely of steel 
and glass, thus giving the best possible 
lighting facilities. An important feature 
of the new plant addition is the modern 
ventilating system, consisting of five sepa- 
rate units, all of which are kept in con- 
tinuous operation during working hours. 

The_present officers of the Arcade Man- 
ufacturing Co. are E. H. Morgan, presi- 
dent; L. L. Munn, vice-president; B. C. 
Trueblood, treasurer, and I. P. Gassman, 
secretary. 

With this new addition the manufactur- 
ing properties of the firm now comprise 
265,000 square ft. of floor space, covering 
six and one-half acres of ground. It was 
one of the first industries in Freeport and 
manufactured an ever-increasing line of. 
hardware specialties. Thirty years ago 
the company made its first cast-iron toy, 
a toy coffee mill, which was the fore- 
runner of the present complete line of 
cast-iron toys manufactured by the com- 
pany. 

George Lewis Sargent Heads 

Firm of Sargent & Co. 


At a meeting of the board of directors 
of Sargent & Co., manufacturer of hard- 
ware, held in the company’s offices at New 
Haven, Conn., on Feb. 25, George Lewis 
Sargent was elected president, succeeding 
the late Henry Bradford Sargent, whose 
death was announced in these columns a 
few weeks ago. 

Other officers elected at the meeting 
are: Vice-president and treasurer, Ziegler 
Sargent; vice-president, Bruce Fenn, and 
secretary, Murray Sargent. Murray Sargent 
has also been elected a member of the 
board of directors of the company to fill 
the vacancy caused by the death of Henry 
Bradford Sargent. 
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| Guaranteed Goods 
Xo advertised i in Re 
Ned! 


This Seal in Your W indow 


To get the most return from your valuable window space, 
display articles carrying this Seal. Advertise to all who pass 
your window that you believe in stocking Tested and Approved 
merchandise—in selling them guaranteed satisfaction. 


Dealers find it often pays to use an entire window for this 
purpose. Larger stores have gone a step farther and held 
“Good Housekeeping Fairs,” devoting a department or sec- 
tion solely to the display and sale of Tested and Approved 


merchandise advertised in Good Housekeeping. 


These methods give you effective and profitable tie-ups with 
the advertising many of these manufacturers are doing in Good 
Housekeeping. They are ways in which you can turn 

Window and store display 


this advertising directly to the sale of your stock. 2/45, carrying Good House 
: . } keeping’s famous money- 
Women know that this Seal guarantees satisfaction. back guaranty, are furnished 


“4° ° ° ; dealers free of charge. Th 
They are familiar with products advertised in Good ards focus attention on 
Housekeeping. The more you feature this Seal the {csteg and Approved mer- 
more they will depend on you for their wants. 
There is a close relation between Good Will—Good House- 


keeping—and Good Business. 


GOOD HOUSEKEEPING 


119 WEST 40th STREET NEW YORK 
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Frank R. Dougall Dies 


General Sales Manager of Acme 
White Lead and Color Works 


Passes Away in Detroit 


Frank R. Dougall, general sales man- 
ager and a director of the Acme White 
Lead and Color Works, Detroit, Mich., 
and an active figure in the paint industry 
for the past 30 years, died at his home in 
that city on Feb. 19. 








Frank R. Dougall 


He was born in Windsor, Ontario, 59 
years ago, and after completing his edu- 
cation entered the Canadian Railway mail 
service. Early in life he entered the sales 
department of the Acme White Lead and 
Color Works, successfully handling ter- 
ritories in various parts of the United 
States. About 20 years ago, Mr. Dougall 
was appointed director of general trade 
sales for the company, with national su- 
pervision of the firm’s products. 

Aside from his connection with the paint 
industry, Mr. Dougall was identified with 
other and varying interests, being an ar- 
dent horseman, a lover of fine horses and 
a breeder of several that became famous 
on noted tracks. 


Local Committee for Southern 
Jobbers-American Hardware 
Manufacturers’ Convention 


A local committee in charge of the com- 
ing joint annual convention of the South- 
ern Hardware Jobbers’ Association and 
the American Hardware Manufacturers’ 
Association, to be held at Memphis, Tenn., 
from May 10 to 14, inclusive, with head- 
quarters at the Peabody Hotel, has been 
announced. 

Leslie M. Stratton is general chairman. 
Phil Warren has been selected as chair- 
man of the entertainment committee; 
Joseph Orgill, reception and hotel; W. I. 
Moody, finance; W. A. Lee, registration, 
and B. M. Gladding, publicity. 


Niagara Metal Stamping Corp. 
Appoints M. T. Ryan 


The Niagara Metal Stamping Corp., 
manufacturer of the Premax line of metal 
products, Niagara Falls, N. Y., announces 
the appointment of M. T. Ryan, Detroit, 
Mich., as sales representative for its line 
in the Ohio-Michigan territory. 
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Mr. Ryan has a long acquaintance with 
the hardware and sporting goods trade in 
that territory. 

The Premax line of metal products in- 
cludes steel tent stakes and tubular poles, 
radio masts, wrenches and wrench sets 
and a complete line of metal letters and 
house numbers. 

Mr. Ryan’s business address is Post 
Office Box 581, Detroit. 





M. Frank Ruppert Acquires 
Large Warehouse Adjoining 
Store 


M. Frank Ruppert, wholesale cutlery, 
hardware and farm implements, 1021 Sev- 
enth Avenue, N. W., Washington, D. C., 
has acquired a large warehouse adjoining 
his store at the above street address and 
plans to enlarge his hardware and cutlery 
jobbing business. 

Mr. Ruppert is anxious to get in touch 
with manufacturers of hardware, sport- 
ing goods, agricultural implements, etc., 
with a view towards representing such 
lines in the Washington district. 





Frank Wolfe Now with Smith 
Brothers Hardware Company 


Frank Wolfe has sold his interest in the 
Bonifield-Wolfe Hardware Co., Zanes- 
ville, Ohio, to his partner, J. W. Bonifield, 
who will continue the operation of the 
store under the firm’s present name. 

Mr. Wolfe has become identified with 
the purchasing department of the Smith 
Brothers Hardware Co., wholesale and re- 
tail hardware, 580 North Fourth Street, 
Columbus, Ohio. 
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Louis Hanssen Dies 


President of Wholesale Hardware 
Firm in Davenport, Ia., Bearing 
His Name Passes Away 


Louis Hanssen, president and treasurer 
of the wholesale hardware, factory and 
mill supply firm of Louis Hanssen’s Sons, 
213-215 West Second Street, Davenport, 
Iowa, died at his home in that city on 
Feb. 13 at the age of 64 years. 

He was born on the site of the firm’s 
present store, where his father, in 1851, 
first established himself in the hardware 
business in a two-story structure, with 
living quarters for the family on the sec- 
ond floor. Mr. Hanssen was educated in 
the local public schools and prepared for 
his business career at a Davenport business 
college. 

In 1895 he joined his father in the hard- 
ware business, and in 1897, following his 
father’s retirement, with his brothers, 
C. E. and B. C. Hanssen, formed the 
corporation of Louis MHanssen’s Sons, 
which is today one of the leading whole- 
sale and retail firms in the field. 


New Hardware Store Opened 
at West Allis, Wis. 


A new hardware store has recently been 
established in the Fleming Building, West 
Allis, Wis., known as the Dallman-Scha- 
fer Co., and headed by Gustave O. Dall- 
man and Henry W. Schafer. 





The Lockwood Co. Completes Reorganization 


Following the resignation of Alfred J. 
Wright from the presidency of The Lock- 
wood Company, 16-18 Reade Street, New 
York City, the sales organization for the 
Lockwood Manufacturing Company, locks 
and builders’ hardware, South Norwalk, 





W. S. 


George H. Lockwood 


Conn., as announced in the Feb. 3 issue of 
HARDWARE AGE, the firm has been com- 
pletely reorganized, with George H. Lock- 
wood as president. Mr. Lockwood was 
formerly vice-president and a director. 
W. S. Mace, who for 17 years was iden- 











tified with the southern selling office of 
the Lockwood Manufacturing Company 
(Henry Keidel & Co. Inc., Baltimore, 
Md.), and for three years metropolitan 
New York sales manager for the McKin- 
ney Manufacturing Co., Pittsburgh, Pa., 





Mace R. Batten, Jr. 


has been selected as vice-president and 
sales manager. 

To complete the reorganized personnel 
of The Lockwood Co., R. Batten, Jr., who 
has been secretary and treasurer for the 
past 20 years, will continue in that capacity. 


Reading matter continued on page 88 
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Some Typical 
KAWNEER 
Installations for 


Smaller Stores 


It’s easy to inject the pur- 
chase urge into merchan- 
dise when offered for sale 
in such appropriate 
settings. 





Leemans Brothers, Cape- 
town, South Africa, write 
“Our friends and clients 
state that our store front 
should be in Adderley 
Street(the main thorough- 
fare of Cape Town). We 
reply, ‘Adderley Street 


comes to us,’ ”’ 


KAWNEER SOLID 
CopPER STORE 
FRONTS 
are the recognized stand- 


ard with merchants in 
every line of business. 





How would you like to choose 
your customers? 


Have you ever thought how little you have to say about who buys 
your merchandise? Wouldn’t it be more profitable to choose your 
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2 customers? 

Es , 

B You can make your store and your merchandise appeal to the bet- 

c ter buyers with a KAWNEER SOLID CoppER STorE Front. Thou- , 

k sands of merchants tell us of the rapid turnover, the sales power, gree. al 

B the extra profits from their KawNEER Fronts. | y 

| The special free booklet, “How to Display Merchandise to Sell es ceces, Lo vr 
It,” contains helpful information about display problems in your // KAWNEER 
line of business. Send for it. / Company 


4 1117 Front St. 

NILES,MICHIGAN 

Ja Send free book for my 
line of business. 





Kawneer 


7 STORE FRONTS 
; | if Address - - 


, ; . . : he 
5 See reverse side for store fronts suitable for your line of business 7 City and State ———_—_—— 





f Name— schainscnibeeill 
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f Kind of Business ——_____—- pase 
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Plate Glass 


Protection 


The patented Kawneer re- 
silient (flexible) metal grip 
on the plate glass windows, 
prevents danger of break- 
age caused by vibration and 
wind pressure. This metal 
grip not only seals the joint 
but allows the plate glass to 
bend naturally under wind 
or other pressure. 
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KAWNEER INSTALLATIONS 77 
Hardware Stores 


Whether your trade demands heavy hardware or shelf 
goods, modern window display facilities are a vital 
need. Telling is selling and showing your merchandise 
to people that pass your store is telling them your sales 
story in the most profitable way. The. installations 
shown on this page are all typical Kawneer Store 
Fronts. They indicate the various designs selected by 
these merchants as best suited to volume sales and suc- 
cess in their location. 





THE 
| ATATRADAA } 
<awneer 





COM PANY 


Nites, MicH1GAN 
























The Cost is not 
Prohibitive 


Good display is essential to 
volume sales. The better the 
display, the more attractive 
is the merchandise. Lack of 
display facilities therefore 
is costly. It pays to invest 
in a Kawneer Store Front, 
because it pays for itself in 
extra sales in a short time. 
The cost is not prohibitive. 
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Sell Themselves <== 


BRAN ARIE OS eras 


Shey 


With Jhis Display — 


The “Teaser” contains the well 
known Bernard side-cutting pliers on 
a chain. The onlooker is invited to 
try out the cutting power of the pliers 
on the nails he finds in the pocket. The-“Teases” 
There is also a nut at the right to dem- 
onstrate the parallel wrench grip. 











This display is given free with its BER 


companion, which contai | es 
anion, which contains: ome. 











Number Retail j rueripcy miey caw 
One No. 25 Pruner ................ $1.00 : | , : Pitas 
One No. 165 End Nipper........... 1.75 : > zs | 
One No. 102-51 Side Cutter....... 1.75 
One No. 102-614 Side Cutter....... 2.25 
One No. 177 Diagonal Nipper...... 1.75 
One No. 92-6” Slip Joint........... 1.00 
One No. 40-6” Slip Joint........... .50 
One No. 384 Leather Punch........ 1.00 
SA 6b sed necdidemnseameina $11.00 


The ‘Salesman’”’ 


Both displays in attractive colors. No 
extra stock to bother with. Your jobber 
should have this. If not, write us. 


Py 


ERNGRD «< iy 
PLIERS (2 


> a nie 
The Wm. Schollhorn Co., Dept. H., New Haven, Conn. Wo) &. 
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Indiana Steel and Wire Co. 
Has New Counter Display 


The Indiana Steel and Wire Co., manu- 
facturer of poultry fence, Muncie, Ind., 
has prepared an attractive window and 
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counter display card for dealers. The 
card, which is 12 by 18 inches in size, 
is produced in five colors by the paint 
process method on 100 point board. It 
was particularly designed as an aid to 
dealers in window display work and is 
being mailed out to merchants upon re- 
quest. 





Device for Opening and Closing 
Private Garage Doors 
The Reynolds Machine Co., Massillon, 


Ohio, is marketing an Automatic Door 
Opener, designed to eliminate the neces- 


sity of the motorist getting out of his car 
A button placed 
point in 


to open garage doors. 


on a post at a convenient the 














driveway (accessible from the driver’s 
seat) automatically opens the garage doors 
when pushed. 

Through the use of this new device, the 
driver, on leaving the garage, merely 
presses the button from the seat of the 
car and the doors automatically close. 
Likewise, upon returning, a push on the 
button will open the garage doors. 





HARDWARE AGE 


This device is designed primarily for 
use with private garages, but is also adap- 
table for use with commercial garages, 
factory doors, etc., and can be used with 
doors swinging either in or out. It is of 
simple construction, and once _ installed, 
according to the manufacturer, it requires 
practically no attention. A simple circuit 
breaker insures utmost safety, stopping 
the doors from moving automatically 
should any obstruction get in the way. 





New Weighmaster Scale 


A personal scale for persons who value 
their health and demand the utmost in 
quality has recently been placed on the 
market by the Hanson Brothers Scale Co., 
523-531 North Ada Street, Chicago, IIl. 


It is 8 in. in height, 10 in. in width and 
1534 in. in length. The platform is 


7 by 10 in. in size and is covered with 
a comfortable rubber matting. 

The dial is 8 in. in diameter, glass- 
covered, solid brass and nickel-plated rim. 
The scale, which is known as the Han- 
son Weighmaster, has a capacity of 250 
lb. and weighs only 22% Ib. 


"See 
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When standing on end this new scale 
requires a floor space comprising 8 by 10 
in. It is handsomely finished in white 
enamel, and the three Hanson springs 
assure sensitiveness and continual accu- 
racy. 





New Catalog Issued by the 
Schlangen Brothers Company 


Schlangen Brothers Co., manufacturer 
of brass goods, 2435-2441 ‘Irving Park 
Boulevard, Chicago, Ill., has issued an 
attractive 48-page catalog descriptive and 
illustrative of its line of brass equipment. 
Many faithful reproductions of the com- 
pany’s products are contained in the new 
catalog. 





Du Pont Announces Production 
of Clear Duco Products 


The paint and varnish division of E. I. 
duPont de Nemours & Co., Inc., Thirty- 
fifth and Gray’s Ferry Road, Philadelphia, 
Pa., announces that Clear Duco, for brush 
application, is now in production. 

It has a good body and gloss and, ac- 
cording to the manufacturer, will not 
turn white. It is for use on all interior 
surfaces, including floors—the body is as 
heavy as ordinary varnish and has as 
good a gloss. 

Broadsides advertising Clear Duco will 
be mailed to the retail hardware and paint 
trade early in March. All interested deal- 
ers may obtain copies by writing the firm 
at the above address. 
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New Garden Barrow of All- 
Steel Construction 


Designed to prevent loose joints and 
wobbliness, the Conco Steelbilt Garden 
Barrow, recently placed on the market by 
H. D. Conkey & Co., Mendota, IIl., is 
entirely constructed of steel, yet, accord- 




















f 


ing to the maker, is as light as a barrow 
constructed of wood. It is available with 
either wood or steel handles. 

The sides, base and back are snug fit- 
ting, rigid and practically indestructible. 
The sides fit tight and are easily remov- 
able. Rounded edges of the side plates 
are reinforced with steel rods. 

The frame is of steel angle bent to the 
proper shape to form the chassis and is 
one piece from handle to wheel, assuring 
a solid, strong construction. 

The handles are of steel. 

The wheel is of extra strong construc- 
tion, capable of giving the utmost in ser- 
vice, and is in keeping with the long work- 
ing life of the barrow. 

The legs form part of the steel under- 
frame, and are so combined in the con- 
struction that they will always be rigid 
and strong enough to stand the greatest 
loads the barrow is capable of carrying. 


a 











Burgan Announces Junior 
Cotter Pin Extractor 


A cotter pin extractor, designed to snap 
out small difficult cotters quickly and 


easily, has been brought out by the Burgan 
Corporation, manufacturer of shop equip- 





ment tools, 9 South Clinton Street, Chi- 
cago, Ill. It is known to the trade as 
the Burgan Junior Cotter Pin Extractor, 
is nickel-plated, highly polished and guar- 
anteed against defects in material and 
workmanship. 























March 3, 1927 


Always 
Pleased 
with 
Plymouth 
Rope 
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About two years ago, the firm of S. 
Zaentz & Sons of Passaic, New Jersey, 
moved into the modern, three story 
building illustrated in the picture above. 
Their policy of handling goods of recog- 
nized high quality only, is the reason 
why they chose Plymouth Rope— 
Plymouth promised one quality, the best. 
Plymouth has kept its promise by al- 
ways being as represented. 


S. Zaentz & Sons have built up a profit- 
able rope business among the Building 
Contractors and Painters of Passaic and 
vicinity with Plymouth, because their 


,ONWARE TOOLS 





HARDWARE AGE 89 


ae ak ad 
PAINTS VARNISHES 


ee a a at 


customers know they can depend upon 
any merchandise recommended by this 
hardware dealer. 


We, the manufacturers of Plymouth 
Rope, will always endeavor to make 
Plymouth live up to our slogan: The 
Rope You Can Trust. 


If you need any Display Material or 
Dealer Helps we shall be glad to send 
same to you without,.cost. 


If your Jobber doesn’t handle Plymouth 
Rope, write us for the name and address 
of the nearest Jobbing Depot in your 
state. 


PLYMOUTH CORDAGE COMPANY 


NORTH PLYMOUTH, MASS. 
Welland, Canada 


PLYMOUTH 


She Rope. 
You a pe 
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The window display above is that 
of Snyder & Robbins, Asbury 
Park, N. J., and is a fine ex- 
ample of up-to-date methods of 
displaying a wide variety of tools 
and other items of hardware. 
The window to the right is the 
new front of the Warner Hard- 
ware Company, 13 South 6th 
Street, Minneapolis, Minn. While 
of a different style, this display 
proved a very effective sales help. 


Divides Tools Into Two Classes 


Hk Smith Hardware Co., Chicago, Ill.. finds 

that tools may be divided into two distinct 
classes, the high grade and nationally known tools 
and the cheap tools sold by the five, ten cent and 
other chain stores. He also says that these two 
classes cannot be successfully mixed. The soundness 
of this theory is supported by the fact that the sale 
of high-grade tools equals in volume the sale of all 
other items combined. The Smith tool stock inven- 
tories at about $12,000 and turns better than five 
times annually. The entire right-hand side of the 
store is given over to tools, wall cases running the 
full length of the room with samples of every item 
in stock on display. 


_ — -_— 


Wide Assortment Proves Profitable 
AMES & HAWKINS, INC., Jamaica, N. Y., 


find tools a most profitable holiday seller. 
Complete sets with sufficient range of price and 
assortment to appeal to all classes of buyers are 
featured. Tools well displayed, according to Eddie 
Denecke, the store manager, have an irresistible 
fascination for red-blooded he-men. Not only 
during the holiday season, but during the rest of 
the year as well, you will usually find one of James 
& Hawkins windows devoted to a display of tools 
of some kind. 





Speaking of 
Tools— 





Increases Sales 1000 Per Cent in Four Months 
 § BRUNNER HARDWARE CO., Kansas 
* 


City, Mo., installed a line of socket 
wrenches and in less than four months increased its 
sales of this line 1000 per cent, as the result of in- 
tensive merchandising methods, coupled with the 
aid of the manufacturer. The purchases for seven 
months averaged $70.43 per month. From the way 
it has consistently increased its sales in this line 
it would seem that the Brunner company has found 
a market ready to be supplied. 





Open Displays Increase Sales 


HE Pioneer Hardware Co., Seattle, Wash., 

sells yearly between $25,000 and $28,000 
worth of tools, through the medium of open dis- 
plays. Every tool the firm had was put in open 
display, and all closed cases done away with. In 
this way the customer is at liberty to handle every 
tool in stock, and the clerk does not have to 
bother with him until he is ready to give him the 
money in exchange for the tool. Merchandise in 
the Pioneer hardware store is sold for cash only, 
and the point is emphasized to the customer that, 
because the store’s overhead is kept down to a 
minimum, it is able to sell hardware at a price that 
is both attractive to customers and satisfactory to 
the store. 
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THE SAMUEL WINSLOW SKATE MFG. COMPANY 
Announces Production of New Idea Tube Skate Design 
STRONG DURABLE SPEEDY 


The Only Outstanding Skate Development in Tube Skates Offered in the 
Last Quarter of a Century 





DESIGN 


Winslow’s New Tube Skate is the strongest and raciest Tube Skate yet produced. It is torpede- 
like in design. Every detail has been engineered to give symmetry and beauty, and at the same 
time absolute rigidity, all around strength and lightness. 


COMFORT 


A departure that skaters will appreciate is the comfortable heel bearing. Wéinslow’s New Tube 
Skate combination gives the skater the same heel bearing as in everyday walking shoes. 


TEST AND STRENGTH 


Three years have been devoted to bringing about the full development of this skate. Practical use 
and tests of our New Idea model through two entire seasons have set a new high level in speed, 
ease and safety in tube skate combinations. 


MODELS AND FINISH : 


Hockey or Racer, nickel plated or aluminum finish. 


For those who desire wider runner skates we manufacture other combinations and clamp models 
also. 


Over Seventy Years’ Continuous Manufacture of Ice and Roller Skates 


The Samuel Winslow Skate Mfg. Company 


Worcester, Mass. 


Pacific Coast Sales Agent New York Southern Representative 
Phil B. Bekeart Co. » Sales and Stockroom Henry Keidel & Co., Inc. 
San Francisco, Cal. 34 Warren St. Baltimore, Md. 





WINSLOW'S 
Skates 
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Review of Achievements of the Departing 


Sixty-Ninth Congress 


By L. W. Moffett 


(Washington Bureau of HARDWARE AGE) 


If they were the record would 


CHIEVEMENTS of the departing Fighting Sixty-ninth Congress 
need not be carefully summarized. 


not be particularly creditable, 


nor would it be discreditable. <A 


record was made for the number of bills passed, but the great bulk of them 
were inconsequential, insofar as the country at large is concerned. Easily, 
one of the most constructive measures passed was the McFadden-Pepper 
bill to enlarge the powers of National banks and extend the charters of 


Federal reserve banks. 


l’resident Coolidge. 


This bill was vigorously contested, and had been 
before Congress for several sessions, 
measure was the McNary-Haugen farm bill. 
Many who claim to be well informed as to the White 


but a much more bitterly contested 
This bill has been vetoed by 


[louse attitude were of the opinion that the President would pigeon-hole this 
legislation, which by so many is considered destructive, and an artificial 
effort to stimulate agriculture through what in effect would be a government 


subsidy. 


The navy program also was an object 
of vigorous debate, and there were splits 
without regard to party. <A notable ex- 
ample is the attitude taken by Speaker 
of the House Nicholas Longworth, who, 
in the face of a Presidential utterance to | 
the contrary, strongly favored an in- | 
creased navy. <As a sidelight, it might | 
be added that the courage of the Ohioan | 
is more fully realized when it is made | 
known that his statement running counter | 
to that of the President was made on the | 
eve of a social event at the White House, 
which was attended by Mr. and Mrs. 
Longworth, son-in-law and daughter re- 
spectively of the illustrious Roosevelt. Se- 
riously, it might be added that neither 
the President nor Mr. Longworth mix 
their social relations with executive and 
legislative duties. Early in the session 
there was a flare for proposed tax reduc- 
tion. Hopes of business interests of the 
country for a slash in their taxes at the 
session now expiring were quickly killed 
when the Republican members of the 
House Committee on Ways and Means 





vetoed the plan, although the President | 
had recommended tax credits. It is no se- | 
cret that neither fhe White House nor the | 
Treasury was disappointed at the action 
of the majority members of the Committee 
on Ways and Means. Indeed, it is gen- 
erally believed that the Treasury was 
pleased, because the accruing surplus is to 
be applied toward retirement of the public 
debt. Moreover, failure of Congress to 
reduce taxes at the present session made 
it a certainty that reductions will be made | 
at the next session, and they will be larger 
and more general than they would have 
been had there been tax legislation by the 
Sixty-ninth Congress. The great bulk of 
the important legislation at the Sixty- 
ninth Congress consisted of appropriation 
bills. 

As Congress adjourns, it is said that 
its members will have no great amount of 
explaining to make to their constituents | 
as a general thing. Because of this they 





Reading matter continued on page 94 
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are in a rather fortunate position to enter 
the political campaign now about to open, 
and which promises to be one of the bit- 
terest in the history of the country, par- 
ticularly as it affects the Presidency. 
From a spectacular point of view, the 
principal quality of the Sixty-ninth Con- 
eress was its tendency to fuss, fume and 
scrap. The several fistic encounters en- 
livened otherwise drab proceedings, af- 
forded colorful tones to the picture and 


| reassured Mr. Tunney that his title as 


heavyweight champion is not threatened 
from the legislative halls. All sorts of 
explanations have been offered to show 
why the Fighting Sixty-ninth was so fussy 
and stubborn from the outset of the pres- 
ent Congress, beginning with tax reduc- 
tion talk and ending with the Boulder Dam 
filibuster, during the course of which Sen- 
ators were dragged from their beds at night 
upon the order of the Sergeant at Arms, 
and two of them actually “arrested.” The 
Congress frequently was even belligerently 
inclined toward the White House, and 
rather brusquely treated some of the Presi- 
dent’s recommendations by either ignoring 
them or completely reversing them. 


x* * * 


Aggregating 148,566 tons or 54 per cent 
of capacity, fabricated structural steel book- 
ings in January as reported to the Depart- 
ment of Commerce by 189 firms with a 
capacity of 274,040 tons showed a sharp 
decline under December with bookings of 
202.261 tons of 71 per cent of capacity. 
Computed tonnage booked in January 
amounted to 171,720 tons. Computed ship- 
ments were 174,900 tons, or 67 per cent of 
capacity. Representing 45 per cent of capa- 
city, reports from 45 firms to the Depart- 
ment show that bookings of fabricated 
steel plate in January totaled 33,915 tons as 
against 27,014 tons in December. January 
bookings were distributed as follows: Oil 
storage tanks, 14,216 tons; refinery ma- 
terials and equipment, 2145 tons; tank cars, 
6472 tons; gas holders, 1673 tons; blast fur- 











naces, 638 tons; stacks and miscellaneous, 
8771 tons. * * * | 


Based upon replies to a questionnaire sent 
out by the Committee on Standardization, 
and covering about one-half of those to 
whom the questionnaire was sent, it was 
shown that more than $7,250,000 is ex- 
pended annually for standardization. When 
all of the replies are in it is expected that 
this figure will be doubled, or at least near- 
ly so. The replies are being made by 400 
trade associations and technical societies. 
The Committee is headed by Secretary of 
Commerce Herbert Hoover, while W. 
Chattin Wetherill is secretary. The Com- 
mittee also includes some of the most prom- 
inent industrial leaders and engineers of 
the country. Among the members are 
Chairman Charles M. Schwab of the Beth- 
lehem Steel Corporation and President 
James A. Farrell of the United States Steel 
Corporation. The survey of national stand- 
ardization was instituted by the Committee 
in cooperation with the American Engineer- 
ing Council and the principal information it 
desires to learn is that concerning expendi- 
tures for standardization. Most of the 
other information is available at the 
Bureau of Standards. The Committee will 
make a report which will be submitted soon, 
and it will cover a complete statement of 
the current status of standardization in the 
United States. Subsequently, there will be 
a general conference to consider the report 
and to adopt whatever action the confer- 
ence considers will stimulate and expedite 
coordination standardization movements. 

a * * 


The changes in the occupational charac- 
ter of immigration since the War are dis- 
cussed in an article in the February issue 
of the Monthly Labor Review. Although 
it is a matter of general knowledge that 
since the War, and more particularly since 
the passage of the “quota” immigration acts 
of 1921 and 1924, there has been both a 
great reduction in the immigration of aliens 
into the United States and a marked change 
in the racial composition of such immigra- 
tion, it is not so well known that there has 
been an equally significant change in the 
occupational character of the immigration. 
The proportion of unskilled labor has de- 
creased sharply, this class of labor being 
represented by about 41 per cent of all im- 
migrants in the four pre-war years 1911 
to 1914 and by only 18.7 per cent in the two 
years 1925 and 1926. In the earlier period 
the unskilled laborers outnumbered more 
than two to one the total number of skilled 
mechanics, professional and business peo- 
ple, and farmers, while in the past two 
years the average number of skilled labor- 
ers was substantially as great as that of the 
unskilled and the average annual number 
of immigrant farmers was actually larger 
than in the pre-war period. 
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tion on your proposition. 
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General Market News 


Improvement in Current Business 
Is N oted—Spring Lines Continue 
Active—Prices Remain Firm 


HILE hardware trade in general has not accelerated very much 
in the past week, indications of better business are much in 
evidence, according to reports from the various hardware market 
centers. Current business has shown a slight improvement over a 
week ago and it is expected that a further impetus will be given 
to sales of staple lines within the next few weeks. 
Spring lines are reported very active, jobbers’ salesmen as a whole 
coming through with larger and more frequent orders, both for 
immediate delivery and delivery during the latter part of March and 


first few weeks of April. 


No price changes of any importance have been announced during 


the past week. While there are some rumors of advances, especially . 


in builders’ hardware, none could be confirmed at press time. Collec- 
tions and credits are reported generally good. 


Wholesale Commodity Prices 
Are Still Lower 


Further reduction in the average of 404 
wholesale commodities, reported by the 
United States Bureau of Labor Statistics, 
occurred in January. The index stands at 
146.9, based on the 1913 average of 100, 
a fractional drop from the 147.2 of De- 
cember. In January, 1926, the figure was 
156. The current level is the lowest since 
June, 1924; with that sole exception, it is 
the lowest since April, 1922. 

Farm products recorded the only sub- 
stantial increase among the great groups 
covered. A fractional increase was made 
by the miscellaneous group, based prin- 


cipally upon a heavy increase in cattle | 
This places the farmer in a better | 


feed. 


in the activities of a number of associa- 
tions, so that by the end of last year con- 
siderable progress had been made with 
standardized production completed in sev- 


eral branches of the industry. For exam- 


position than for some time past, for all | 


other items showed decreases ranging 
from 1.3 points in the metal group to 6.1 
points under chemicals and drugs. 
chemicals, at 122.1, have dropped below 
the metals (124.4). 
in many months that the metals have not 
held lowest position of the eight specific 
great groups. The movement toward the 
average was continued in January, for six 
of the eight groups moved nearer to the 
average than they were before. Only two 
moved away from the average, these 
being the chemicals and the metals—the 
two lowest items of all, both of which de- 
creased still further. 


Simplification Progressing 
Among German Producers 


According to reports from Hamburg, 
Germany, simplification of products in the 
iron and steel industry has been foremost 


The | 


This is the first time | 


ple, German mills are now producing but 
one type of wire nail and one type only 
of special nails, such as cement-covered, 
ovals, jaggered, etc., and one type of bolt 
and rivet. Also in tubes, sheets, hoops 
and beams, standardization has been car- 
ried out. 

The associations working for simpli- 
fication publish their proposals for certain 
types only in various papers and after all 
points have been cleared by discussion, 
these types are generally accepted unani- 


mously by the industry involved. 
7 


Strip Steel Advances in 
Pittsburgh Territory 


In the Pittsburgh district the tendency 
of steel buying and of steel plant opera- 
tions continues upward, but this tendency 
is yet to make its appearance in prices, 
although several makers of _ hot-rolled 
strips on Monday announced a base of 
2.10c. on stock 6 in. and wider, and 2.30c., 


base, on sizes under 6 in. wide. This 


change, effective immediately, represents 
an advance of $2 to $4 a ton, as within the 
_week there have been sales of wide strips 
at 1.90c., and on mixed lots of wide and 
narrow stock, 2.10c., base, has been done. 


The market is more settled on wire nails 
in this district than it was a week ago, 
and sales of large billets and slabs have 
been made at more than $33, f.o.b. Pitts- 
burgh. As a general proposition, however, 
the satisfaction derived from the steady 








increase in the bookings of steel is modi- 
fied by the low prices at which most of 
the business has been entered. 

There is also the factor of increasing 
signs that no agreement will be reached 
before April 1 on the wage scales for 
union coal mines and that there will be a 
suspension of these mines with some dis- 
turbance at the open shop mines. 

Outside of the finished products men- 
tioned, a two-weeks’ order book is rated 
a good one. There are, however, definite 
indications of larger demands from the 
automotive industry, and the structural 
steel fabricators appear to be figuring on 
more work than recently. Additions to 
railroad tonnage are not large, but there 
are signs of greater interest in supplies 
on the part of the agricultural implement 
manufacturers. 

Pig iron transactions still are few and 
generally of small lots, with prices holding 
at recent levels, not because there is any 
scarcity, but because the fuel situation, so 


far as it pertains to coke, is showing 


marked firmness. The scrap market is a 
shade firmer as a result of short covering 
by dealers, who are reaching the limit of 
their contracts and also fear that heavy 
snows will retard the movement of mate- 
rial from originating points. 


——— 


Spring Trade Improving in 
Northwest Territory 


There are some signs of the approach 
of spring trade. Credit inquiries are in- 
creasing and collections are averaging 
well. Hardware association conventions 
are practically out of the way in the Twin 
Cities district. Jobbers report a very sat- 
isfactory amount of sales as the result of 
their exhibits at the conventions. 

Some interest is beginning to be no- 
ticed in actual building operations. Com- 
mercial building has progressed to a cer- 
tain extent all winter, but home-building 
is just starting. 

Nails and wire are lower in price. 
does not include woven fencing. 


This 


Prices Holding Firm in 
Chicago Territory 

On the whole, hardware prices in the 
Chicago district are showing a continued 
tendency toward greater firmness. Solder 
is the one item to advance, however, go- 
ing up a dollar a hundred pounds. 

On the other hand, turpentine dropped 
11 cents per gallon and linseed oil is off 
one cent, while nail prices are weaker, 
with the jobbers only quoting a concession 
of 10 cents per keg on quantity orders. 
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ERE is a line that’s new—that’s 
different—that’s covered with 
exclusive features. 
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A line of highest quality farm and garden tools with 
handles of special analysis tubular steel. The cork 
covering is wrapped under pressure and fastened to 
the handle with water-proof cement. The cork will 
not peel off and the handle will not crack or splinter. 
Warm in winter, cool in summer—and never sticky 


or slippery. 


CORKSTEEL handles weigh about the same as wood 
handles but they are perfectly balanced—tbetter in 
every way than the best grade of ash and they cost no 
more. Rigidly welded or riveted to the tools, CORK- 
STEEL handles cannot loosen or come off. 


CORKSTEEL handles will not 


raise blisters or callouses 


The CORKSTEEL line includes the most popular 
numbers of forks, hooks, rakes and hose—every 


one a first quality tool. Only one grade of CORK- 
STEEL handles are made—the best. 


Get acquainted with CORKSTEEL tools—they’ll 
be winners with your trade. Send us an order 
and if the tools are not thoroughly satisfactory, 
send them back. Could we make a fairer offer? 


The Connors Hoe and Tool Company 


Columbus, Ohio 
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Milder Weather Stimulates Business 
in Chicago—Prices Stronger 





(Chicago office of HARDWARE AGE) | rhe ee or pails, $2. a8; 12 at. 3 $2.33; 
HILE the general conditions surrounding the hardware | ized dif cans, §236 doe’: 2 Bal $4 


doz.; 3 gal., $6 doz.; 5 gal., $6.75 doz., 
1 bu. galvanized baskets, $6.20 doz.; 


trade in the Chicago territory are still rather spotty, there 
is a growing firmness both in sales volume and prices. ie re 
Milder weather has stimulated the demand for spring and summer | ¢pass AND PUTTY. — Prices are 


merchandise considerably and there is a fairly active demand for | without change and sales are season- 








staple items. ably quiet. 
slAi rwitt , We quote from _ jobbers’ stocks, 
Building activities are getting under way much earlier than usual pak lle. ees ae 
this year and building permits issued during February are approxi- | __ in. bracket. 87 per cent discount; ‘sin- 
mately double what they were the same month last year. | 86 per cent discount; single strength 
, ; . | A, all other brackets, 86 per cent 
Hardware prices are taking on a firmer tone, although concessions | discount: double strength A, all sizes, 
on quantity orders of nails and wire are becoming more common. fy Jy a °oe ia’ gumts, Single ftreneth 
. . . 54 to 40 in., 86 t and balance 
On the other hand, distributors’ prices on sheets are very much id ber cont? aeolie strength B up to 
. ° : . ° : : o4 in., S7 per cent discount; balance 
stiffer in spite of a slight weakness in mill prices. 87 per cent. Putty, pure grade, $3.75 
Steel mill activities in this district continue to show a steady im- | __ per 100 1h.; commercial, $3.40 per 100 
provement and ingot production is now at around 90 per cent. | HANDLED HAMMERS AND 
Collections are reported as being somewhat better than a year | WaTCHETS.—Orders are being re- 
ago, although there still is room for improvement. ceived in an increasingly good volume. 
‘ — Prices are unchanged. 
AUTOMOBILE ACCESSORIES.—The ->—-———— nae — a 
demand is rather quiet at present. | wrought brass bit-keyed front door | HAMMERS— 
ices are . sets, $2.40 per set; cylinder front W te from jobbers’ stocks, 
eee te rot —— a door sets, $5.50 per set. | f.0.b.. Chicago: Pirst’ quality, 16 07. 
We quote from jobbers Stocks, | . ‘ : ail hz ars, $12 a dozen; Maydole, 
f.o.b. Chicago: cords. | CHAENS.—There is a steady improve- eee eo aite ts ae naete 
sane eeelar der tack: Gham: | ment in the demand. Prices are un- | hammers. first quality,” $9.20, dozen; 
pion X, 45c. cach: hy —— | changed. mers, $6 to $8. 3 —" ™ 
— oe ge gray Cc. Spe ial Fora. | We quote from jobbers’ stocks, HATCHETS 
260 each - edi f.o.b, Chicago: % inch proof coil ; 
: Ss ot Light. — Appleton, No. 3280 chains, $8.50 per 100 lb. Henso Bull | We quote from jobbers’ stocks, 
$6 44 <e ‘ ; RET ced Dog and Brown coil chains, 50-10 per | f.o.b. Chicago: First quality hatchets, 
"Ch. Non-skid, dozen pair lots cent discount. No. 00-4% electric | No. 2 shingling, $12.50 doz.; first 
. onan “a #4 welded cow ties, $2.75 per dozen. | quality hatchets, No. 2, broad, $16.40 
3 — , ‘ ; . . doz.; medium quality hatchets, No 
— lacks. ational Standard, No. 21, COPPER RIVETS AND BURRS.— | shinatine: $8 jos. medium quality 
Pumps.—Rose, 1% in. cylinder, | Sales are good and prices are firm. hatchets, No. 2 broad, $12.50 doz. 
$1.85. . : —— . — if a l 
o \versize We ape from jobbers’ stocks, HANDLES, AGRICULTURAL.—Sales 
7 s8.75, “ed gk F taggin f.o.b. Chicago: Copper rivets and are very satisfactory and prices are 
a sgh E burrs, 40-5 per cent discount. : 


$6.60 each; gray inner tubes, 30 x 3%, firm 
$1.30 each; red inner tubes, 30 x 5's, | . AN é . 
oe on ELECTRICAL AND RADIO MER a ae ere > Beare 


_CHANDISE.—There is a normal de- f.o.b. Chicago: 





AXES.—There is a normal volume of | ‘ore , Ha = Lome. 
, a a : y Fork Handles. Straight 
sales. Prices are expected to remain | mand for this time of year. Prices chucked and bored, best grade, 4% 
- _. | show no change. ft., $4.95 doz.; 5 ft., $6 doz.; XX, 
staple for the balance of this season r $4°95 doz: & ft.’ $5.30 doz.: X. 414 
We quote from jobbers’ stocks, “ 9 65 d ? 6 ft.. 210 4 Pe. oe 
at least. f.o.b. Chicago: x » aA0Z 3 aozZ. 
; 0.D, Cnicag No haw Fork Handles.—Bent-chucked 
We quote from jobbers’ stocks, Electrical Merchandise. — I . ; and bored, best grade with strap, 
f.o.b. Chicago: First quality single rubber covered wire, ~ sn ‘1 a ferrule and cap, 41% ft., $8.25 dozen: 
bitted unhandled axes, 3 to 4 Ib., $14 | ft.; in 1000 ft. _lots, oot E ee ; ft.. $9.35 doz.: XX bent, with strap, 
dozen base; double bitted, $19 dozen | lamp cords, $14.25 per 1000 ft.; in | female and cap, 4 ft., $6 doz.: 4% ft., 
base; good quality black unhandled it. lots, $13.65; ly in. brush brass key $6.25 doz. : XxX bent, 4% ft.. $4.85 
axes, Same weight, single bitted, $13 sockets, 15 ae. each; two-way plugs, doz.: 5 ft., $6.25 doz; x bent, 4% ft., 
dozen base; single bitted handled f5c. each; in lots of 10, 40c. each; $3.25 doz.; 6 ft., $3.75 doz. 
axes, $15.50 to $24 per dozen, accord- dry cells, boxes of 50, 326c. Manure Fork Handles. Bent. best 
ing to quality and grade of handle; each; less than case lots, 36c. each. | grade, 4 ft., $5.25 doz.: 41% $5.60 
special unguaranteed handled axes, _Radio Supplies.--Radio B batteries. | doz.: XX bent, 4 ft., $4.55 a . 4% 
412 per dozen base. | a ae an rary ban i $2 hg _ ft., $4.80. doz.; bent, 4 ft., $2.85 doz.; 
7 - ° eacn;: NO, 49, o. 0. -. 4y% 9 
BOLTS AND NUTS.—Prices are hold- | 3.62’ each; No. 486, $3.58 each. Be oH ye Handles, XX, 4% ft. 
ing firm as a satisfactory demand is | Batter ~— ype line, lots | 989 doz.: X. 4% $2.65 doz. 
reported | wiry mes ~ 1s 7. Electric Garden Rake Handies, —XX, 5% ft., 
- | No. 522 W. $2.50 list. Discount, 30 $3.80 doz.; X, 4% $2.65 dos. 
, “ e aoe ; gr og ;4 Fagg ner 00 ta Garden Rake Handies T 9 61% ft., 
o.b. Chicago: arriag Olts 560 doz.: 51, 55 doz. 
thread, 45-5 per cent disc ount: small FIL ES. Th h 2S sate PAS bir canoe pattern 
carriage bolts, rolled thread, 50-5 per —There is no change in prices XX. 4% ft.. $6.50 doz: X, 414 ft. 





$4.30 doz.: D handle, best grade, $8.75 
doz.: X grade, $6. 60 doz, 


cent discount; machine bolts, cut and sales are normal. 
thread, 50-5 per cent discount: small 


machine bolts, rolled thread, 50-10-5 We quote from jobbers’ stocks, 
per cent discount; all stove bolts, f.o.b, Chicago: American files, 60-10 Spade Handles.—D handles. best 


(5-5 per cent discount; lag screws per cent off list; Nicholson files, 55 grade, $8.60 doz.; grade, $6.60 doz 
- A . ; Yr pea jet: Plan te > 
60 per cent discount. per cent off list; Black Diamond files, HANDLES. TOOL.—Prices are very 


, ’ r . 19-10-5 per cent off list. 
BUILDERS HARDWARE. The de- » firm and the demand is increasingly 
mand is showing some increase. Prices | 


GALVANIZED WARE.—With a lively good 
remain unchanged this week. demand for pails for retailers’ bargain Sik cian eats hiiaiet. wean 








We quote from jobbers’ stocks. | sales also for the maple sap season, f.0.b. Chicago: 
ia.b. Chicago: 314 x 31% steel butts, _ jobbers’ prices are firm to cover man- Bi so ng Pi ig TM 
old copper and du ass finish, $1.80 | ’ ( NO. Z, s 
per ym pair; 4 x 4 steel ee ge ufacturers’ advances. | hickory, $5 doz.; finest selected sec- 
copper and dull brass finish, $2.62 per We quote from jobbers’ stocks. ond growth hickory, $6.50 doz. 
dozen pair; heavy steel bevel inside f.o.b. Chicago: Standard galvanized Hatchet and Hammer Handles.-— 
sets, $4.60 per dozen sets; steel bit- after-made tubs, No. 1, $6; No. 2, No. 1, 90c. doz.; finest second growth 
keyed front door sets, $1.35 per set; $6.85; No. 3, $8: 10 qt., galvanized hickory, $1.80 doz. 
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This big “ad” from. 


The Literary Digest begins 





our National Advertising 


ARDWARE _ merchants 

will find our national 
advertising helpful. First we 
prove to the public that drink- 
ing plenty of water is a health- 
ful, happy habit. Next we urge 
them to drink still more. Then 
we point out the advantages 
of Cordley Water Coolers— 
show that they mean water 
not contaminated by impure 
ice, that they save ice, that 
they make water drinking con- 
venient. 

From time to time we will 
picture various styles of Cord- ee, 
ley Water Coolers. Tiseage. yr" any yr ENE 

We have prepared _ con- days Mula 2 
sumer leaflets exploiting the 9, First Ne wan, 
drinking of more water. Won’t we 
you send for some and help the 
good work along? Let Cord- 
ley Coolers bring in profits 
during dull seasons. 


CORDLEY - 
& HAYES 


10 Leonard St. 
New York City 
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CORDLEY & HAYES, 
10 Leonard Street, New York City. 


Please send me Consumer Leaflets. Also 
full information on Cordley Water Coolers. 
Name 


Street 


City 4 State 
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HINGES.—Sales are picking up. 
Prices are without change. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges 
- bundles, 4-in., 80c.; 5-in., 90c.; 6- 


$1.00; * -in., $1. 70; 10- in., $3.60 ‘per 
yw Bh pairs; extra heavy TT hinges, 
in bundles, 4-in., $1.20; 5-in., 
6-in., $1.26; 8-in., $2.10; 10- -in., $3.10 
per doz. 


ICE CREAM FREEZERS.—There is a 
steady increase in the demand with the 
nearer approach of spring. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: White Mountain, 1 
' i $5.60 list; 3 at., 
$6.75 list; 4 qt., $8.25 list; 6 qt., 
$10.45 list; 8 gqt., $13.40 list; 10 qt., 
$17.90 list; 12 qt., $21.50 list; 15 ft., 
$25.60 list; 20 qt., $33.20 list: 25 at., 
$42.60 list; Arctic, 1 at. $4 list; 2 qt., 
$4.60 list; 3 qt., $5.45 list; 4 qt., $6.80 
list; 6 qt., $8. 60 list; 8 -. $1i 
All the above less 50 per cent dis- 
count. Alaska, 1 qt., $2.95 list; 2 qt., 
$3.45 list; 3 qt., $4.10 list; 4 qt., $5 
list; 6 at., $6. qt., $8.20 list; 
10 qt., $10.75 mes 12 qt., $14 list; 15 
qt., 4817 list; 20 $21.50 list. A dis- 
count of 20 an mt per cent on all 
above prices. Acme, 2 qt., galv., $8 
doz.; 2 qt., enamel, $10 per doz.; 4 
qgt., enamel, $18 per doz. Above prices 
are net. 


LANTERNS.—tThis season’s demand is 
practically over. Prices are unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Dietz D-Lite, $13 doz.; 


with large fount, $4.25 doz. : Little 
Wizard, $8.50 doz.; Blizzard, $13 doz. 


NAILS.—Prices remain unchanged ex- 
cept for concessions on quantity or- 
ders. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wire and 
cement-coated nails, small lots, $3.05 
ver keg base. Quantity orders, $2.95 
ase. 


PAINTS AND OILS.—Prices are un- 

changed and the demand shows a sea- 
sonal increase. 

We quote from jobbers’ 
f.o.b. Chicago: 

Linseed Oil.—Raw, barrel lots, 90c. 

per gal.; 5-barrel lots, 87c. per gal. 


Linseed Oil. — Boiled, barrel lots, 
93c. per gal.; 5-barrel lots, 90c. per 


stocks, 


gal. 

Turpentine.—Drum lots, 87c. 
Denatured Alicohol. — Barrel lots, 
42c. per gal.; steel drums extra, $6 
returnable. 


White Lead.—500-Ib. lots, $13. 73 per 
100 Ib., net: 100-Ib. lots, $14; 50-lb. 
lots, $7. 25; 25-lIb. lots, $3. 65; 121%-lb. 
lots, $1.85. 
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Shellac.—(4%-lb. =. white, $2.60 
1’ gal.; orange, $2.3 r gal. 
English Venetian Rea. elt barrels, 
$3.50 to $6.75 per 100 Ib. 
id Paste.—Barrel lots, 7%4c. per 


PYREX WARE. — Frequent re-orders 
from the dealers indicate that they are 
receiving a good turnover. 


We quote from jobbers’ 
f.o.b. Chicago: 

Bread Pans.—No. 212, $7.20 doz.; 
No. 214, $12 doz. 

New Handled Casseroles.—Round, 
No. 622, $12 doz.; No. 623, $14 doz.; 
Oval, No. 632, $12 doz. ; No. 633, $14 
doz, Shallow oval: No. 642, $12 doz.; 
No. 643, $14 

_™ Plates—No, 208, $6 per doz.; 


stocks, 


No $7.2 
iy hose. ad ‘o_, $21 doz.; 4 cup, 
$24 doz.:°6 cup, $28 doz. 


Utility Pans.—No. 231, $8 doz.; No. 
232, $14 doz. 


ROLLER SKATES.—The demand is 
very large due to the recent mild 
weather. 
We quote from jobbers’ stocks, 
o.b. Chicago: Union boys’, $1.40 Pair; 
Lae girls’, $1.50 pair; 
$1.30 pair; Chicago 


rubber-tired skates, boys’, $2.65 pair; 
rubber-tired skates, girls’, $2.75 pair. 


ROPE.—Sales are good and prices are 
very firm. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 manila, stand- 
ard brands, 23c. to 26%4c. per Ib.; No. 

2 manila, 22%c. per lb.; No. 1 sisal, 
15%c. to 17c. per Ib.; No. 2 sisal, 
14%c. to 16c. per Ib. 


SASH CORD.—Prices are firm as the 
demand becomes more active. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 standard brands, 
$7.40 per doz. hanks; No. 8, $8.45 doz. 
hanks. 


SASH PULLEYS.—Sales are showing 
a steady improvement as the season 


advances. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash pulleys, 
50c. doz.; barrels, 54c. doz.: Common- 
sense, 2 in., 60c. doz.; barrels, 54c. 
Ym No. 10, 46c. doz.; barrels, 42c. 
OZ. 


SCREWS.—The demand is normal and 
prices are firm. 





We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head bright 
screws, 75-20-10-10 per cent; round 


head blued, 72%4-20-10-10 per cent; 
flat head brass, 72%-20-10-10 per 
cent: round head brass, 70-10-10-10 
per cent. ; 
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SOLDER AND BABBITT.—The de- 
mand is active at the recently ad- 


vanced prices. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted 50-50 sol- 
der, $45 per 100 lb.; medium, 45-55 
solder, $44, per 100 ib.; tinners’ 40-60 
solder, 43 per 100 et high speed 
babbitt metal, $20 per 100 lb.; stand- 
ard No. 4 babbitt metal, $14 per 100 Ib. 


STEEL SHEETS.—Sales are improv- 
ing and prices are showing a much 
firmer tone. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 28- age galvanized 
sheets, $5.30 per 100 lb.; 28-gage black 
sheets, $4.20 per 100 Ib. 


STOVE PIPE, COAL HODS, ETC.— 
There is a good volume of future or- 
ders for fall delivery. Prices are un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best full wage pipe, 
30 gage, 12c.; 28 gage, 13c 6 gage, 
15c.; per oint. Corrugated elbows, 
30 gage, $1.20; 28 gage, $1.50 per doz. 
Galvanized coal hods, 17 in., $5 doz. 


WIRE PRODUCTS.—Sales are grow- 
ing better as the season advances. 
Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 8 black annealed 
wire, $3.05 per 100 Ib.; No. 9 galvan- 
ized plain wire, $3.50 per 100 Ib.; catch 
ween spool galvanized cattle or hog 
wire, $3.75 per 100 lb.; 80-rod spool of 
galvanized hog wire, $3. 25 per spool. 
Polished fence staples, $3.50 ‘per ae 
lb. Wire cloth, black, 12-mesh, $1.6 

er 100 sq. ft.: galvanized, oe 

1.95 per 100 sq. ft.; bronze, 14-mesh, 
$5.75 per 100 sq. ft. Galvanized poul- 
try netting: Galvanized before made, 
57%-5 per cent discount; galvanized 
after made, 5214-5 per cent discount. 


WRENCHES.—Prices are unchanged 


and sales are normal. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60-10 per cent discount. Coes 
wrenches, 40-10 per cent discount; 
engineers’ wrenches, 50-10 per cent 
discount off new list; Trimo, 65-10 
per cent discount. 

Snap-on Wrenches, — Radio and 
electrical set, in metal cases, $2.75; 
No. 101 Master Service Set, $13.75; 
No. 202 Heavy Duty Set, $8.80; No. 
404 Flexible Socket Set, $7.50; No. 
608 Crankcase Drain Plug Socket, 
3.20; No. 900 Square Socket Set, 
3.70; No. 1878 Giant “Snap-on” wit th 
extra heavy duty ratchet, $27.35. All 
Snap-on Wrenches less 3314 per cent 
discount. 





“United We Stand” 


- 

















NE of the classic old anecdotes 

tells us a story of the wise old 
man who, on his death bed, gathered 
together his ten sons, making each 
to bring a twig with him. The old 
man easily showed them how any 
one of the twigs could be easily 
broken; and he then gave them an 
object lesson out of the wisdom of 


his years, tying the ten twigs together in such a manner 
that none could break them. 

The great difficulty with many business organizations 
today is that every member of them does not whole- 


heartedly add his “‘twig”’ 


to the bundle in order that the 


organization, as a whole, may be invincible. 

“T was not hired to do that kind of work” and “If 
he thinks I am going to do that, he is mistaken” are ex- 
pressions which are heard far too often. 

In the business world, as a whole, we have come to know 
and to appreciate that where one unit suffers all suffer in 


proportion. 
effect upon the sales of the mail-order house. 


The failure of the farmer’s crop has its 


Fewer 


retail sales mean fewer cars of freight hauled, less reve- 
nue for the railroads, less wages for railroad employees, 
and the circle is complete when those railroad employees 
have less money to spend in retail stores. But we have 
not progressed intellectually to the point where we 
realize that every member within one business organiza- 
tion must prosper or suffer in proportion as he and his 
fellows enter whole-heartedly and loyally into the meet- 
ing of problems as they come up. 

There never was a greater object lesson in the value 
of loyalty than the late great war; and yet, paradoxical 
as it may be, one of the direct results of that same war 
seems to have been a reaction away from individual re- 
sponsibility and toward an irresponsible, almost fatalistic, 
attitude which has played havoc with the individual 
sense of responsibility and, indirectly, with the success 
of organized effort. 

A noted merchandiser said the other day: “There 1s 
no substitute for organization.” But many an employee 
needs the further explanation, as a corollary, that the 
foundation and better part of organization is individual 
loyalty. 


Reading matter continued on page 101 
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CARBORUNDU: 
OT FILE and 


Aloxite Scythe 
| Sfones 


























ATIONAL advertising backing 
these two such useful Carbo- 
rundum products will send the de- 


mand sky high this year. 


Better get set to cash in by ordering 
your season’s supply now. 


Farmers, gardeners, handymen, 
householders—they ‘are all your cus- 
tomers for both the Aloxite Scythe 
Stones and the Carborundum No. 57 


File. 


] DELIVERY IMMEDIATELY | 


The 
Carborundum 
Company 
Niagara Falls, N. x. 


ss 


THE CARBORUNDUM COMPANY . 


" Send complete information 








NIAGARA. FAL So. N.Y. A regarding the Carborundum 
Sales Offices and Warehouses in “ No. 57 File and Aloxite 
Scythe Stones. 

New York, Chicago, Boston, Philadelphia, 

Cleveland, Detroit, Cincinnati, 

Pittsburgh, Milwaukee, Ps Neme ie 1 mY 
Grand Rapids rd 

The Carborundum Co., Ltd. f Street in ‘ — 

Manchester, Eng. F 
City_ -— _State_ 


My Jobber is 
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The Device A Tool that 
you have been is distinctively 
hearing about different 





Improved Gem Household Sharpener 
Unbelievably Simple in Operation 


NOTE THE MANY EXCLUSIVE FEATURES 


THAT MAKE THE GEM THE MOST PRACTICAL AND EFFICIENT 


HOUSEHOLD SHARPENER 


DISTINCTIVE SHAPE OF ABRASIVE 
Ww \X 




















HEEL makes this an all-purpose 
machine, equally adapted to sharpen- 
ing straight, 
curved or odd 
shaped tools: 
small chisels, 
even with 
curved flanges, 
sharpened on 
face of wheel 
‘like a me- 
chanic does 
_ 


HIGHER GEAR RATIO, coupled 
with larger size of wheel, en- 
ables operator to readily sharp- 


al en large tools—sickles, lawn 
shears and the like. 

INTERIOR MECHANISM COM. 

2 — PLETELY COVERED by gear 


case cover means protection 


from grit and dirt. 


SPECIAL MOUNTING OF WHEEL 
(clamped between two parallel metal 
discs) insures true running—therefore, 
accurate work. 


MACHINE CUT SMALL DRIVE 
GEARS give smoother motion 
and longer life. 





IMPROVED SCISSORS GUIDE brings 
contact line near top of oe ee 
higher, more uniform spee nsures 
tag A mg Me ° SWIVELED, DETACHABLE 
CLAMP permits’ temporarily 
attaching to bench or table or 

THREE PRONG SPRING uniformly permanently fastening to wall. 

forces a discs oot holding 

outer edges firmly, so that all wear is 

taken = napuresely. AN ASSEMBLED JOB—Superior 

, to one riveted or pressed to- 

gether—enables housewife to 

easily replace any part, if nec- 
essary. 


(Ss MERCHANDISING THE GEM is a quick, 
— sure process. 
Its very appearance carries a definite urge to 





buy this ng nee se Serene ee eee 
THE 9 _FE " -k o- unit, neatly packed in an individual carton 
ruPRES A Uipey oud setae ce [See your | Sie’ bt 
, oe | , $1.50 each............. $18.00 per dozen 
It is so different from competitive devices for jobber or To assist dealers in speeding up the turnover, 
household use that any merchant is proud to ‘ we give, FREE, with each order for a lot of 
recommend it; write direct twelve, these effective sales aids: 
Its workmanlike construction and attractive, A LARGE, FIVE-COLOR DISPLAY 
three-color finish (enamel baked at high tem- to the CARD and A FREE DEMONSTRA- 
cate ae tenet eee Seed ae 
worthy member o e popular |! =RI ? . 
family—standing on its own merits and not manu acturer Prominently display these, and rapid turnover 
involved in any litigation is assured. 











The MODERN GRINDER MFG. CO., MILWAUKEE, WIS. 





MADE BY A MANUFACTURER AC- 
KNOWLEDGED A LEADER IN THE HAND 
POWER GRINDER INDUSTRY, THE GEM 
NEEDS NO FURTHER RECOMMENDA- 
TION AS A PRACTICAL, EFFICIENT 
SHARPENER. 











Model A 
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MERCHANDISING IDEAS 








Remington Offers New Line of 
Butcher Knives 


The Remington Arms Co., Inc., 25 
Broadway, New York City, is now market- 
ing a quality line of butcher knives in the 
latest improved designs and in all standard 
and the best selling sizes. 

The line was developed after a great 
deal of investigation and experimenting, 





over a long period of time, to satisfy the 
continued requests from dealers and con- 
sumers of Remington products for knives 
that would be compatible to Remington’s 
asset in their pocket knives. They will 
appeal strongly to consumers from the 
standpoint of attractive design, workman- 
ship, finish and superior cutting qualities. 

The knives are scientifically ground, uni- 
formly hardened and tempered and possess 
a strong, durable edge. They are sharp- 
ened to a keen edge and are ready for use 
on leaving the factory. The handles are 
of walnut, mounted securely to the tangs 
with three large brass rivets. 

Remington, in meeting the popular de- 
mand for butcher, sticking and skinning 
knives, also designed a display stand that 
is in keeping with the high quality of the 
knives. It is a merchandising aid that will 
increase the sales of this class of knives 
for every dealer. The construction of this 
stand will appeal to all merchants who be- 
lieve in “Display "Em to Sell ’Em.” It 
enables the merchant to feature a complete 
line of knives on the counter, showcase, 
table, or in the window. 





Fitchburg Hardware Co. Offers 
Complete Service to Those 


Who Shave 


When you buy safety razor blades in 
the cutlery department of the Fitchburg 
Hardware Co., Fitchburg, Mass., you are 
invited to buy shaving powder, cream or 








soap, shaving lotions or powder for the 
after shaving work, or a brush. You pay 
for the blades the same price as in a chain 
store, cigar store or some: other foreign 
retail establishment. Fitchburg Hardware 
Co. do not cut price as a rule, but feel 
that they have no right to expect cus- 
tomers to buy blades from them at $1 
when the same blades are available else- 
where at 79 cents. 

When you buy the blades you are asked, 
“Do you use powder, soap or cream?” 
If you say cream, you are shown a neat 
tray containing the popular brands of 
cream also selling at current prices. With 
that purchase completed, you are asked, 
“Have you a good brush?” If you show 
interest, you are given an opportunity to 
select a brush from a well-assorted dis- 
play, also on a tray. 

This complete shaving service keeps the 
men coming into the store. They appre- 
ciate the store in which one trip will fur- 
nish full equipment. The tie-up of shav- 
ing preparations, lotions, etc., helps make 
many a second or extra sale, and you real- 
ize the desirability of the extra sale. 

Should the customer use the straight 
razor, he is invited to examine the stock 
of strops and hones, and is, of course, a 
prospect for the other lines. 





Safety Knife Sharpener 
Made of Butcher’s Steels 


The Monarch Safety Knife Sharpener 
which has been placed on the market by 
the Jaywoolf Manufacturing Co., 512 Fifth 
Avenue, New York City, is made from 





Butcher Steels, specially treated and hard- 
ened in England by experts. This feature, 
according to the manufacturer, enables one 
to sharpen a knife the butcher’s way with 
no danger of cutting one’s self. 

There are no wheels or discs to wear on 
the knife. The Monarch Safety Sharpener 
has just four little butcher steels, so ar- 
ranged that a few strokes, with very little 
pressure, will give a keen; smooth edge, 
equal to that on a butcher’s knife. 





Harrington Puts Out Blue Handle 
Household Cutlery Sets 


The Harrington Cutlery Co., South- 
bridge, Mass., represented by George Wal- 
ter Davis, 258 Broadway, New York City, 
is marketing an attractive household cutlery 





set under the trade name of “Dexter Blue 
Stainless Steel.” A unique feature of this 
household set is the attractive blue handle. 
A wide variety of styles are offered in- 
cluding a carving set, grapefruit set, do- 
mestic science five-piece set and also a ten- 
piece set. 


Dept. of Commerce Survey on 
Cutlery and Edge Tools 


The Department of Commerce announced 
recently that, according to data collected 
at the biennial census of manufacturers for 
1925, the establishments engaged pri- 
marily in the manufacture of cutlery 
(other than silver and plated ware) and 
edge tools reported such products valued 
at $75,831,331 and other products valued 
at $4,559,440, making a total of $80,390,- 
771. The value of cutlery and edge tools 
shows an increase of 11.6 per cent as 
compared with $67,971,369 for 1923, the 
last preceding census year. 

In addition, cutlery and edge tools are 
manufactured to some extent as subsidi- 
ary products by establishments engaged 
in other lines of manufactures. The value 
of such tools thus made outside the in- 
dustry proper in 1923 was $2,873,796, an 
amount equal to 4.2 per cent of the cut- 
lery and edge tools manufactured in the 
industry as classified. The corresponding 
value for 1925 has not yet been calculated, 
but will be shown in the final report of 
the present census. 
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Observations of a Cutlery Salesman 


By John Cassin 


the merchant who is waiting for people to demand 
his merchandise. 

About a year ago in one of the good-sized towns of 
Pennsylvania I saw the makings of an excellent cutlery 
display. The makings only, as not an article was priced 
nor was there a sign of any kind in the window; just a 
nicely arranged assortment of shears, scissors, kitchen 
and pocket knives. Knowing the owner fairly well I 
entered and remarked—‘“Nice display of cutlery, John.” 
He replied, “It isn’t much good—been in there for three 
days and haven’t sold anything to speak of.” At the 
risk of being thought fresh and receiving a chilly reply, 
I remarked—“Oh! I didn’t know you were trying to 
make sales; I thought it was just decorative, but it 1s 
a good display.” “Well, why don’t it sell cutlery?” 
John returned. “I don’t know, unless it is that you 
are not making it easy for people to know what the 
goods are—what they are intended for—nor how much 
they cost,” said I. “Maybe you’re right. I won't 
bother with it now as I am going to put in a paint 
window,” said he. Whereupon I counselled, “I hope 
you tell people what the paint is for and what it costs.” 
John agreed that he would. 

A few weeks later I received a letter from John in 
which he said “Paint window great success—had so 
many signs and prices in the window, could hardly see 
the paint cans. Will try same plan om next cutlery 
display.” 

Three weeks ago John made another cutlery display. 
After it was in the window he wrote me. “Just com- 
pleted cutlery window, using some of those fool ideas 
you favor in your articles. Will let you know results.” 
At that time I was tied up in New York, so missed 
seeing the display and the photographer made a mess 
of his job, so we'll have to tell the story without illus- 
trations. 

The background and sides of the window were cov- 
ered with panels on which were displayed tool knives, 
“stainless” kitchen, table and household knives, also 
shears and scissors. Qn the floor of the window were 
four scoops of pocket knives, some remaining in each 
scoop, the balance running from the scoop toward the 
front of the window. Each scoop contained twelve dozen 
knives, making a total of forty-eight dozen knives 
scattered from scoops to window front. Suspended 
from the handle of each scoop was a sign 22 in. high 
and 14 in. wide, reading as follows: 


io sheriff is right behind and rapidly overtaking 





MECHANICS PROFESSIONAL MEN 
MINERS BUSINESS MEN 
FARMERS SALESMEN, CLERKS 


In This Group Are Knives 
Made for You 





QUALITY AND WORKMANSHIP 
GUARANTEED 





Prices 
$1.25 
$1.75 





In This Group Are Knives 








Made for You 
QUALITY AND WORKMANSHIP 
(GUARANTEED 
Prices 
$1.00 $1.50 
$1.75 $2.00 $2.50 


MOTORISTS 
HOUSEHOLDERS 


In This Group Are Knives 
Made for You 


SPORTSMEN 


In This Group Are Knives 
Made for You 








QUALITY AND WORKMANSHIP 








GUARANTEED QUALITY AND WORKMANSHIP 
GUARANTEED 
Prices » Prices 
$1.00 $1.50 $1.00 $1.50 
$1.75 $2.00 $2.50 $1.75 $2.00 $2.25 


Across the top of the scoop handles was attached a 
sign reading: 


“If You Are Not One of the People 
Mentioned on These Window Cards— 
Your Knife Is Inside—Come In.” 


The sale started Friday, continuing for eight days, 
having the benefit of two Saturdays. Only nineteen 
kinds of knives were shown in the window, ranging 
from one dozen to six dozen of a kind. Showing them 
this way conveyed the quantity impression about as 
strongly as the cigar storesedisplays of barrels of razor 
blades. John won’t tell me how many knives he sold 
during the display period, other than saying “plenty,”’ 
but he adds that every day since the display they hear 
about it and are being asked for the kinds of knives 
shown during the sale. 


Maryland Man Proves It for Himself 


In one of our early articles we told about investigat- 
iny the possible market for pocket knives by ascertain- 
ing the condition of the knives carried by one hundred 
men. This story stuck in the crop of one of my Mary- 
land ftiends, so notwithstanding that he worked under 
the disadvantage of knowing nearly everyone whose 
knife he borrowed (he lives in an 8000 population town ) 
during the course of a day he borrowed sixty knives. 
A few days later he made a pocket knife display, back 
of which hung a sign reading ‘‘As 58 of the 60 Men 
from Whom I Borrowed Knives Need New Ones, I 
Judge 96 Out of Every 100 Men in Town Need a 
New Knife. I Have Knives for Merchants, Farmers, 
Motorists, Sports, Boys and Others.’’ He says he sold 
more knives during the following two weeks than he 
had sold during the preceding six months. 


Don’t Forget the Price Tickets 


Before leaving the question of cutlery sales and dis- 
plays, I want to emphasize the value of plainly marked 
retail prices. So many stores seem to be making a secret 
of their prices. Why not price knives plainly? The but- 
ton on top of cutlery display boxes usually shows an 
indistinct trademark—that would be a good place for the 
retail price; use it for that purpose and give the knives 
a chance to occasionally sell themselves while you and 
the boys are busy. 


Reading matter continued on page 105 
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There’s a Good Demand for 
Stainless Steel Cutlery in Sets 


The advantages of stainless steel cutlery are well known 
to the great majority of housewives. You probably have 
sold enough stainless-steel paring knives and other single 
pieces to prove this fact for yourself. But have you 
thought of the greater profit in stainless cutlery sets? 
Sets of good quality—such as the Lamson Dinner Set 
Combination—are selling well wherever they are stocked 
and displayed. 

This set is as good as long experience and conscien- 
tious effort can produce. Every piece is beautifully fin- 
ished. Packed in an attractive lined box, the Dinner Set 
Combination makes a handsome display that sells. Ask 


your jobber. 
LAMSON & 


GOODNOW MFG. CO. 
Shelburne Falls, Mass., U. S. A. 


New York Office—36 Warren St. 
Boston, 7 Water St. Chicago, 1732 Republic Bldg. 
St. Louis, Victoria Bldg. San Francisco, Wells Fargo Bldg. 
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FINE QUAL/TY ANO FINISH 
MADE IN POPULAR S/ZES 


and the 


O * Ih N THE greatest advertising campaign ever under- 
waltoniwmn I taken by the hundred-year-old House of Boker, 

: a the famous “Tree Brand” products are being ad- 
A CARDED ASSORTMENT OF Oval vertised to 35,000,000 readers— mostly women. 


SHEARS. A STANOARO NUMBER In addition, the Boker sales message is going to 
weed inf ad the readers of the leading trade papers in the hard- 
wate, department store, dry goods and drug fields. 


\ THE ACME SHEAR CO | , Now is the time to push Boker Shavette and 
. : Boker Scissors and Shears. 
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| » —— fi Send for descriptive literature, counter cards, window trims, etc. 
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: CHRADE c)AFETY 
ever S faln Push Button Knife 
The Better Stainless Steel Cutlery é i (2, Breakin Zoe 
nger na 4I5 










PATENT 


APPLIED . < Safety 


FOR | Fela.d 





Sure to sell on sight. 

Absolutely safe in pocket and in use 
of convenience you can’t beat iL 

) Psi operated with one hand. 

The safety slide locks the button. 


Y ou can't afford to b ithout it. 
No. I! Assortment——Five dozen Cocobolo Handle, Stainless -—- Seema 
Kitchen Tools in eleven different patterns: Three dozen 
Paring Knives, balance three of each of the other Knives. 


‘TRADE FVERLASTI NGLY SHARP MARK 
Packed one of each sha in flexible clip on attractive easel 


back display board, balance in refill compartments in con- , 
rer Ga Schrade Cutlery Co. 
of Superior Pocket Knives 


THE ONTARIO KNIFE CO. "Pactoriea: Walden, N.Y. Middletown, N.Y. 
Franklinville, N. Y. ORDER caneeen von ‘aan os DIRECT 
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ES aper Hangers Knife. 
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MURPHY’S KNIVES 


Using only the best crucible steel and expert crafts- 
manship has maintained the leadership of Murphy 
quality for over seventy-six years. 

















) - 
L CLIPPER ROBERT MURPHY’S SONS CO. 
USED EASILY WITH EITHER BAND, Established 1850 
mAs Ts MAMCAGILS PERFECTLY Shoe Knives Oyster Knives Kitchen Knives 
Sloyd Knives Rubber Knives Pruning Knives 
Paper-Hangers Knives Pattern Makers Knives and Handles 
AYER Send for Catalogue MASSACHUSETTS 
Now 
| Displayed 

















Built-in 9 Quality 


TCHIEN TOOLS Ve Chyo” ME aT 











in Vaughan’s 
DU PONT “CELLOPHANE” Display stand for 


kitchen tools. sent 





VERY GEM and GEM JR. Nail Clipper is now covered 


with Du Pont “Cellophane,” a transparent and with assorted order. 
durable wrapper which adds luster to the Clipper— 
and protects it from rust, tarnish, fly-specks, fumes, and A Silent 


dust. Ensures reaching the purchaser in a bright, clean 
and sanitary condition. One dozen to the display card. 
No advance in price to jobber or dealer. 


Display these nationally advertised pocket manicures on 
your counter and in your window, and increase your 


Salesman 


Ask for Catalog 20-H 











sales per customer. Regularly advertised in ‘“‘The Sat- Vaughan’s Novelty 
urday Evening Post,” ‘‘Collier’s’’ and “Judge’’ maga- 
zines—every one wants them Your jobber will supply Mfg. Co., Inc. : 


you—order today. 8211-25 Carroll Avenue 


THE H. C. COOK CO., ANSONIA, CONN. Chicago, Illinois 
SE LICL ELS TT Ea ETE 















































March 3, 1927 


HARDWARE AGE 


105 

























Methods 
That Have 
Sold 

More Tools 





Demonstrations Prove Drawing Card 
RUSSELL & CO., Holyoke, Mass., caters to 


e the trade of carpenters in the sale of saws. 
Sometime ago the firm worked out a demonstration 
plan in cooperation with the manufacturer, which 
brought the carpenters for miles around to the 
Russell store. On a Saturday nearly every mo- 
ment in the day carpenters were present and keenly 
interested in a saw demonstration. It was not a 
demonstration of saw quality, but a_ practical 
schooling in filing and setting saws. Naturally, 
while carpenters were in the store they had a 
chance to look around and examine other tools, 
and in the words of Mr. Russell, “Many good 
sales were made; the demonstration gave impetus 
to the entire tool department.” The plan was so 
successful that it is carried out at frequent inter- 
vals. When manufacturers cooperate with re- 
tailers in ways like this, the results are always 
mutually beneficial. 





Windows Attract Tool Customers 


HE Clark Hardware Company, Jamestown, 
N. Y., has time and again stimulated its sales 
of tools by attractive and novel window displays. 
According to Gordon Rein, the displayman for ihis 


ability 


Stollberg Hardware Co., Toledo, 
Ohio, and The Tracy, Robinson & 
Williams Co., Hartford, Conn., 
can be counted upon to show some 
good window displays. Here are 
two of them. The one at the top 
is by Stollberg, while the one be- 
low is by Tracy, Robinson & Wil- 
liams. These windows not only 
attracted attention, but actually 
caused a lively sale of high grade 
tools. 








sel 


enterprising firm, every time a window of tools is 
displayed for an interval, sales have consistently 
been increased. 

The firm has implanted in its customers the idea 
of buying advertised and well known brands and 
therefore, in connection with its window displays, 
the products of several well known manufacturers 
will be displayed in an attractive fashion in one 
window, making use of the display material fur- 
nished by these makers. 

Then, every so often a window displaying the 
line of one well known manufacturer will be 
made-up. The wiseness of this plan has been fully 
demonstrated to this concern by the increased sales 
of tools. 





Ed. Jones Specializes in Tools 


OOLS and radio are specialties with Ed. 

Jones, San Francisco, Cal. His stock of tools 
is large, representing a capital investment of sev- 
eral thousand dollars, which he turns four or five 
times yearly. Things that have sponsored Jones’ 
success with tools are his reputation as a specialist, 
of his clerical force, advertising derived 


from satisfied customers; newspaper and _street- 


car advertising ; fair prices and a good location. 
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New England Retail Business Spotty but 
Jobbing Sales Are Even with a Year Ago 


(Boston office of HARDWARE AGE) 


cities a majority of the dealers did fully as well during Feb- 


[ei retail hardware business in New England is spotty. In the 


ruary as they did in the corresponding month last year. Some 
of the small city dealers, however, as well as many in the large and 


small towns did not make their rent. 
not be overdrawn, yet it is freely made and maintained. 


That statement may or may 
It is sub- 


stantiated through jobbing houses, who report collections the last 


half of February as unusually slow. 
Certain it is that much construc- 


ascribed to weather conditions. 


Business conditions are 


tion throughout New England contemplated in February has not 
.started, and a heavy snow storm, followed by a thaw, made it impos- 
sible to work farming land and to do much contemplated outside 
work, such as painting, roofing, repairing homes and garages, prun- 
ing of trees and shrubs and preliminary garden work. 

Strangely enough shelf hardware jobbers’ sales for February held 
about even with those for February, 1926, the spotty condition of 
retail trade notwithstanding, if preliminary estimates prove correct 


or nearly so. 


Jobbing sales have included a wide variety of mer- 


chandise with the largest volume in staple merchandise wanted to- 


day rather than in futures. 


Some jobbers are inclined to attribute 


the good showing made by them the last days of February to the re- 


tail convention here. 


It is reported that sales made at the conven- 


tion exceeded expectations and that a large number of retail deal- 
ers called at jobbing warehouses and placed business while there. 
Sentiment in both retail and jobbing circles is optimistic, the belief 


that the slack trade in individual cases is but temporary. 


Money is 


plentiful and cheap; bank savings are increasing, and New En- 
glanders collectively are well employed at good wages. Good weather 
should make a lot of difference in the hardware business. 


ANDIRONS.—On and after Feb. 22, 
New Englanders begin to think of 
summer homes. There is painting and 
repair work to be done and new fur- 
niture and furnishings to be installed. 
Possibly this accounts for the slightly 
better call for andirons, say jobbers. 


We quote from Boston jobbers’ 
stocks: 

Andirons.—Black finished, 
$2.67 per pair net; 15-in., 
a antique brass, 14-in., $6; 

$6.34; 18-in., $10.67. 

"Fire Sets.— Black finish, $4.34 per 
set net; burnt antique brass, $5.67 
and $9.67. 

Fire Screens.—Black finish, 31 x 31 
x 6-in., $45.34 per doz. net; 37 x 31 
x 6-in., $49.34; 43 x 31 x 6- in., $57.34. 


BARN DOOR HANGERS.—Numerous 
retail dealers are replenishing stocks 
of barn door hangers. The volume of 
buying is not large, however. 


We quote from Boston jobbers’ 
stocks: 

Barn Door Hangers.—Topping line, 
Storm King, $9.60 per doz. pair net: 


12%-in., 
$3.67. 
17- 


World’s Best, $17.28; Safety, $12: 
Tandem, $17.76. 
BARROWS.—Some of those retail 


dealers, who had not covered their 
spring barrow requirements, have done 
so the past week. Others have yet to 
place their business. 
We quote from Boston jobbers’ 

stocks: 

Barrows.—Garden, standard, No. 4, 
wood wheel, $5.75 each net; No. 4 


steel wheel, $5.50; No. 5, wood wheel, 
$6.25, No. 5 steel wheel, $6. 











BARBED WIRE.—New prices have 
been issued by jobbers on barbed wire 
to apply to store as well as to factory 
deliveries. The new prices represent a 
drop of about 10c. per cwt. New 
prices are: 


We quote 
stocks: 

Barbed Wire.—Galvanized, 
weights, two ply, four point, 
from factory, in car lots, $3.30 per 
ewt.; in less than car lots, $3.55. 
Two ply twisted, in car lots, $3.30; 
in less than car lots, $3.55. 80-rod 
reels, four point, Lyman, in car lots, 
$2.88 per reel, in less than car lots, 
$3.09. From store, $4.03. Two ply, 
twisted, from factory, in car lots, 
$2.41 per reel, in less than car lots, 
$2.58, from store, $3.37. 


CAMP STOVES.—Camp stoves are in 
order, according to jobbers, who add 
that buying so far this year is some- 
what behind 1926. It is reported that 
retail stocks are small. 

=> quote from Boston jobbers’ 


stoc 
$8.50 each 


from Boston jobbers’ 


catch 
Lyman, 


Seene Stoves.—No. 2, 
net; No. 9, $6.25. 


CEMENTS.—Fires have been run hard 
this winter and winds have opened 
places on roofs, consequently all kinds 
of cements, patching plasters and crack 
fillers will be required this spring. 
nnd quote from Boston jobbers’ 
set aed Lining. —Rutland, No. 3, $2.16 


per doz.; No. 6, $3.60; No. 10, $5.04. 
Patching Plaster.—No. 3, $1. '80 per 





doz.; No. 6, $3; No. 10, $4.20; No. 


15, $6. 
Crack Filler.—No. $1.80 per doz.; 
No, 2, $3; No. 3, $4. 30; No. 5, $6. 

Furnace Cement .—Black, in 1-lb. 
cans, 9c. per Ib.; in 5-Ib. cans, 7c. 
per Ib. 

Roofing Cement.—In 1-lb. cans, 15c. 
per lb.; in 3-lb. cans, 13c. per Ib.; 
in 5-lb. cans, 12c. per 

iron Cement.—Iin 3% -oz. packages, 
$14.40 per gross. 

Liquid oof 
containers, $1. 

Pipe Joint Cement.—In 1-Ib. pack- 
ages, 20c. 


CLIPPERS.—Jobbers here are slowly 
yet surely gathering in retail orders for 
toilet and other kinds of clippers. Low 
priced clippers have sold in much 
larger proportion than high priced so 
far this year. 


We quote from Boston jobbers’ 
stocks: 

Clippers.—Toilet, Plymouth, No. 0, 
$1 each net; No. 00, $1.60; Mayflower, 
No. 0, $1.10; No. 00, $1.25; American 
Gentleman, No. 00, $2; No. 000, $2, 
Brown & Sharpe narrow plate and 
other kinds carried by jobbers, $4.50 


Cement.—In_ gallon 


each list; discount, 25 and 15 per 
cent. 

Horse Clippers.—No. 169, $2.60 each 
net; No. 1 SS $1.40. Horse clipping 
machines, No. 1, ball bearing, $14 


each list; discount, 33% per cent. 

Sheep- Shearing ’Machines. — Ball 
bearing, No. 9, $24 each list; dis- 
count, 33% per cent. 


CLOCKS.—New styles of clocks are 
enjoying a fairly broad market, yet 
the clock market as a whole cannot be 
classified as active. Jobbers believe 
retailers will show more interest in 
such merchandise after March 1. 


We quote from Boston jobbers’ 
stocks: 
Clocks. — Westclox line, Ben Hur, 


$2.50 each list. In lots of 
less than 12, $1.76 net; in lots of 12, 
$1.70; in lots of 24, $1.65. Luminous 
dial, $3.50 each net. In lots of less 
than 12, $2.46 each net; in lots of 12, 
$2.38; in lots of 24, $2.32. 


DOORS.—It is understood that during 
the hardware convention and since then 
quite a little combination screen 
and storm door business was booked 
in Boston. Some of the styles in these 
doors are quite attractive in appear- 
ance. 


ba quote from Boston jobbers’ 
stocks: 

Doors.—Combination screen and 
storm, 2 ft., in. x 6 ft. 6 in., $7.09 
each net; 2 ft. 8 in. x 6 ft. 8 in., ws: 
2 ft. 10 in. x 6 ft. 10 in., $8.04; 3 ft. 
x 7 ft., $8.55. 


DRAIN PIPE CLEANERS.—tThere is, 
perhaps, a somewhat freer movement 
of drain pipe cleaners out of jobbers’ 
stocks, but the retail trade collectively 
has been backward in covering spring 


plain dial, 


requirements. 
We quote from Boston jobbers’ 
stocks 
Drain Pipe Cleaner. — Economy 


Plumber cleaner, in 1 Ib, net cans, 
in lots of 3 doz., $2.75 per doz. ; in 
lots of 6 doz., $2.70 per doz.; and in 
12 doz. lots, $2. 0 per doz. 

Same, in 2 Ib. net weight cans, in 
lots of 2 doz., $4.90 r doz.; in lots 
of 6 doz., $4. 85 per doz.; and in lots 
of 12 d doz., $4.75 per doz. 

_ Hercules tile and porcelain cleaner, 

1 Ib. net weight cans, $2 per doz. 
in lots of 2 doz 


(Continued on page 112) 
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Sending Them 
to the DEALER 


The dominant note all through the 
Armstrong Advertising is to establish 
Dealer Contact. To get mechanics to 
YOUR store—to influence them to 
“Buy from you instead of us”’—to 
show them that the DEALER can and 
will help them select the right Pipe 
Tools for certain jobs. 

















Why not make your store headquarters 
for Genuine Armstrong Pipe Tools. 





“He profits best who sells the best Well over half the families in your 
tools. trading area do not have refrigerators 
Please order from your Jobber. and many of them are intending to 


buy one this spring. 


You ought to get your share of 
this profitable business, and with the 
Challenge line, which is particularly 
suitable to the hardware trade, you 
can do it. 











The Challenge line is handled by 
many hardware merchants. It starts 
with a low price but well made ice box 
and grades up to a beautiful all porce- 
lain refrigerator with 18 walls of in- 
sulation. 











Our Only Addresses 
Main Office and Factory 
BRIDGEPORT, CONN. 


New Yo Office: 181 Lafayette Sst. 





Write your hardware jobber or us 
about taking on this line this spring. 


Meri R GAS «> STEAM FITTERS? | CHALLENGE REFRIGERATOR COMPANY 


STOCKS, DIES ge 
TOOLS AND THREADING MACHINES Grand Haven, Michigan 
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Increase in Spring ‘Trade Is Noted in 
Northwest—Few Price Changes Announced 


(Minneapolis office of HARDWARE AGB) 


ITH the program of hardware conventions practically com- 
pleted for the section of the country tributary to the Twin 
Cities, the jobbers and dealers alike are turning their 


attention toward spring business. 


There is a feeling that the 


hardest part of the winter is gone, and anticipation of increased 


business is becoming common. 


One indication of the conditions lies in the increased number of 


inquiries being requested from the credit rating firms. 


This shows 


clearly that dealers are beginning to place orders for spring mer- 


chandise even more freely than in the past few weeks. 
increase in this particular is perhaps from North Dakota. 


The greatest 
With 


anything like an even break, it is expected that this State will show 


decided gains financially this season. 


Other States also are show- 


ing some increase in the same manner. 
Prices changes this week center around nails and other wire 


products with the exception of woven fencing. There has been a 


decline. 
letter from this territory. 


AXES.—Demand is fair, with 
well filled for this time of year. Prices 
show no changes. 


We quote from 
f.o.b. Twin Cities: Single bit base 
weight axes at $16 per dozen and 
double bit base weight at $21.50; 
Plumb’s Dreadnaught unhandled sin- 


jobbers’ stocks, 


gle bit, $14.50; double bit, $19.50; 
handled, single bit, $19.50; double bit, 
$24.25 doz. net. 


AUTOMOBILE TIRES.—Sales are still 
slow, in a retail way. 
ginning to plan their spring stocks. 
Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Mansfield tires, 30 
3% Liberty cord, $3.60; heavy duty 
oversize, $8.75; 32 x 4 Liberty cord, 
$11.15: heavy duty oversize, $14.50: 
balloon tires, 29 x 4.40, $9.65: 30 x 
5.25, $15.95; heavy duty, 32 x 6.20 
$26.75: tan tubes, 30 x 31 $3.76: 33 
x 4, $2.60; 34 x 41%, , §3 35: balloon 
tire tubes, gray, 27 x 4.40, $1.90: 29 x 
4.40, ed 30 x 5.25, $2.70: 32 x 6, 
$3.20; 32 x 6.20, $3.70 eac h, net. 


BUILDING PAPERS.—Building is still 
light, but with signs of starting the sea- 
son as soon as weather conditions per- 


mit. Papers are selling slowly, with 
prices steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Red rosin paper 
at $3.30 ewt., and tarred felt at $3.15 
cwt., net, 

CHAIN.—Demand is steady, though | 
not brisk. Stocks are ample, with 
prices unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Log chains, '4 x 
14, $13.85;. & x 14, $10.90: 1% x 14, 
$10.15; W%-in. proof coil, $12: 32-in., 
$8.90; 1%4-in., $8.30; 5-in., $9.85 cwt., 
net. 


EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—Some sales are he- 
ing made, though the demand is light. 
Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 28 ga., slip joint, 
single bead, 5-in. eaves trough, $5.50 
per 100 ft.; 28 ga., 3-in., conductor 
pipe, $5.40 per 100 ft., and 3-in., con- 
ductor elbows, $1.73 per doz., net. 





stocks | 





Dealers are be- | 





| 


| 


j 
i 





Spring and summer goods prices will appear in the next 


FIELD FENCE.—Sales are negligible, 
with stocks still light with dealers. 
Spring orders are being placed. Prices 
have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 10 ga. top and 
bottom, 13 ga. intermediate, 26 In. 
fencing at $30.04 per 100 rods. 

| FILES.—Call is nominal, with stocks 
well assorted. Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files 
at 50 per cent and second grade files 
at 60 per cent from lists. 

GALVANIZED WARE.—Demand is 


starting for ash and garbage cans and 
other items in this line. Stocks are 
still light in dealers’ hands. Prices are 


unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 1 
galvanized tubs at $7.25: Na. 2. $8.00; 
No 3, $9.25: he ¥ 4 tubs, No, ‘s 
$12.60: No. 2, $13 No. 3. $15: 
Standard 10- qt. ni oy 2 5D: 12-qt., 
$2.90: 14-qt., $3.25: stock pails, 16- 
qt., $5, and 18-qt., $5.50 per doz. net. 


GLASS AND PUTTY.—tThere is a 
slight demand for this line, with stocks 
rather light. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Minnesota prices, 
Single strength glass, 87 per cent: 
double strength, S88 per cent, and 
strictly pure putty in 50 Ib. drums at 
$4.85 cwt., net. 


HAMMERS AND HATCHETS.—Small 
tools are still demanding very little at- 
tention, awaiting the opening of the 
_building season. Prices are unchanged. 


We quote from jobbers’ stocks. 
f.o.b. Twin Cities: Maydole, No. 11% 
nail hammers, $12.60; Plum No. FH- 
81, $12. Riverside, No. 61114, $12: 
Plumb Broad, No. 2 hatchet, “$16. 40; 
No. 2 Shingling, $12.50; No. 2 claw, 


$13.75 per doz. net. 
LAMPS AND LANTERNS.—Sales are 
beginning to show a tapering off in a 
retail way. Dealers are buying for 
present needs. Prices have not 
changed. 


We quote from 
f.o.b. Twin Cities: 


stocks, 
short 


jobbers’ 
Long or 








globe tubular lanterns, No. 2. $13 
doz.; No. L327 Coleman lanterns, 
$5.25; No. L427, $6: No. C329 lamps, 
$6.25; No. C318, $7; No. C317, $7.40 
each, net. 
NAILS.—Stocks are still low with the 
dealers, and the change toward a 
lower price level has not stimulated 
sales to any great extent. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails at $3.15 per keg, base, and 
cement coated wire nails in 100-Ib. 
kegs at $3.15 per Keg, base. 


OIL HEATERS.—Sales are showing a 
slight improvement, although the ac- 
tual spring demand will not start for a 
few weeks. Stocks are being filled for 
that time, with prices remaining firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities» Nesco Perfect 
oil heaters, No. 12, $5.50; No. 15, 
$7.00: No. 016, $8.25; No. 0190, 
$10.50; No. 151, $7.50; No. 0161, 
$8.75; No. 0191, $11.00; No. 505 Giant, 


$11. 25; No, 605, $12.75 each, with dis- 
count in quantities less than ten, 30 
per cent; ten or more, 30-5 per cent. 


PAINTS AND WHITE LEAD.—De- 


mand shows a gradually awakening in- 
terest in finishing materials. Prices are 
firm as last quoted. 


We quote from 
f.o.b. Twin Cities: First grade house 
paint at $2.80 per gal., in 1 gal. cans, 
and white lead in 100 Ib. containers 
at $12.64 cwt., net. 


PUMPS.—Demand .is slight at present. 
Prices show no changes. 


jobbers’ stocks, 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Deming, No. 449, 
plain spout windmill foree pumps, 
§-in, stroke, $6.85; adjustable stroke, 
$7.50: No. 495 underground discharge 
windmill force, adjustable § stroke, 
$14.35: No. 415, $14.65; No. 103, hand 
lift, 6-in. stroke, $4.25: No. 182 hand 
lift, 6-in. stroke, 6-ft.. set length, 
$5.25 each, net. 

ROPE.—Call for rope is fair, with 


stocks ample for present needs. Prices 
are unchanged. 
We quote. from_ jobbers’ stocks, 


Twin Cities: Best grade manila 
lb., base, and best grade 
base. 


f.o.b. 
rope at 25c, 
sisal rope at 18ce. Ib. 


SANDPAPER.—Sales are still nomi- 
nal, with stocks well assorted. Prices 
have not changed. 


We quote from jobbers’ 
f.o.b. Twin C ities: Best grade 
sandpaper ».10 per ream: 
grade No. $4. 70 per ream, 
net No. 1, 818.75 per ream. 


SCREWS.—Call is steady, though not 
very heavy yet. Prices have not 
changed. 


We quote from 
f.o.b. Twin Cities: 
wood screws at 80-20-5 per cent: 


stocks, 

No. 1 
second 
and gar- 


jobbers’ stocks, 
Flat head bright 
flat 


head, japanned, — -10 per cent: 
round head blued, | 7% -10 per cent: 
flat head, brass, E40 per cent: 
round head, so 75-10 per cent 


from lists. 


SOLDER.—There is some call for sol- 
der, though not heavy. Stocks are am- 
ple for present needs. Prices are Ic. 
per pound higher. 


We quote from jobbers’ stocks. 
f.o.b. Twin Cities: Warranted half 
and half solder at 44c. a Ib., and 


strictly half and half solder at 43c. 
a Ib., net, in 100-lb. lots. 


Reading matter continued on page 110 
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Tool iii That Are 
Different 


Tool owners cannot resist buying 





when they see The GREEN Line tool 
cases on display. 


No. 90-32—tThis is one of the regular, wait 


Their attractiveness and sturdy con- case type carpenter tool cases. ‘There are size 
struction appeals. Owners of good +f | ia 
tools demand good tool cases. Sell 
BOTH by displaying The GREEN 
Line. Equipped with tools they make 
unit sales. A style and size for every 
need. 





Increase your profits by asking your 
jobber today and writing us for cata- 
log and sales helps. 


Main Office GREEN-CASE, Inc. Eastern Office: No. 70-25-—General purpose Case for ae 


holders, ete. Finished like every number of The 

Se Manufacturers a bg > GREEN Line, in an attractive olive green 

acine, 1S. ew or e ° enamel, offset by brassed hardware—See catalog. 
1550 Layard Ave. ' 




































































SERVICE 





muita 








If you had an honest man in your employ who had 
given you good service for over 20 years, would you 
let him go? 


The Coes Wrench has served some users continuously 
from 20 to 40 years. Do you wonder they are reluctant 
to part with ite 


Sizes: 6” to 21”. Keep stocked. 


Leading Jobbers handle the Coes line. 


COES WRENCH COMPANY 


“In Business Since 1841” 





Worcester Mass. 
buy jJ. C. McCarty & Co. ..... 29 Murray Street, New York 
@tal ‘e) Selling Agents John H. Graham & Co. .113 Chambers Street, New York 





Fenwick Freres ....... 8 Rue de Rocroy, Paris, France 
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Hardware Trade Improves in Cineinnati 


iD 


(Cincinnati office of HARDWARE AGE) 


in 1926 shows an increase which ranges from 5 to 10 per cent. 
Mild weather in this territory has been responsible for a generous 
spring order book for goods to be shipped to retail dealers during 


the next three or four years. 


A cold spell over the past week-end 


came in the nature of a slight set-back to spring trade, but its dura- 
tion was so short that its effect was not felt seriously. Staple com- 
modities are moving at a fairly good rate. 

With the exception of a 5 per cent increase in the price of screws, 
quotations essentially are unchanged. The recent decline in nails 
has failed to bring about a corresponding reduction in the jobbing 


market. 


Retailers declare that business has been moderate in volume. 
Collections are slow, but have shown a slight improvement in the 


past few days. 


AUTOMOBILE ACCESSORIES. 
—Business has remained at a fairly 
good level during the past two weeks. 
Prices are unchanged. Spring items 
are beginning to move more freely, but 
are not expected to be in heavy demand 
for several more weeks. 


We quote from Cincinnati jobbers’ 
stocks: 
TIRES 
Cheap Medium 
Grade Grade 
30x3 fabric ........ $5.35 $6.35 
30x 3% fabric ...... 6.25 7.25 
SO um 356 COPE ..cccces 6.75 9.75 
Dt Sn vcnceeats é 10.60 13.75 
a a a GE: 06.456a000% 11.15 14.50 
a Ge wtcuénnses 11.75 15.25 
BO 6 COPE ..cccceccecs 12.35 16.20 
32x 4% cord ........ 15.20 19.75 
33x 4% cord ........ 15.80 20.50 
34x4% cord ........ aes 21.25 
29 x 440 balloon ..... 7.55 9.65 
TUBES 
ot eee .99 1.25 
DE cdscedunee eee 1.20 1.45 
OS ae ee 1.65 1.95 
- : et Spa epee ee 1.76 2.05 
ee ee 1.80 2.15 
39 : 440 balloon...... 1.51 1.85 
Spark Plugs. TE lot prices 


quoted herewith are good only until 


April 30. 50 A. C. plugs, as 50; 30 
A. C. plugs and 20 No. 1075. $2 2.30: 
100 A. C. plugs, $48; (Zo A. C. plugs 
and 30 No. 1075, $43.80. 


BUILDERS’ HARDWARE.—Weather 
has not been favorable to out-of-door 
construction work, although the past 
few days have been spring-like in tem- 
perature. Builders, however, are look- 
ing forward to a profitable spring sea- 
son. Quotations are firm and un- 
changed. 


We quote from Cincinnati jobbers’ 
stocks: 

Hinges.—Heavy strap hinges, 5-in., 
95c. per doz. pair; heavy strap, 6-in., 
$1 per doz. pair; heavy strap, 8-in., 
$1.70 per doz. pair; extra heavy Tee 
hinges, 5-in., $1.10 per doz. pair; 
extra heavy Tee, 6-in., $1.20 per doz. 
pair; extra heavy Tee, 8-in., $2.20 per 
doz. pair. 

Hasps.—Common hinges, 70 off: 


safety hasps, 3-in., 60c.;: single, per 

doz., 4%-in., 80c.; 6-in., 40. 
Butts.—Steel, dull brass and an- 

tique copper, case lots, 3% x 3%, 
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Less 


14c. per pair net; 4 x 4, 20%c. 
4x 4, 


than case lots, 3 x 3%, 15c.; 


21c. 
Sash Weights.—Sash weights, $1.85. 
Inside Sets.—Square bevel inside 
sets in case lots, $4. 10 per doz. 


AXES.—Sales have been satisfactory 
in volume and jobbers are encouraged 
at the trend of shipments from ware- 
houses. Prices are stable. 
We quote from Cincinnati jobbers’ 
stocks: Dreadnaught single bit base 


naught single bit 
hand'ed axe, $14.85; 
weight handle axe, $24. 75; double bit 
base weight unhandled axe, $20. 


BOLTS AND NUTS.—No material 
change has occurred recently. Better 
demand is reported from the retail 


trade. 


We 
wet 
10 off; 
riage bolts, 


quote from Cincinnati jobbers’ 

Machine bolts, large, 50 and 
smal], 50, 10 and 10 off; car- 
large, 50 off; small, 50 
and 10 off: stove bolts, 75 off, semi- 
finished nuts, 9-16 in. and smaller, 
75 off: larger sizes, 65 off. 


FLASHLIGHTS.—Orders have come 
in at a moderate rate and prices quoted 
below apply on trade booked at the 
present time. 


We quote from Cincinnati jobbers’ 
stocks: 


Each Each 
No. 2001....$0.62 No. 2102....$0.78 
a i s.> wae No. 3102.... 1.07 
No. 3101 91 No. 2004.. .94 
No. 2003 .78 No. 2104.. 94 
PUG, Beeeccce ote No. 3104.. 1.33 
No. 3103. 1.17 No. 3202.. 2.47 
No. 2201. .78 No. 3205.. 2.14 
No. 3201. 1.65 No. 3206.. 2.30 
No. 3202. = No. 3401.. 2.47 
No. 2002.. 


GALVANIZED SPRINKLERS.— 
Gradual improvement in sales is re- 
weg by local jobbers and prices are 


aie quote from Cincinnati jobbers’ 


stocks: 4-qt. sprinkling pots, $5.50 
per doz.: 6-qt. sprinkling pots, $6 per 
doz.; 8-qt. sprinkling pots, $7.10 per 
doz.; 10-qt. sprinkling pots, $8 per 
doz.: 1°-at. sprinkling pots, $9.50 per 
a; 16-qt. sprinkling pots, $11.75 per 
oz. 





Territory—Spring Lines Active 


‘HOSE ATTACHMENTS.—Increasing 
NCOURAGING reports emanate from the offices of local hard- call for this item is being received by 
ware jobbers regarding the volume of business transacted | jobbers. 
in January and February. The first month of the year turned 
out to be satisfactory from the standpoint of sales and the second | 


month has been equally as good. Comparison with the same period | 
ICE CREAM FREEZERS.—Only a few 


We quote for delivery in the spring 
of 1927. 

Diamond nozzles, $3.60 a doz.; Pet 
nozzles, $4.99 a doz.; Gem nozzles, 
$5.50 a doz. 


calls for this product have materialized, 
but a betterment in demand is anti- 
cipated in the next month. Prices are 
firm. 


We quote from Cincinnati jobbers’ 


stocks: 
White Mountain.—1l-qt., $2.43 each; 


2-qt., $2.83 each; 3-qt., $3.38 each; 
4-qt., $4.13 each; 6-qt., $5.23 each; 
8-qt., $6.75 each. 

Arctic.—1-qt., $2 each; 2-qt., $2.30 
each; 3-qt., $2. 78 each; 4-qt., $3.40 
ances 6-qt., $4.30 each; 8-qt., $5.55 
each 

Peerless.—1- -qt., $2.95 each; 2-qt., 
$3.45 each; 3-qt., $4.10 each; 4-qt., 5 
each; 6-qt., $6. 30 each; 8-qt., $8. 0 


each. On all sizes of Peerless a dis- 
countof 25 and 10 per cent applies on 
the above prices. 
LAWN HOSE.—Increased sales have 
been made, but the movement of goods 
from warehouses has not yet attained 
sizable proportions. 


We quote for 1927 delivery from 
local jobbers’ stocks: 

Leader Hose.—%%-in., $7.75 per 100 
es oe Dandy, %-in., $11.50 per 100 
$16. 50 1 per 100 f 


olded —" ad in., on reels, 
LAWN MOWERS.—Shipments by job- 
bers are larger and the spring trade 
already is encouraging. Prices are 
steady. 
We quote from Cincinnati jobbers’ 


stocks: 
ones Grade.—12-in., $5 each; 14- 
in., $5.20 each; 16-in., $5.50 each. 
Ball Bearing.—14- in, medium grade, 
$8 each; 14-in. good grade, $9 each; 
14-in. best grade, $11 each; 16-in. 
medium’ grade, 
good grade, 
grade, ‘ 
grade, $8.60 each; 18-in. good grade, 
$9.75 each; 18- in. best grade, $12 
each. 
NAILS.—Despite the fact that there 
have been several reductions in mill 
quotations, the jobbers’ schedules have 
not been affected. 


We quote from Cincinnati jobbers’ 
stocks: 

Common wire nails, $2.95 per keg; 
ey coated nails, $3.05 per 100- 

. keg. 


OIL HEATERS.—Sales for early 
spring delivery are regarded as satis- 
factory. No change has been made in 
prices. 

We quote from Cincinnati jobbers’ 


stocks: 
Nesco, No. $3. 0190, 97. 15, $4.65; 


No. 016, $5.50; ‘Ne 019 
POULTRY NETTING.—Business has 
picked up somewhat in the past two 
weeks. 

We quote from stock orders for 
spring delivery: 

Poultry netting galvanized after, 60 
off list; poultry netting galvanized 
before, 60 and 10 off list. 

ROLLER SKATES.—The spring sea- 


sonal demand has been up to the ex- 
(Continued on page 121) 
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The 
HUDSON 


Line of 


Sprayers | UNEQUALLED 


is unusually 


complete. It in Sales and in Service! 


embraces a 











ALIN) We ° 
\ HUDSOK om va- & N. dealers make most lawn 
\SSPRAYER riety of pat- 
allies te dees mower sales because F. & N. 
every need. Mowers are easiest to sell. They 


No need to 
Ve: shop around, 

K. ™ or to fill in and longer service: 
from other sources. Your stock will be 





have the features that make for better 


uniform in quality, finish, design and 

appearance all through. Serve Better and Longer 
Write for catalog No. 221, just off the —oil tempered crucible tool steel 
press, embodying many improvements blades, steel wheel axles. Every part is 


accurately machined and _ precision 
fitted, as in the best automobile. Pat- 
ented F. & N. Self-Adjusting Ball Bear- 


ing Device does away 





and new patterns which mean greater 


profits for you. with adjusting by 


hand—and poor re- 





sults from neglected 
Genuine Timken 


or improperly made 
en Roller Bearings 


adjustments. 

The TRIUMPH is the 
Get complete informa- first mower with genuine 
Timken Roller Bearings. 
Other models have Self- 
N. Mowers—and cash Adjusting ball bearings 
—including the Crest- 
lawn, Vulcan, Admiral, 


tion now on all F. & 








in bigger on lawn 


mower sales. Director and Baby Grand. 








Ask Your Jobber for Full Information, Catalog 


HUDSON (__ 1 sisreuccue show cords, 
or Write Us. 


MANUFACTURING CO. 


MINNEAPOLIS, MINN. ww 












OMAHA, NEBRASKA OSHKOSH, WISCONSIN : GENDER 
NEW YORK CITY CHICAGO, ILLINOIS | gs 
106 Reade St. McCormick Bidg. THE WORLD'S LARGEST LAWN MOWER MFGR. 











Quaus’ 


RICHMOND, INDIANA, ~ U.S.A. 
or \ ° 
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New England Retail Business Spotty 


Hercules boiler liquid, in 1-qt. cans, 
$3 each; in % doz. lots, $2.50 each; 
in 1 doz. lots, $2.25 each. 
Same, in % gal. cans, $5 each; % 
doz. lots, $4.75 each; and in gal. cans, 
$9 each 
FENCING.—New prices have been is- 
sued by jobbers on fencing following 
the receipt of new lists from the manu- 
facturers. Prices average about 10c. 
per cwt. lower than heretofore. Quo- 
tations now stand as follows: 


We quote from Boston 
stocks: 


Fencing.—Plain, 


jobbers’ 


factory shipments, 
in car lots, $3.30 per cwt.:; in less than 
car lots, $3.55. Smooth, galvanized, 
sizes No. 6 to No. 9, in car lots, $3.20 
per cwt.; in less than car lots, $3.45. 
From store, $4.15 


FLY PAPER.—February sales of fly 
paper and kindred merchandise are 
about on a par with those for the corre- 
sponding month last year. They 
nevertheless are smaller than jobbers 
desire in view of the fact that possibly 
less than 50 per cent of the trade has 
covered its requirements. 


We from Boston 
stocks: 

Fiy Paper.—s x 14-in., in case lots 
(five onrtene), $5.50. 

Sprays.—™% pts., $4 per doz. net; 
pints, 36. quarts, $10; gallons, $32. 

Sprayers.—Standard makes, $2.80 
per doz. net. 

Ribbon.—In case 
tons), $3.50 net. 

Tree Tanglefoot.—-1-lb. 
per doz.; 5-lb. can, $22 per 
lb., $42; 25-Ib., $96. 


NAILS.—Factory shipment prices on 
cement coated nails have been reduced 
10c. per keg base by the jobbing trade 
here. This reduction follows a similar 
one on wire nails announced a week 
ago. 


We 
stock 

Nalle-Wire, from store, $3.40 per 
keg, base; from mill, in car lots, $2.60 
per keg, base; in less than car lots, 
$2.85. Cement coated, in count kegs, 
from mill in car lots, $2.60 per keg 
base, f.o.b. Pittsburgh; in less than 
car lots, $2.85: from store, in boxes, 
$5.30 per keg. Cut nails, from store, 
$4.25 per keg base. Hardened steel 
floor, direct shipments, $8.10 per keg 
base; Western cut nails, direct ship- 
ments, in car lots, $3.50 per keg base, 
f.o.b. Pittsburgh; in less than car 
lots, $3.65. Tremont cut nails, direct 
shipments, $3.95 per keg, f.o.b. Ware- 
ham, Mass.; hardened steel for nails, 
direct shipments, $7.60 f.o.b. Ware- 
ham. 


quote jobbers’ 


lots (four car- 
$4.80 
10- 


can, 
doz. : 


quote from Boston jobbers’ 


(Continued from page 106) 


PICKS AND MATTOCKS.—Contrac- 
tors and large retail dealers in picks 
and mattocks have and are still evinc- 
ing interest in spring requirements. 
The average retail dealer, however, 
little indication when he will make his 
spring purchases. 


We quote from Boston 
stocks: 

Picks.—Railroad, 40 and 10 per cent 
discount; adze eye, contractors, 40 
and 10 per cent discount. 

Mattocks.—Cutter, 40 and 10 per 
| cent discount; pick, 40 and 10 per 
cent discount; grub hoes, 40 and 10 
per cent discount. 


POULTRY SUPPLIES.—Following the 
recent reduction in poultry netting 
prices, jobbers have cut staple prices 
10c. per 100 lb. Incubators and brood- 
/ers are moving out of jobbers’ stocks 


jobbers’ 





| freely. 
| We quote from Boston jobbers’ 
stocks: 
Staples.—Factory shipments, in car 
lots, $4.55 per 100 lb. keg; in less than 
car lots, $4.80; from store, $6.25. 


| Netting.—Galvanized hexagon, gal- 
| vanized after weaving from. stock, 
| 50 and 5 per cent discount. From 
factory, Worcester, Mass., 50 and 15 
per cent discount, 
Iincubators.—Buckeye line, 
110 egg capacity, $26.25 each net; No. 
2, 175 egg capacity, $31.15; No. 3, 250 
| egg capacity, $40.43; No. 4, 350 egg 
capacity, $47.60; No. 5, 600 egg 
capacity, $74.90; No. 40, large ca- 
pacity, $175; No. 14, 65 egg capacity, 
$11.50: No. 16, 110 egg capacity, $19.25; 
No. 17, 210 egg capacity, $25.73. 
Brooders.—Buckeye line, portable, 
No. 20, 60 chick capacity, $8.23 each 
net: No. 21, 100 chick capacity, 
$10.85; No. 22, 150 chick capacity 
$13.30. Oil burners, No. 80, 350 chick 
capacity, $13.30; No. 81, 500 chick 
capacity, $15.05. Coal burners, No. 
117, $11.55; No. 118, $15.05; No. 119, 
$18.55. 


ROPE AND TWINE.—Rope and twine, 
particularly the former, are in slightly 
better request. 
the orders being taken by jobbers to- 
day are for delivery a little later in the 
year. 
We quote from Boston jobbers’ 
stocks: ‘ 
Rope.—Manila, 24c. per lb. base; 
sisal rope, 18%c.; hay rope, 19c.; cot- 
ton rope, 50c. 
Lath Yarn.—Sisal, D200, 
19c. per Ib. 
| Twine. eee in 2 - lb. balls, No. 
12, 47c. a lb.; No. 18, 42c. No. 24, 
40c.: No. 36, 38c.; No. 48, 37c.; Yazoo, 
24 10-oz. balls, 80c. 12 


No. Il, 





C130, 18c.; 


a box: Bison, 





A goodly proportion of 





Cotton cones, 
Marlin, 2-ply 
27c.; No. 6, 


2-oz. balls, 80c. a box. 
44c. Jute 2-ply, 30c. 
in 1-lb. balls, No. 4%, 
24c.; in 2-lb. balls, No. 8, 22c 

Yacht Marlin.—Tarred, 48c. ‘per lb. 


RUBBISH BURNERS.—What is be- 
lieved to be the forward spring buying 
movement of rubbish burners has 
started. Some jobbers maintain sales 
to the corresponding time last year 
were larger than they have been this 
year which leads to the supposition 
that retailers carried over some stock 
from last year. 


We quote from Boston jobbers’ 
stocks: 

Rubbish Burners.—Cyclone, No. 2, 
in lots of 6, or full bundles, $2 each 
net; in smaller quantities, $2. 25 each. 


SWEEPERS.—AIll kinds and makes of 
sweepers are beginning to engage the 
attention of the retail trade at this 
time. Bookings by jobbers thus far 
this year show them to be about on par 
with those of 1926. 
We quote from 
f.o.b. Boston: 
Sweepers.—Carpet, Grand Rapids, 
ball-bearing, japanned, $44 per doz. 
net; nickeled, $48; Standard, ja- 
panned, $36; Universal, japanned, $42; 
nickeled, $46; American Queen, $54; 
Parlor Queen, $56. 


jobbers’ stocks, 


Toy a a 9 reat Deed dozen, Little 
Helper, $2; Little Gem, $3.75; Little 
Jewel, $10; B. Junior, $16. 


WIRE CLOTH.—Recent prices issued 
on wire cloth, which showed a moder- 
ate reduction, have speeded up business 
somewhat. It is now said that most 
of the New England retail trade has 
covered its 1927 requirements. 
We from Boston jobbers’ 
stocks: 


Wire Cloth.—From store, per 100 
sq. ft., Oriental bronze, 14 mesh, 
$4. 15: 16 mesh, Crescent cop- 

per, 14 mes $5.25; ; 
i ties black, "12 mesh, $1. 
= $s Apex dull galvanized, 14 mesh, 

.65. 


quote 


Direct shipments, f.o.b. Worcester, 

ass., per 100 ft. roll, sizes 22 to 48 
in., Vulean black, 12 ‘mesh, $1.75; 14 
mesh, $2.15. Apex dull galvanized, 
12 mesh, $2; 14 mesh, $2.40; 16 mesh, 
Neptune bright galvanized, 12 
—— $2; 14 mesh, mesh, 
$2.7 Bronze, bright and dull finish, 
14 aan $5; 16 mesh, $5.35; 18 mesh, 
$5.75. Copper, bright and dull finish. 
14 mesh, $4.50; 16 mesh, $4.75; 18 
mesh, 

Extras.—Sizes 18 to 20 in., 
100 ft. Wider than 48 in., 25c. 


5c. per 


Oregon Dealers Re-elect E. P. Lewis, President 


the former group he included rent, taxes, 
salaries and other similar fixed expenses. 
In the latter he listed carelessness, waste, 
indifference, etc. Nearly 80 per cent of 
mercantile failures, he said, are caused by 
this indirect class of expenses. The only 
way a merchant has a chance to show his 
skill, he said, is in the control he exercises 
over his own indirect expenses. 

Mr. Peterson quoted Saunders Norvell, 
contributing editor of HARDWARE AGE, as 
saying that “ ‘the trouble with the average 





(Continued from page 70) 


independent hardware man is that he is 
too independent.’ ” 

Charles R. Archerd, president, Charles 
R. Archerd Implement Co., Salem, Ore., 
described many of the familiar petty com- 
mercial practices which he said are crim- 
inal but within the law. Among others he 
listed waste, inefficiency, dishonesty in 
small things, 
and in advertising, the lending of one’s 
name for the promotion of “wild cat” stock 
sales, etc. 





misrepresentation in selling 


The election of officers resulted as fol- 
lows: The second reelection of E. P. Lewis, 
Marshfield, as president for a third term, 
the election of C. G. Bracker, Pilot Rock, 
as vice-president, and the reelection of E. 


E. Lucas, Spokane, Wash., as secretary- 
treasurer. New members of the executive 
committee: J. R. Wharton, Roseburg; A. 


C. Hubbard, Medford; B. A. Kendall, Red- 
mond; W. E. Broch, Pendleton; W. R. 





Evan, Portland; Ed. Simons, Salem. 


Reading matter continued on page 114 
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ROYAL 
No. 4-B 
4”x1” Wheel 


Finished in 





Royal Purple 


in 5 Sizes 


For HOME Use 


use. It is made of the best materials, runs 
noiselessly, has a fast cutting wheel, and a 
strong pressed steel rest. It will grind the 
general run of household tools very efficiently, 
giving them a good, keen-cutting edge. 


Made in three sizes. Each grinder packed 
in a separate box. Good profit. 


This Royal Grinder is a big seller for home 





Genuine 
Vitrified 
Wheel 






CHENEY 
No. 7 
7” x 1144"- Wheel—with Mower Attachment 


For FARM Use 


This grinder is a great favorite with farmers on 
account of its wide adaptability. 

It carries a handy attachment for grinding mower 
knives, as well as all other edge tools used on the 
farm; also kitchen knives and household tools. Has 
a Genuine Vitrified Wheel noted for fast cutting. 
A practical grinder for Farm, Home, or Shop use. 
Send for Catalog and Prices. 















ver Lake 


.U.S.PAT,. OFF. 


eo 2 ; 5 
: BSA i) ‘ad t a4 By ey ie, BP Mi 
Rag te Ut tee OF ‘ 4 s f fi | | » 
BRAIDED ; LLL EEET EERE Ain 
‘ . ae i § ' 4 é : 7 he j ‘ f ; 





“The Sash Cord that Pays to Push! 


ECAUSE SILVER LAKE is made of pure cotton staple yarns—with no adulterants. 


Because architects and builders know that the name SILVER LAKE (which is stamped 
on every foot of the genuine) is an assurance of its dependable quality. 


Because SILVER LAKE is guaranteed for 20 years—absolutely protecting you against 


“come-backs.” 


Right now, in the active building season, it will pay you to push SILVER LAKE. | Advertise 


it in your papers. Show it in your windows. 


Let everyone know you have it. 


Your wholesaler will supply you with Silver Lake Products. 


Silver Lake Co., Newtonville, Mass. 


Guaranteed 
Sash Cord 


The tag at the right comes 
with every hank of SILVER 
LAKE Sash Cord. It's our 
pledge to you. 








Guaranteed 
Clothesline 


The tag at the left comes with 
SILVER LAKE Clothesline. 
It gives your customers confi- 
ilence. 
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Hardware Trade Steady in Pittsburgh 
Territory—No Price Changes 


(Pittsburgh office of HARDWARE AGE) and 10 per cent off anti tire a 
USINESS is just fair in this district. Heavy snow storms re- pressed equare, tapped in '8-Ib, Hoxes. 
cently caused a good deal of a rush demand for snow shovels im, Sit % i oe Gain he Xe. 

and sidewalk cleaners and enabled most jobbers to dispose of am ge ie ea cat wagon 
stocks they had figured on carrying over for another year, but taken | guILDERS’ HARDWARE.—Business 
as a whole business leaves much to be desired. There is only a| is fairly active and the promise for 
piecing out demand for goods seasonal to this time of year and no | the spring and summer is regarded as 


¢ 0 rchandis inst advance sprin favorable. ‘There is still some irregu- 
real snap to the movement of merchandise aga d — larity in prices, but the situation in this 


orders. Important price changes are lacking. Oil lantern prices mamaet. to satedh tatdavel cnet Ghat & 
have been announced for 1927 and are exactly the Same as those was during the latter part of last year. 
that ruled last year. The effect of the decline in steel prices upon | Jobbers quote: 





hardware items seems to have been to stay advances rather than to a. tie. Plated, dull brass 
bring about lower prices for the latter. lots, 3 in, x 3 in. $17 per 100 pair; 
It is now a pretty old story, that of close range buying of hard-| $33.40. * °* '™ ats che taser 
ware, but the wholesale trade still must be said to be slow in adapt- | per “GeeSahf2¥" Sh Fim fi? 
ing itself to the changed conditions. Certainly, so far as business " Het sin, Ls tke een: 
expectations are concerned, the trade still is inclined to look upon en ic. 7 Fn gM sag hy 
the quiet between-seasons periods with a little more concern than is $11.20; lig nt Sk in., $10.67 per 100 
warranted. The offhand observation is that business is slow, but in ” Maspe—¥lings, without screws, sin- 
the past few years or since demand went strictly to a requirement in tn: Ga, Bh: oe, se 
97c. per doz.; 4%-in., $1.14; 6-in., 


basis, it has been rather quiet at this particular time of the year, $1.60. 
when the distributing trade is nearing the end of activity in one in eape re Se, . 5 
line and demands for another have hardly started. A check up will | rerRTILIZERS.—Jobbers still are find- 
show that sales are running at least as good as those at this time | ing the movement of fertilizers in small 


last year. To expect to do as well as in 1920 is to expect too much. | Packages good, but on the larger basis 
of carload lots, demand is so moderate 


The steel market appears to be gradually emerging from its re- ~esgeltee smapenlingitelin-o 
cent depression. In hot-rolled strips, which have shown the great- | in. familiar pencticn of teyine te find 
est price weakness since the opening of the year, advances of $2 to | the price that will produce business. 
$4 a ton have been announced and in a general way orders for steel | Jobbers quote: 


; . . Old Gardner, 1-Ib. ¢ 2.05 
are coming along in sufficiently strong volume to give manufactur at Oe wee, I, ans, $1 5 per 
ers a little more confidence. Except for strips, no effort yet is seen buckets, 70c. each. 


: . ; i further reduc- | FORKS AND RAKES.—Fairly good 
to advance prices, but there is growing resistance to furt demand eit i miiet dor those lines. 


tions. In the Pittsburgh district ingot production has risen to 80 Jobbers “quote 14-teoth, bowed garden 
per cent of capacity, as compared with 70 per cent or less in De- | rakes at $9 per dozen and spading forks 
cember, and the country at large is turning out raw steel at the rate | from $10.80 to $21 per dozen. 

of close to 85 per cent of capacity. Order books are not extensive | ICE CREAM FREEZERS.—Shipments 
except in rails, large pipe and tin plate, but the fact that business | are continuing against advance spring 


justifies the present rate of production is suggestive of good con- orders in fairly heavy volume. 
‘ Jobbers’ quotations to _ retailers 


sumption and as time wears on of less competition with the at- f.0.b. Pitsburgh: 
° . Alaska Freezers.—1 2.95 h; 
tendant steadying of prices. nae $3. 45 each; 3- -qt. a. i meer 4. 


BATTERIES.—Jobbers still express 7 $5 each; 6-qt., $6.30 each; 8-at., 





 ailelall a niiiieeaien wre" - 20 each; 10- t., $10.75 each; 12-at., 

: in connection $8. -q q 

complete satisfaction with the move- developments wey noted $14 each; 15-qt.. $17 each, and 20-at.. 
ment of dry cell batteries. They quote: with a new price list, which would $21.50 each. These are’ list prices 
. y ee ‘ni, ~=Ss« te bolts, nuts and rivets on a com- ee ae eee gt agit 

“oKen n . ° 

Pachees Packames mon card, subject to a common discount Alaska Gra Goose Freezers.—I qt., 
ik: Me .-ocsennecees $1.05 $0.97 » each; 2-qt., .90 each; 3-qt., 

No - oiedeutines 3.58 3.33 of 70 per cent i large lots, but the $4 65 each; 4-qt., $5.70 each; 6-qt., 

ee pee 1.22 1.14 job of completing such a price list 7.25 each: 8-qt., $9.35 each: 10- -qt., 

a MD cieeneuseen 1.22 1.14 looks too large for completion between $12.50 each. These are list prices 

a. Me ws eens -. 1.40 1.30 - ° 8 which are subject to a dealer’s dis- 

No. 767 consent Se 2.44 now and April 1, the date originally set count of 20 and 10 per cent. 

No. 772 ........ . — 2. 2: for its introduction. The matter of “a aa ta eae: o “ 

. a? tscmmeecewe 40 ; 

aie: eeenabente 42 39 prices for case and broken case lots| $8.25 each: 6-qt..” $10.45 each: 8-qt.. 

PO: TORE. wtenveteews 40 35% still is j j ification $13.50 each, and 10- -qt., $18 each. 
No. 6 dry_ cells, ignition type unit still is unsettled, while a simp] - i These are list prices and are subject 

packages, 3214c. eac of packages will be considered in to a dealer's discount of 50 per cent. 
Flashlight. —No. 935, 9%4c. each; No. Washington on March 23. Demands _ Blizzard. —l- -qt., $4.65 each: -qt., 

950, 9%c.: No. 790, 18%c.: No. 705, . fairl but $5.50; 3-qt., $6.50; 4-qt., $8: 6-qt., “310: 

98c.: No. 750, 18l4c.: No. 751. 25. upon jobbers are fairly numerous, bu 8-qt., $13; 10-qt., $17; subject to a 
Hot Shot.—No. 1461, $1.67; No. entirely for small lots. discount of 55 and 714’ per cent. 

1662, $2.37. | We quote out of jobbers’ stocks as 5 se S650 * yy gg t. wi tt 
BOLTS, NUTS AND RIVETS.—The follows: _ 8-qt., $13: 10- at., ‘$17: 12-qt., $21: sub- 
primary market still is very firm in Machine bolts, small rolled threads, ject to a discount of 55 per cent. 

. . 50 and 10 per cent off list; all sizes Auto-Vacuum Freezers. — No. 
bolts and nuts, but not so good in cut threads, 50 per cent, off list; car. $3.33 net; a. ‘ No. 3, $5.33 
ivets i els n riage S, small rolle reads, | net, an rs) 67 net. These net 
rivets, which feels the effect of a per cent off list; all sizes cut threads, prices to dealers show a discount of 
excess of sellers over buyers. No new 45 per cent off list: stove bolts, 75 331%4 per cent off list. 








Reading matter continued on page 116 

















March 3, 1927 


ead 
we? 





oa 





= 
= 
SS 






*;5."* 
Yee. ™ 
. o 
































* \ \ tenn, 088 L, YY i ‘\ 
\\\ i iy i ne wy) \ \y 
AQGAY nA WZ” ne 
Ss = 3 i A, ih i {a hi wi | 
- B= Ph gs) 


= 


\\ Wud Ge 


' Wy Ve 
a) 
AN) 


HARDWARE AGE 





















y 
A 


_—, 


ITE 


iy 


N inferior glass cutter 
A can break as much glass 
as stones thrown in 
glass houses— 
—besides breaking a Cus- 
tomer’s confidence in his 
Dealer. 
KEEP YOUR CUS- 
TOMERS SAFE — NOT 


\ 





\" ow 
y 





sayings SORRY! Sell them depend- 
GLASS able Red Devil Glass Cutters 
INSURANCE —they CUT Glass—and 

“Fes all Losses. 
iain (Ask About Red Devil Glass Cement) 
Wheel” LANDON P. SMITH, Inc. 
111 Coit Street - Irvington, N. J. 



























72% Greater Holding 
Power Than Wire 
Nails. Won’t Split the 
Wood. Heads Stay on. 


Send for Quotations 


READING IRON 
COMPANY 


Reading, Pa. 
Makers of Cut Floor Natls, Rico Hard 
Floor Nails, Large Head Cut Foundry, 
Headless Cut Foundry, Black and Gal- 
vanized Cut Shingle, Cut Clinch and 
Hinge Nails. / 


READ 
CUT NAILS 





















“The Blade With the Reputation” 
Makers Since 1883 


CLEMSON BROS., INC. 


Middletown, New York 











Which Hod Would You 
Rather Carry? 


If you had to haul mortar for a living, you 
certainly wouldn’t want to carry a hod that 
dripped water all over your shoulder. 

You would choose a Never Drip Steel Hod 
with its one-piece ends. You would go 
whistling on your way while the other fellow 
sulked. 

There are lots of hod carriers in your town 
who are bearing the discomforts of carrying 
leaky hods simply because they have not been 
shown the sensible and better kind. 


This open field of profit is yours for the 
asking. Write us at once for details. 


| The Cleveland Wire Spring Co. 
Cleveland Ohio 
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Acme Freezers.—Bright galvanized, 
tapered, 2-qt., per doz.; Same 
size, enameled-galvanized, $10 per 
doz.; 4-qt. size, enameled-galvanized, 
$18 per doz.; and l1-qt. size, Junior 
enameled, $4.80 per doz. These are 
net prices to dealers. 


Arctic Freezers.—i-qt., $4; 2-qt., 
$4.60; 3-qt., $5.55; 4-qt., $6.80; 6-qt., 
$8.60; 8-qt., $11.10; 10-qt., $14.80; 12- 
qat., $16.65; 15-qt., $23.30. These are 
list prices. Jobbers quote dealer's 
discount of 50 per cent off this list. 

PAINTING SUPPLIES. — Weakness 
persists in turpentine prices, which 


have had a further decline of 5c. per 
gallon to the lowest level noted in a 
long time. Oil also is lower. Other 
items hold at recent prices, but there 
is some talk of an advance in ready 
mixed paints. General business still 


is slow. 

Prices to retailers: Ready mixed 
paints, best grades, $2.85 per gal- 
lon: lower grades, $2.25; white lead, 
14l%c. per Ib. in 100-lb. lots; 10 per 


eent less in lots of 500 lb. or more 
and extra 4 per cent less in lots of a 
ton or more; turpentine, 86c. per gal. 


in barrel lots: raw linseed oil, 12.3c. 
per Ib. in barrel lots. 
POULTRY NETTING.—tThere is still 


a fairly good demand for netting, 
which jobbers quote at 50, 10 and 10 
per cent off list before, and 50 and 10 


Hisey Standard Duty One- 
quarter Inch Electric Drill 


Equipped with a standard motor of the 
firm’s own design and manufacture, the 
outstanding features of the new Hisey 
Standard Duty, ™%-in. capacity Universal 
Electric Drill, recently brought out by the 
Hisey-Wolf Machine Co., manufacturer of 
portable electric machine tools, Cincinnati, 
Ohio, include a motor mounted in ball 
bearings, which in turn, are fitted to elimi- 
nate slip and creeping action; removable 





gear on the armature shaft, with all gears 
proportioned to give maximum strength 
and smooth operation, and a chuck fitted 
to a hardened and ground tapered spindle. 

An oversize chuck spindle, hardened 
and ground, is automatically lubricated 
through the gear case. Brush holders with 
adjustable spring tension are mounted as 
a separate unit on a bakelite yoke. 

The end handle cover is a rugged cast- 
ing carrying all pressure applied and is 
independent of the motor and motor bear- 
ings. The switch is mounted in the end 
grip handle and is of the automatic quick 
release type. Its weight is six and a half 
pounds. 
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per cent off list after, weaving for 
galvanized netting. 


POULTRY SUPPLIES.—Good move- 
ment of the accessories for poultry 
raising still is noted. Jobbers quote: 


Incubators, No. 1, $26.25 each; 
2, $31.15; No. 3, $40.43; No. 4, 
No. 5, $74.90; No. 14 E, $11.55; 
E, $19.25; No. = Ver 3; brooders, 
portable, No. 3 each; No. 21, 
$10.85; No. 22, 13% Atte blue flame, No. 
80, $14; No. 81, $15. 75: coal burning, 


No. 117, $15.05: No. 118, $18.55; No. 
119, 
ROLLER SKATES.—The movement, 


halted for a time by heavy snows, again 
is reported good. Jobbers quote: 


Roller Skates.— Union Hardware 
Co. line, No. 2, 70c. per pair; No. 3, 
75c.; No. 10, $1.05; No. 6, $1.55; 
oo line, No. 38%, $1. 50; No. 38, 
1.60. 


WINDOW GLASS.—Although prices 
only recently were given a substantial 
cut, the reduction does not seem to have 
been effective on account of continued 
competition from imported glass and 
another cut is understood to be im- 
mediately ahead. The market is better 
in plate glass, particularly so far as 
the requirements of the automobile 
builders are concerned. 
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WIRE PRODUCTS.—The jobbing 
movement of nails and other common 
wire products does not appear to have 
increased materially as a result of the 
recent downward price revision. 

ot quote from Pitsburgh jobers’ 


stoc 
Fence Wire 
(Per 100 lb.) Annealed Galvanized 
No. 6 to 9 gage ..... .$3.00 $3.45 
a ae ce ae no 6 See 3.05 3.50 
ee i gine 3.10 3.55 
a 1 %..titedateidess 3.15 3.65 
Ph in. en cudethwowsbae l 3.25 3.80 
<*>) Sea aE 3.35 4.00 
SD, kn eh bok nae 3.55 4.25 
A ee 3.75 4.45 
Barbed wire (per 80-rod spool): 
Pr CD .cwussescceentesees $3.00 
EE Cs 6s sews svn dda teenie 3.20 
ES ee 3.20 
DE ME.» oe bck Khbee¥ ees oothe 3.50 
2-point aatite {| eee 2.25 
eld Woven Wire Fence (per 100 
rods): 
I an ce oh a ol od a ee $39.00 
i ee Ee te Ut ene aa a 54.75 
OA ee ea oe weit Rea ad 27.10 
a ee ee 36.1 
ea 35. 
xcs deck eu biuwseadtes a6 oe 48.25 
Poultry 
i) aes rr. $35.60 
a is dee ites at alin ec atl 43.00 
i a Ne ae eee tall 48.50 
Steel Fence Posts: Galvanized tu- 
bular: 
OE ie ie ee eee ed cede 50c. each 
EOE eae, Qe pena eT 55c. each 


OM, bh dna Cate a kins #4 tne 65c. each 
Bright nails, base, per keg, $2.90. 





New Screen and Storm 


Sash Hanger 


James Lucenti, 15 Horton Avenue, New 
Rochelle, N. Y., is marketing a new screen 
and storm sash hanger, illustrated here- 
with, which is made of heavy galvanized 
wire and has an offset of three-eighths 
inches. 

By the use of this new device, accord- 
ing to the maker, one is enabled to hang 
a screen of seven-eighths-inch material on 
a one and one-eighth-inch sash. 

Extra eyes can be furnished without 
recess to take care of one and one-eighth- 
inch stock size storm sash. 





To be a retailer is to be a part of an 
honored calling, an essential calling and a 
calling that is in the productive class. 
Never forget that, Mr. Retailer; and, 
while you are remembering it, better hold 
your head a little higher in pride over 
your position in the business world. 





Fox Toy Gun Is Harmless 


The Fox Toy Gun, recently brought 
out by the Fox Manufacturing Co., 4720 
North Eighteenth Street, Philadelphia, 
Pa., is an exact reproduction, in minia- 








ture form of the Fox Gun Company's 
double-barrel shotgun, yet, according to 
the manufacturer, it is safe and harmless 
for children. 

It is sturdily constructed and attrac- 
tively finished, shoots small wooden balls, 
is a breech-loader and uses heavy steel 
spring shells for firing ammunition. 

An attractive target with bell, together 
with a supply of ammunition, is furnished 
with each gun. 


Reading matter continued on page 118 
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They’re Making A Big Hit: 


The new improved 


‘ALWAYS RELIABLE” 


Gasoline Furnaces 


No. 19—with bulb and 6!” reg- 
ular shield. 


No. 20—with pump and 64” 
regular shield. 





No. 21—with pump and combi- 
nation shield. 

No. 22—with pump and 9%” 
shield. 


Ask for circular describing the 
improvements. 





You should stock them and in- 


No. 20 Pump Furnace. crease your sales. 


Covered by patents. 
New patents pending. Most jobbers stock this line. 
Others will gladly order. 








OTTO BERNZ CO. INC. 
Newark, N. J. 


Stocks in Newark, N. J.; New York City, Chicago and San Francisco. 


Offices in Newark, N. J.; New York City, Chicago, Fort Worth, Denver, 
Helena, Mont.; San Francisco, Los Angeles, Seattle and St. Thomas, Ont. 
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“NORWOOD" 


Flower Bed Guard 


will soon be in demand with 
the coming of Spring. 
NORWOOD FLOWER BED GUARD is 
made of Extra Heavy,Copper-Bearing 
Rust-Resisting Wire. It is attractive 
and lasts long, as do all “Norwood” 
Quality Products. 
Order Now for the Spring Trade. 


Complete catalog of ‘‘Norwood’’Quality Ornamental 
Wire Fence, Gates, Trellis, Tree and Flower 
Bed Guards, is yours for the asking. 


H. L. BROWN FENCE & MFG. CO. 
CINCINNATI, OHIO 
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‘“TVES” Patent Ventilating Lock 
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BPS 


Showing Window 
Closed. Manufacturers of 


“Quality Hardware Since 1876” 
Window and Door Specialties 
THE H. B. Ives Co. 
New Haven, Conn., U. S. A. 


Showing Windce 
Open. 














GREEN’S 


Improved 


STOCK BOXES 


For the convenient hand- 
ling of shelf hardware. 
A strong, attractive box 
at low cost. 


Made in an _ assortment 
of sizes to fit every hard- 
ware need. 


Write for NEW Illustrated Price List 


THE GREEN CO., 250 W. 57th St., N. Y. 

























DIAMOND “E” 


All-Metal Fly Screens 


DIAMOND “E” Window Screens are of metal con- 
struction throughout. The frames fit snugly without 
binding or buckling. The close-meshed wire cloth is 
guaranteed fly and mosquito proof. A popular, profit- 
able line. All sizes: Galv. 

— Wire, $1.00 to $2.00; 
sittestesss Bronze Wire, 
Sree eaes $1.50 to $2.50. 
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Slight Improvement in Current 
Business—Spring Lines Active 
in New York Wholesale Area 


NOTABLE improvement in current business in the New York 
Wholesale Hardware Market area has been in evidence during 
the past week. Although trade in some staple lines still continues 
to lag somewhat, jobbers in general are reporting business of at 


least near-satisfying proportions. 


Demand for spring lines continues good, especially on orders for 
goods to be delivered during this month and the first part of April. 
From appearances thus far, factors in the New York hardware 
market are confident of a spring and summer business that will be 


satisfactory. 


No important price changes have been announced during the 
week, except on ignition batteries, the former price of 30c. for 
dry cells of the ignition type in the Metropolitan territory having 
been increased to 3214c., effective March 1. Collections and credits 


are reported generally good. 





Wire Nails Continue at $3.35 
in New York 


Throughout the New York wholesale 
hardware market area actual trading 
in wire nails continues at $3.35 per keg, 
base. 


Activity Already Noted for 


Lawn Rollers 


Jobbers in the metropolitan territory 
are predicting an active trade in water- 
weight lawn rollers. New prices for 
the coming season have been issued 
which show no changes. 


JOBBERS’ at hs ae TO RE.- 
TAILERS, F.O.B. NEW YORK: 

Waterweight lawn rollers, No. 2, 
$9 each; No. 4, $10.70 each: No. 5, 
$13.35 each; No. 7, $15.35 each; No. 
9, $17.35 each. 





Brisk Demand for Spring 


Garden Equipment 
Jobbers in the New York wholesale 


hardware market area report a brisk 
demand for spring garden equipment. 
Next week we will publish a full list, 
giving jobbers’ prices to retailers on 
the important items in this line. 





Minor Revision of Prices on 


Batteries in New York 


Effective March 1, the price on dry 
cells, No. 6 ignition type, within the 
Metropolitan trade area, which has 
hitherto been 30c., has been increased 
to 32%c. New prices, showing a num- 
ber of revisions, went into effect on 
batteries Feb. 1, and jobbers in the 
New York area are quoting these items 
at the new price figures. 





A normal demand for batteries is re- 
ported. 


JOBBERS'’ gph te a. RE.- 
TAILERS, F.O 


Dry cells, on “y aon ‘on. 
32%c.; No. 7111, ~—— type, 35c. each. 
B batteries, No. $2. 62 each; in 
units of 5, ; pe No. 772 
(vertical type) $2.62 each: in snits 
of 5, $2.44 each; pet duty vertical 
type, No. =~ $3.40 each; in units of 
, $3.17 eac 





Increasing Activity for Lawn 


Fence and Ornamental Gates 


According to jobbers in the New 
York wholesale market area, calls for 
lawn fence and ornamental gates for 
March-April delivery continue to in- 
crease. Complete stocks are on hand 
and, taken as a whole, prices can be 
considered uniform. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


Flower Bed Guards.—16 in., $8.18 
ag roll; 22 in., $9.66 per roll. (165 
ft.) 

Lawn Fence.—Single, 36 in., $11.88 
per roll; 42 in., $13.37 per roll; 48 in., 
$14.85 per roll. (165 ft.) 

Lawn Fence.—Double, 36 in., $16.34 
per roll; 42 in., $17. ae per roll; 48 in., 
$20.80 per roll, "(165 f t.) 

Ornamental Gates.— 

Single Opening Each net 
36 in. 3 ft. $3.00 
42 in. 3 ft. 3.12 
48 in. 3 ft. 3.24 
36 in. 3% ft 3.12 
42 in. 23% ft 3.24 
48 in. 3% ft 3.40 

Double Opening Each net 
36 in 8 ft. $6.95 
42 in 8 ft. 7.10 
48 in 8 ft. 7.20 
36 in 10 ft. 8.15 
42 in 10 ft 8.30 
48 in 10 ft 8.40 





Activity in Wire Cloth Shows 
Slight Decline 


A slight falling off in the demand for 
wire cloth has been reported by factors 
in the metropolitan market area, al- 
though some nice orders are still com- 
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ing through for delivery during April. 
Stocks are ample and prices continue 
to vo a slight fluctuation. 


BBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. NEW YORK: 
Wire Cloth.—Black, 12 mesh, $1.80 
to $1.85 per 100 *~. ft; galvanized, 14 
mesh, $2.45 per sq. a j copper, 
14 mesh, $4.80 to xf 0 ae 100 ft. 
16 mesh, f>. .380 per 100 oa. . 
bronze, 1 mesh, $5.35 to $5. 


sq. 
olden 


P85 


100 sq. ft.; we mesh, $5.80 to 
er 100 s ; dark bronze, 14 mesh, 
§. 50 to $ 55 per 100 sq. st 16 mesh, 


5.95 to ah 4 100 4, ft 

Poultry tting. rom store, 50 
and 5 off list of Sept. 19, 1926; from 
factory, 57% off same list. 


Demand for Bolts, Nuts, Etc., 
Continues Upward 


Calls for bolts, nuts and kindred 
staple items throughout the New York 
wholesale hardware market area con- 
tinue to show an increase over a week 
ago. Local jobbers’ stocks are consid- 
ered adequate and prices are firm, with 
no changes contemplated at this time. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Maehine bolts, % x 4 and smaller, 
40 and 10 per cent off list. Machine 
bolts, longer and thicker, 40 and 10 
per cent off list. 

Common carriage bolts, % x 6, and 
smaller, 40 off list; larger and longer, 
40 off list. 

Stove bolts, 80 off list 

Lag screws, 50 and 73% of list. 








Screw Prices in New York 
Show No Changes 


Although ample stocks of screws are 
reported on hand, jobbers in the New 
York wholesale area are still experienc- 
ing a very light demand. Prices are 
uniform and show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Discounts on ye screws: Iron 
Bright, Flat Head, 75 per cent; Iron 
Bright, Round and Oval Head, 72 
per cent; Iron Blued, Round Head, 
72% per cent; Brass, Flat Head, 72 
per cent; Brass, Round and Ova 
Head, 70 per cent. 

These discounts apply to revised 
list of June 24, 22. 

EX TRAS—20-10-10-10-5 per cent. 





Weatherstrip Continues Ac- 
tive; New York Prices 
Uniform 


Weatherstrip continues to be one of 
the active seasonable lines which New 
York hardware jobbers are selling at 
the present time. This has been a par- 
ticularly good year for weatherstrip, 
with prices firm and stocks adequate. 

JOBBERS’ QUOTATIONS | TO RE. 


TAILERS, F.O.B. NEW 
Home Comfort, 500 “ty on nett. 
Maroon, $48.50 per 1000 ft.; White, 


$60 per 1000 ft. 

Nero weatherstrip, 500 ft. on reel, 
$36 per 1000 ft. 

Economy metal weatherstrip, 36 in. 
x 36 in. x 36 in. for windows, $27.36 
per case and $1.14 per carton. Same 
42 in. x 42 in. x 42 in., $31.68 per 
case and $1.32 per carton. Each car- 
ton contains sufficient equipment for 
— window. A case contains 24 car- 
ons. 

Same for doors, 36 in. x 84 in., 
$28.30 per case and $1.20 per carton. 
Same, 42 in. x 84 in., 930.96 per case 
and $1.29 per carton. Each carton 
contains complete equipment for one 
door. A case contains 24 cartons. 


Reading matter continued on page 120 
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STANDARD THE WORLD OVER! 





HAY AND LAWN RAKES 
The kind with 
THE HOLLOW STEEL BOWS 


Also made with 


WOOD BOWS IF YOU PREFER 
HANDLES POLISHED AND WAXED 
TEETH THAT WON’T COME OUT 





Send for Our Complete Catalog 


RUGG MFG. CO. 
Greenfield, Mass. 
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The extra quality steel in 
Indiana Shovels comes 
from the fact that we have 
our own mill and roll our 
own steel. We s@il this 
steel to the leading imple 
ment manufacturers as their 
raw material. Indiana Shovels 
are better because we put 
X-tra quality material into 
them. Try our product. 


The Indiana Rolling Mill Co. 


New Castle Indiana 
Affiliated with 
The Galesburg Coulter-Disc. Co. 
alesburg, Illinois 






“X-tra Quality means Economy” 
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“SAVORY” 


Quality 
makes a popular ar- 
ticle more profitable 


to YOU 


Three big improvements make this Can the leader 
in its field: 
1. Porcelain-Enameled Inside Pail. 


2. Extra-Heavy Steel, throughout. 
3. All-Enclosed, Positive Mechanism. 


All details show the same refinement—the glossy, 
white, japan-enamel finish, the solid bottom in 
the Outside Can, the double-seamed bottom and 
non-dropping handle on the Inside Pail. Hot- 
galvanized Inside Pail can also be supplied. 


Here is a new Sanitary Can that IS Sanitary. It 
is already bringing big returns to hundreds of 
merchants. Let us send full details to YOU. 


SAVORY, Inc., Buffalo, N. Y. 
New York Chicago 











It’s the 


SMITH “SPEEDEX” 






Tank 8” x 5” 
Capacity '% gal. 
All brass pump, 
144%.” x 1%” 


This compressed air sprayer, originated by D. B. 
Smith & Company literally jumped into popularity. It 
completely answers the universal demand for a 
thoroughly dependable compressed air sprayer, mid- 
way in size and price, between the four gallon tank 


sprayer and the quart hand sprayer. Thoroughly 
well made, handsomely finished. It has become the 
biggest seller ever offered to the trade. No sprayer 


stock is complete without it. All jobbers. 

The dealer who. concentrates on the nationally adver- 
tised Smith line finds his sprayer sales larger and easier 
because he is pursuing the line of least resistance by 
catering to the preference of his trade. 


D. B. SMITH & COMPANY, Inc. 
Utica, New York 
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GET READY FOR A BIG 


Crackproof Year 


HARDWARE AGE 





Crackproof and Sunproof Garden Hose 
will be advertised in the 


Saturday Evening Post 


beginning in April and continuing 
thruout the garden hose season. 





CRACKPROOF 
parcen hose 


This year is Crackproof year. 


Write our nearest branch for name of distributor in your territory. 


PIONEER RUBBER MILLS 
SAN FRANCISCO, CALIF. 
Rapidly becoming the largest manufacturer of garden hose in the world. 
Branches 


Denver 
Portland 


Salt Lake City 
Tacoma 


Chicago 
Seattle 


New York 
Les Angeles 











Osborne High Grade Punches 





Arch Punches 
Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: 
Leather Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 


Tools. 

The above tools will please your customers, as well as our 
famous Round and Oval Puaches. 

Remember we have had one hundred years of successful manu- 


Belt Punches 


facturing experience, employ only skilled workmen and use the 
finest quality of materials. 
We stand back of every tool we make. Try us. 


Write for Catalog 
C. 8. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 








FOR INTENSE HEAT 
“Detroit No. 2” 


Stock Detroit torches for a prof- 
itable line. 

Here is the torch that will give 
a hot blue flame in the coldest 
weather. Powerful generator main- 
tains perfect heat at all tempera- 
tures. Heavy polished brass tank. 
Write for illustrated catalogue. 


Detroit Torch & Mfg. Co. 


Detroit, Mich. 
New York Office: 45 Warren St.: Canadian 
Rep., Grant Charter Co., 415 Metropolitan 
Building, Toronto 
William P. Horn Co., Rialto Bullding, 
Francisco, Calif. 
Oscar Andersen, 627 W. Washington Blvd., 
Chicago, Il. 


1 Quart 
-3% Ibs. 


Capacity- 
Weight 





San 




















Holding Their Own Seite 


Mechanics and 
motorists like 
Lane's ‘‘Unique”’ 
Socket Wrench 
Sets. 


The 





sockets fit 
™ cap screws and 
nuts perfectly; 
the strong drop- 
forged wrench 
gives just the 
leverage needed 
to turn the sock- 
Ford Set ets quickly. 

The’ same good 
quality that has made these Tools popular for years, is 
rigidly maintained. Five up-to-date styles for Ford and 
other cars at prices all can afford. Write for Latest 
Folder and Discounts 


Will B. Lane UniqueT ool Co. 





422 So. Dearborn St. 
CHICAGO,ILL. 
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International Publicity 
(Continued from page 59) 


trouble with the enthusiasm of authorship is that when 
we just bubble over with a “great idea’; when we put 
it down on paper and when we try it out on the dog, 
somehow, the dog does not always respond! 

: 7. = 


So, just at this time, I happen to be enthusiastic about 
the idea of the United States organizing a world-wide 
propaganda campaign to tell all about the ideals of this 
country to our foreign friends. Such a campaign, in 
my opinion, if properly carried out, would not only pay 
in increased foreign business, but it would put us right 
before the world, if we deserve to be put right! If our 
international policies are wrong, preparing this cam- 
paign would show us how wrong we are. 

* * * 


There is one advantage in advertising that is not al- 
ways apparent to the concern entering the advertising 
field. This advantage lies in the fact that when a con- 
cern starts to advertise, outsiders, in the form of an ad- 
vertising agency, are called in to size up their products 
and study out how the story of these products can best 
be told to the public. Now, I happen to know in a 
number of cases, when the advertising men have been 
called in, that they have been astonished to find that the 
product was wrong or, if the quality of the product it- 
self was right, frequently it was put up in unsuitable 
package, or with the wrong kind of labels. Then, as 
the advertising men have got deeper into the business, 
they have found many serious defects in the policy of 
distribution of the company. I have known of cases 
where an entire advertising campaign that was planned 
had to be postponed for several months. until the pack- 
ages, the labels and the selling policy of the product to 
be advertised, were completely revised and revamped. 

ee Se 


So I am wondering,-if we should attempt, using the 
trade expression, to “sell the United States” to the 
world, just how much there would be about this country 
of ours that we would have to straighten out before 
we could write our pamphlet in the belief that it would 
place us, as a nation, in a more acceptable position in the 
eyes of all the other nations in the world! Here is a real 
job for a new member of the President’s Cabinet—the 
Secrétary of International Public Relations! Look out, 
Ivy! Lightning may strike you! 





Says The Man Behind the Counter: 


Twenty years ago one hardware dealer allowed to be 
placed in his store for signature a petition to the legis- 
oem demanding that a law be passed forbidding auto- 
mobiles the use of the highway. That is the sort of 
attitude that keeps a man from getting in on the ground 
floor when something new appears. Two years after 
that those forward looking men who had felt enough 
faith in the automobile to borrow“a little money to in- 
vest with Henry Ford, were handed a stock dividend 
of 1900 per cent. The $100 put into the pool by Mrs. 
[lauss, increased by stock dividends to 20 shares, sold 
to Henry Ford for $250,000, and in addition there had 
been a fortune paid her in other dividends. The $100 
made Mrs. Hauss a rich woman. 

The Ford incident ought not to encourage young men 
to invest in every wild-cat stock proposition, but it ought 
to lead them to consider well any new product or new 
method before condemning it. 
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Hardware Trade Improves in Cincinnati 


(Continued from page 110) 


. . * . . . : per doz.; No. 25, $2 per doz.; No. 
pectations of the jobbing trade. Prices | spring is close at hand many retailers DOU2V, $7.25 per doz’: No. 2192, $11.4 
are firm, are figuring on their season's require- per doz.; No. 4192F, $15.20 per doz.; 

We quote from Cincinnati jobbers’ ments and this product, therefore, is nm 1 nag = ae 1.15 
stocks: becoming more active sities o -in , +. Bp 10-in., 
Ball “bearing roller skates $1.40 to ‘ ait gg 0 FR, oe ; . oar” 
$1.45 per pair, We quote from Cincinnati jobbers’ ag per + agg lady’s size, No. 100L, 
ROPE.—No change of consequence has stocks + fel cog . 
a ite a F a Roofing Paper. — es srentend, SPRAYERS.—Sales are gradually in- 
SY $ ie $1 6 wet Holdfast, $135. creasing in volume. Prices are steady 

a from Cincinnati jobbers medium Holdfast, $1.60; heavy Hold- and unchanged. 

Manila rope, = 70° per Ib.; sisal pont og PO red and Grace: se We quote from Cincinnati jobbers’ 

rope, 14%4c. per Ib. Roofing Coating.—Coal tar, refined, “os ; oe 

PAINT.—A slight increase in sales is in barrel lots, 2c. per gal.; in halt in nem sprayers, 99 and S of lat; 
semented bb 1 jobb A health barrels lots, 28c. per gal.; coal tar, in lots of 5 or more, 35 off list. 

pr y several jo ers. ealitny crude, in barrel lots, = per gal.; in WIRE CLOTH.—This item is moving 
spring trade, however, is not expected half barrel lots, 27c. per gal. . . . 
to develop until the middle of March Roofing Cement —Liberty ‘elastic, 1 nit ty agp tonalite evee Teeare vomaloer 

Ib. 12c.; in 5 Ib. cans, 9%c. per Ib.; regarded as normal for this time of 
We quote from Cincinnati jobbers’ in 10 Ib. cans, 9c. per Ib.; in 25 Ib. th 
stocks: cans, 8c. per Ib. Certain- teed e year. ae a1 3 
Ready mixed house paints, $2.75 ceme nt, 36 Ib. to the case, $4.25 per We quote from Cincinnati jobbers’ 
per gal.; linseed oil in single barrels, case; in 5 lb. cans, 12 cans to the stocks: 

S6c. per gal.; turpentine in two-bar- box, 8c. per lb.; in 10 Ib. cans, 6 Black cloth, $1.65 per 100 sq. ft.; 

rel lots, 86c. per gal.; white and red cans to the box, 7c. per Ib. ni aay on™" 740s ee! sq. ft.; 14- 

lead in 500-Ib. kegs, 14 ’ bo ._ mes opal, Ze per 00 sq. ft.; 

less 10 per cent. gs, 14%c. per Ib., SCREWS.—An advance of approxl bronze in 100 ft. rolls, $5.35 per 100 


RADIO BATTERIES —Sales h ave mately 5 per cent has been made in Sq. ft.: bronze in 50 ft. rolls, $5.40 per 


the price of screws. The new schedule 100 sq. ft. 


held up well, and indications point to is given below. WATER COOLERS.—Active solicita- 








ood _ bookin during the comin i . ; : : 
& th gs g 6 We quote from Cinvinnati jobbers’ tion of orders for this commodity is 
month. stocks: | being made. 
We quote from Cincinnati jobbers’ Flathhead bright screws, 85 and We qufote from Cincinnati jobbers’ 
stocks: 7% off list; flathead blue screws, 85 stocks: 2-gal. cooler, $1.80 each; 3- 
Less than In Unit and 2% off list; flathead brass screws, gal. cooler, $2.05 each; 4-gal. cooler, 
Unit Packages 80 and 20 off list; round-head blue $2.40 each; 6-gal. cooler, $2.90 each: 
Packages of 50 screws, 80, 20 and 5 off list; round- S-gal. cooler, $3.90 each; 10-gal. 
Each Each head screws, 80 and 1244 off list; cooler, $5 each; Twentieth Century 
“A” batteries, No. 6..$0.37 $0.32 bright wire goods, 85 and 25 off list. cooler with bottle, No. 50 in mahog- 
“BR” atteries, 5156... 1.22 1.14 = . : any finish, $10.80 each; Twentieth 
“B” batteries, 2156... 1.40 1.30 SHEARS. -Business for the Spring Century cooler with bottle and stand, 
“B” batteries, 2306... 2.80 2.44 season 1S picking up slowly and prices No. 500 in mahogany finish, $13.75 
“RB” batteries, 2308... 2.80 9 44 | are firm. each; Twentieth Century cooler with 
“R” batteries, 10308.. 3.85 358 bottle, No. 50 in white finish, $11.2 25 
“Cc” batteries, 2370.. 42 .39 het quote from Cincinnati jobbers’ pees Twentieth Century cooler with 
stocks: ttle and stand, No, 500 in white 
ROOFING MATERIAL.—Now that Pruning Shears. — No. 1091S, $4.90 finish, $14.50 each. 








NATIONALLY ADVERTISED 
HOLD-TITE CAPS — so 


ae 

























Packed for convenience 
in handy | gross pack- 
ages or 50 gross bulk. 
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ii soc. ca. AJA 75C EA. . 
Made from High Grade Tin TWO OR \JAX sock: FR Ao pe 7Se List 
I1- te 34 ‘‘B’’ Heater Cord Set Heater 
Plate and No. 1 Composi- Leeves Lemp tn Permits Use of Plugs and Parts 
. < ° Ordinary Shede h Receptacies : 
tion Cork. Carefully sorted and weighed. Without tat N AJAX 





Write us for prices. 
w 
Apex Stamping Company os we Standard 


obb s lied Complete or in Part A 
Dept. A Riverdale. Ill. Manufacturers ee So an oo arts to Allow 


AJAX ELECTRIC SPECIALTY CO., St. Louis 
Complete Price Sheets on Request 


Wire Products 


for every need 


Nails of all kinds, Staples, 
Cambria Fence, Barbless 
Twisted and Barbed Wire, 
Processed Wire, Bright and 
Galvanized Wire, and Wire 
Rods to standard or special 
analysis. 





























rT aa 





| Brings a bit o’ 
‘| the enien to 
4. Your Customers 


Pa Next Weeks Haroware AGE 














BETHLEHEM STEEL COMPANY 
General Offices: BETHLEHEM, PA. 


BETHLEHEM 

















122 





HARDWARE AGE 


March 3, 1927 


Twenty-Sixth Annual Convention of P. A. S. H. A. 


ple needs. Incomes were small and wants 
limited. A dollar was something to be 
carefully treasured. Today it looks like 
ten cents and quickly passes on its way. 

“Merchandising was then a compara- 
tively simple and easy problem. The ped- 
dler with his pack visited the home and 
displayed his assortment of wares, and 
the general store of the small town and 
the cross-roads had its great variety of 
goods, then in common demand. There 
were no big problems in merchandising 
as there are today. The storekeeper’s only 
job was to supply the simple wants of 
his community. He had little concept of 
retailing functions or the service to which 
the public is entitled, as we appreciate it 
today. 

“Yet back in the sixties a new idea had 
been injected into commerce in the form 
of the department store—an evolution of 
the old general store, with its many 
classes of goods separated for the greater 
convenience and better service of the pub- 
lic. In 1873 the first catalog house pre- 
sented its appeal of lower prices, made 
possible by large buying and limited ser- 
vice. While the chain store idea is not 
new, ft was not until around 1900 that it 
began to evolve, in a large way, and its 
principal progress has been within the 
past fifteen or twenty years. The chains 
still further capitalized the factors of large 
quantity buying and limited service, to 
which were added limitation of price and 
the handling of quick selling goods. Cen- 
tralized management and_ standardized 
equipment and methods are also respon- 
sible for their rapid evolution. 

“Then came the World War, with its 
years of intensive concentration upon a 
single purpose. All through the war pe- 
riod governmental and civic agencies had 
urged the necessity of saving, that our 
material activities might be properly 
financed and the war pressed to its earliest 
close. The great majority of people found 
themselves with far more money and larger 
incomes than they had ever possessed be- 
fore. Spending took the place of saving. 
Luxuries were seen competing with sta- 
ples. Now there is no measure by which 
luxuries and staples may be distinguished. 

“Factory capacity has been multiplied for 
the purpose of producing the things es- 
sential to the war's efficient conduct. With 
the armistice came the problem of using 
this surplus capacity. 

“In many cases the goods formerly made 
were produced in multiplied quantities; in 
others the additional facilities were 
focused on the production of new products. 
Vast quantities of goods pressed for dis- 
tribution. Advertising was used in large 
volume to stimulate interest and nation- 
alize markets. Unable to distribute the 
greatly enlarged output through former 
channels, goods soon began finding their 
way to the consumer through a multiplici- 
ty of outlets. Manufacturers who had 
formerly sold only through wholesales be- 
gan selling to retailers, and in some in- 
stances direct to the consumer. Whole- 





(Continued from page 65) 


salers, similarly infected with the volumitis 
germ, expanded their sales efforts into 
many fields, even to the customers of their 
customers. 

“The instalment plan of payment, used 
for many years in the selling of certain 
lines of considerable value, was quickly 
siezed upon as a means to increase sales; 
terms competition became so intense that 
almost anything can now be purchased on 
the _ nickel-first-and-ten-cents-a-week-for- 
all-time basis. 

“It is not surprising that the hardware 
merchant has not fully adjusted himself 
to the new situation. The very nature of 
his merchandise, the thought that he deals 
in necessities, has made him conservative, 
slow to change. He has thought of his 
store as different, as supplying the things 
which people have always needed and will 
always need. 

“Everything is constantly in evolution; 
change is continuous. The new thing of 
yesterday is the old of today. The old 
must always go and the new must come. 
Competition is no longer limited to those 
engaged in a given line of endeavor; to- 
day’s competition is very largely between 
industries; each vieing with the other for 
the consumer’s dollar. 

“And the future of the hardware deal- 
er depends very largely upon his thorough 
understanding of his present problems and 
the efficient manner in which he handles his 
job. And this efficiency depends primarily 
upon his ability to adapt himself to the 
new conditions and keep pace with the 
changes yet to come in our commercial 
structure. Most certainly will that meth- 
od of distribution survive which gives 
the best social service at the lowest cost.” 

Charles H. Williams, Streator, IIl., a 
past president of the National Retail 
Hardware Association, survey the found- 
ing and development of that organization 
paying particular tribute to the late M. L. 
Corey, its first secretary sand treasurer. 
Mr. Williams told how Sharon E. Jones, 
now secretary-treasurer of the Pasha, 
helped in the organization of the national 
of which he later became a president. The 
speaker praised the energetic and efficient 
work of Herbert P. Sheets, the incumbent 
national secretary and stressed the value 
of hardware mutual insurance. 

Senator Geo. B. Sprowls, Claysville, Pa., 
retires from the advisory board this year 
and retiring president Robt. J. Murray, 
Honesdale, Pa., takes his place. Others 
serving on this board are John A. Ditz, 
Clarion, Pa.; Hugh F. McKnight, Pitts- 
burgh, Pa., also a N.R.H.A. director; 
Ernest Johannesen, Baltimore, president of 
the Baltimore association; Daniel Rine- 
hart, Waynesboro, Pa.; Henry C. Snow- 
den, Jr., Media, Pa. 

The executive committee includes W. 
McK. Reber, Bloomsburg, Pa.; I. E. Paul, 
Washington, Pa.; C. E. Hastings, Seaford, 
Del.; John A. Winters, East Orange, 
N. J., and H. S. Newcomer, Mt. Joy, Pa. 
The board of governors includes the of- 
ficers and all members of the advisory 





board and the executive committee. 

At the closing business session of the 
convention, Friday, Harry D. Kaiser, of 
Philadelphia, was elected president for 
1927, succeeding Robert J. Murray, Hones- 
dale, Pa., who was made chairman of the 
advisory board. Mr. Murray was pre- 
sented with a silver loving cup by the 
association in recognition of his efficiency 
while president. | 

Other officers elected were: George C. 
Brown, Punxsutawney, Pa., first vice- 
president: Theodore Romaine, Hacken- 
sack, N. J., second vice-president; Frank 
A. Hegner, Sewickley, Pa., third vice- 
president; W. H. Blanning, Lykens, Pa., 
fourth vice-president. Sharon E. Jones, 
Philadelphia, was reelected secretary and 
treasurer. W. Glenn Pearce was reelected 
assistant secretary. 

As usual there was plenty of entertain- 
ment at the Pasha convention. It started 
Monday night with an informal reception 
to officers, members and guests at the 
Benjamin Franklin ball room followed by 
music, dancing and refreshments. Tues- 
day afternoon was a busy one for the 
ladies, who were filmed at 2, taken to 
afternoon tea at 4 and entertained with a 
musical concert in the evening. The films 
taken of the ladies were shown Thursday 
afternoon at a matinée party in the Stanley 
Theatre. 

Resolutions were passed thanking speak- 
ers, exhibitors, officers and committees, 
etc., and pledging support to the Penn-Na- 
tional Mutual Insurance Co. 

Resolutions were also passed approving 
the resale price legislation as proposed in 
the Capper-Kelly bill; another reads, “In- 
asmuch as the losses from bad accounts al- 
ways attendant to the operation of a re- 
tail business, have increased in the last 
few years to such a dangerous: proportion 
as to make immediate remedial legislation 
imperative, this association favors the 
passage of garnishee laws by the legis- 
lators of our’ respective States, and 
strongly urges members to communicate 
with their representatives urging the press- 
ing of such legislation. 

Another resolution protests against the 
inclusion of shot guns and rifles and such 
sporting arms in class with revolvers and 
pistols and such deadly weapons which 
may be concealed upon the person, in any 
bills which shall be considered by the legis- 
lature for the following reasons: 

“First, because the inclusion of shot guns 
and rifles would render the act practically 
incapable of inforcement. 

“Second, because’ these _ restrictions 
would place upon the dealers throughout 
the State of Pennsylvania an unnecessary 
and extremely burdensome hardship in the 
conduct of their business, 

“Third, because we believe that the in- 
clusion of shot guns and rifles in any bill 
will create such antagonism toward the 
bill on the part of the dealers and the great 
company of sportsmen throughout the 
State that such revolver and pistol bill will 
be defeated. 


Reading matter continued on page 124 
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Sit PR Winter Semen IVER JOHNSON 
Cannot be forced. Stops rattling EVERYDAY SELLERS 


windows. Easily and quickly ad- 
justed and attached to any window. 





This little de- BICYCLES 
vice sells for 20 VELOCIPEDES 
cents and does JUNIORCYCLES 
ma a y dollars’ REVOLVERS 
worth of good. SHOT GUNS 


You can. sell 
them easily— 
every  home- 
owner will ap- 
preciate the util- 


Send for Catalogue and Prices. 


MAKE EVERY DAY COUNT 







































ity of Winloks. Iver Johnson’s Arms & Cycle Works, Fitchburg, Mass. 
CUR-MAN.-CO., Ine. New York: 151 Chambers St. Chicago: 108 W. Lake St. 
98 Broadway Astoria, N. Y. San Francisco: 717 Market St. 
A Convenience ROOF GUTTER SUPPORTS 
~ ®E 
; . This illustrati . ’ 
ae That Every Housewife Wants ene trough bangers, ‘made by Us Which amy be adjusted every 
or an : 
The Sexton “Ajax” Garbage Re- inch for 
ceiver appeals acon it fills a long oy = 
felt need. In use, it sets flush with These hangers : 
the ground. The close fitting top ae 
effectually seals in odors and keeps E} 
the contents away from flies and Write for catalog No. i 
i » Whien also us- . in 
ae Opens at a touch of the trates wand | _deseriben me 3 
° conductor 8 an D | 2) 
Built to give long service. [Frame fasteners. s 
and cover are cast iron; body rein- ky 
forced concrete. Write for further Free sample gi:adly 4 
details. furnished. 
<X SEXTON CAN CO] L. D. BERGER COMPANY 
51 N. 2d St., Philadelphia, Pa. 


















































. ’ Fully Guaranteed. Easily ap- 

Graffco Pushpins plied. Accurate adjustments 
4 by side screw and lever. Most 
powerful check on mar- 


. ket, size for size. Lower 
Picture Hanger in price. Fine bronze 


Two Fast Selling Products of the Nationally Known finish. All sizes for all 
GRAFFCO LINE 
GRAFFCO PUSHPINS—Tool tempered steel point set in a crystal doors. Dealers wanted. 


glass head. Will not deface plastered walls or polished woodwork. Ask your dealer about, 


0 sizes. ° 
GRAFFCO PICTURE HANGERS—For hanging articles weighing up 
to 100 pounds. ‘‘The nail can’t fall out.’’ Three sizes. the B.K.S. or write 


Our new, complete catalog upon request. direct. 
Graff-Underwood Co., 20 Beacon Street, Somerville, Boston 42, Mass. United Hardware & Too! Corp 


and 











74-76 Reade Street 
NEW YORK CITY 
































© provide adequate storage 
shelf stock—to make it accessible and con 
venient for clerks and stock men to handle with 
absolute safety—to insure quick service for whole 
sale or retail trade — install one or more 
MYERS NOISELESS CUSHION TIRE STORE LADDERS. 


Doap trendstaps, Celtengh hand pipe nesier Geet, 


Its a bird 
in its line See 


a Ses cteny-cee “ design— , AF ‘ 
P Ph mre beer pte »> be Me 
See Next Weeks Haroware AGE pietements, Circular LAI0- t 
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A girl was asked to write an essay on “man” and submitted the 
following : 

“Man is what woman has to marry. 
and doesn’t go to church. Both sprang from apes, but woman 
sprang the farthest.” 


A printer was asked by a physician to 
submit a price on a letterhead; different 
sizes, different grades, different colors, 
and a number of other “differences” were 
to be included in the printer’s bid. In ad- 
dition, the form was to be left standing. 
The printer answered in the following 
way: 


“Am in the market for bids on one 
aperation for appendicitis. One-, two-, 
or five-inch incision—with or without 
ether—also with or without nurse. If ap- 


pendix is found sound, want quotations to 
include putting same back in place and 
canceling order. If removed, successful 
bidder is expected to hold incision open 
for about 60 days, as I expect to be in the 
market for an operation for gallstones at 
that time and want to save the extra cost 
of cutting.” 





“Did you give your penny to the Sun- 
day school, Robert?” asked the fond 
mother. 

“No, ma, I lost it.” 

“What! Lost another one? That makes 
three Sundays straight you've lost your 
penny.” 

“Yes, but if I keep it up I'll win ’em 
back. That kid’s luck can’t last forever.” 





On the last day of school, prizes were 
distributed. When one boy returned home 
his mother was entertaining callers. “Well, 
my boy,” said one of the callers, “did you 
get a prize?” 

“No,” replied the boy, “but I got horri- 
ble mention.” 





Gruff Father to Son—“Why don’t you 
get out and find a job? When I was your 
age | was working for $3 a week in a 
store, and at the end of five years 1 owned 
the store.” 

Son—“You can’t do 
They have cash registers.” 


that nowadays. 





“Do you like codfish balls, Mr. 
Whimp?” 

“I dunno; I never attended any.” 

“I’m _ sorry,” said the pitcher, “but if 
Biggins is going to umpire today, I don’t 
think I'd better pitch.” 


“Why not?” inquired the manager. 


* “Well,” explained the pitcher, “last win- 
ter when I was down in Florida I sold 
him a lot.’’—Luife. 





A tourist in Scotland came to a wide 
ferry. It was stormy, and the wind was 
constantly increasing. The Scottish ferry- 
man agreed to take the tourist across, but 
told him to wait until he had first taken a 
COW acTOoss. 

When he had finally started across with 
the traveler, the Jatter became curious. 

“Will you tell me why you took the cow 
across and made me wait?” he asked. 

“Weel, now,” exclaimed the ferryman, 
“you see the coo wur valuable, and I 
feared the wind wud increase so the boat 
might upset on the second trip!” 





He rushed into the police station, 
breathless with hurry and excitement. The 
inspector in charge regarded him gravely 
for a minute. 

“They say you’ve caught the man who 
broke into my house?” gasped the visi- 
tor. 

“That’s right,” answered the inspector. 
“Do you want to see him?” 

“Rather!” replied the other excitedly. 
“You see, he managed to ‘get into the 
house without waking my wife, and that’s 
what I’ve been trying to do for the last 


” 


10 years! 





A June bride asked her husband to copy 
the radio cooking recipe one morning. The 
husband did his best, but unfortunately 
got two stations on at the same time. One 
was broadcasting the morning exercises 
and the other the recipe. This is what 
he got: 

“Hands on hips, place one cup of flour 
on the shoulders, raise knees and depress 
toes and wash thoroughly in one-half cup 
of milk. In four counts raise and lower 
the legs and mash two hard-boiled eggs in 
a sieve. Repeat six times. Inhale one- 
half teaspoonful of baking powder and one 
cup of flour, breathe naturally and exhale 
and sift. 

“Attention! Jump to a squatting posi- 
tion and bend whites of eggs backward 
and forward over head, and in four 


“counts make a stiff dough that will stretch 


at the waist. Lie flat on the floor and roll 





He drinks, smokes, swears 


into a marble the size of a walnut. Hop 
to a standstill and boil in water, but do 
not boil to a gallop afterward. In 10 min- 
utes remove from the fire and dry with 
a towel. Breathe naturally and dress in 
warm flannels and serve with fish soup.” 





During the recent strike in England the 
volunteer driver of the London-Liverpool 
express performed the miraculous feat of 
bringing the great train into Liverpool 25 
minutes ahead of schedule time. The pas- 
sengers went forward in a body to thank 
him. A pale green face emerged from the 
cab. “Don’t thank me,” he_ gasped; 
“thank God; I only found out how to 
stop this thing 10 minutes ago.” 





“Bredren and _ sisten,” said Parson 
Washington Jones, “Ah got sumthin’ Ah 
wants to talk to you-all about, an’ Ahm 
goin’ to do it befo’ th’ season gits any 
oldah. Las’ wintah every time th’ frost 
came, an’ youall went out an’ killed yer 
hawgs, Ah natchally expected to git me 
some poke. But all Ah ever got all wintah 
was jes pigs’ feet, pigs’ feet. Ah got so 
tiiard of pigs’ feet Ah couldn’t look a 
hawg in th’ face. An’ what Ah wants to 
announce to youall right now is, thet if 
youall expecks me to preach in dishere con- 
gregashun DIS wintah, Ahm jest nachally 
goin’ to have t’ eat higher up on th’ hawg 
—at’s all—HIGHER UP ON TH’ 
HAWG!” 





Mother to Johnny, who asked for a 
fourth piece of cake, “Johnny, you will 
burst.” 

Johnny—“Well,: give me the cake and 
stand aside.” 





When Noah sailed the ocean blue, 
He had his trouble same as you. 
For days and days he drove the Ark, 
Before he found a place to park. 


Five-year-old daughter: “Look at that 
funny man across the street!” 

Mother: “What is he doing?” 

“Sitting on the pavement talking to a 
banana skin.” 
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For New Profits 


Gre, Fire Extinguisher advertising in 23 
representative magazines of national cir- 
culation is sending customers into the 


stores for 


The 
FIRE 
EXTINGUISHER 
AND 


Gust’ FIRE 
EXTINGUISHING LIQUID 


Why not cash in on this demand? 


IMPROVED 






Get your share of Gee Fire Extin- 
guisher business by keeping these 
extinguishers displayed out in front. 


You can make your tie-up with Heng 
Fire Extinguisher national adver- 
tising more effective by putting Beng 
Fire Extinguisher dealer helps to work 
for you— a Hew Fire Extinguisher 
display tells its own sales story. 


Gem, Fire Extinguisher advertising 
is continually selling the consumer 
—is backing you up. Dealers have always 
made money selling Aug Fire Extinguishers— 
and always will. They are favored for their 
dependability. Their new features mean new 
profits. Every home and automobile owner is 


a prospect. 
A Get FIRE 
EXTINGUISHER DISPLAY 
Tells Its Own Sales Story 


A Srene Fire Extinguisher sales representative 
or your Jobber’s salesmen will gladly explain 
how these improvements have made a good 
extinguisher better. 





Order Now Through Your Jobber 


PYRENE MANUFACTURING CoO. 
NEWARK, N. J. 
“*Fortify for Fire Fighting”’ 
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CABINET LOCKS 


Install Display Boards 24011-22014 which 


suggest to your customers their need 
of Cabinet Locks 








Every householder needs a cabinet lock; collectively the 
field is big. Only a small investment is necessary to add 
this “Silent Salesman’”’ to your staff and start it working 
for you. 

But a comparatively small stock of Eagle Cabinet Locks 
is necessary to make money from the many requests. 
The Eagle line consists of a complete range of warded, 
lever tumbler and pin tumbler locks, including drawer, 
wardrobe, desk, chest and cash box locks. 


Ask your jobber for display board information. 


Eagle Lock Co. 
General Sales Office 


26 Warren St., New York sccucncareve 


Branches—521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, Il. 
114 Bedford Street, Boston, Mass. 
Works at Terryville, Connecticut 
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PAINT 


provides your customers with better paint protection for exposed 
surfaces at lowest cost per year of service. 


The Dixon Line of Graphite Paints fully meets their require- 
ments as to long life and economy. 








The pigment, flake silica-graphite, provides a tough, yet elastic, 
film that expands and contracts with heat and cold without crack- 
ing or peeling. The graphite and silica are naturally and not 
artificially combined, resulting in long life, efficient surface pro- 
tection, elasticity and resistance to dampness. 


Write for trade prices and Booklet 40-B 


JOSEPH DIXON CRUCIBLE COMPANY 
Jersey City DK New Jersey 
1827 One Hundredth Anniversary 1927 
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GREASE Cups 
and OIL Cups 


For Every Purpose 


Included in the Bowen line Attractive Counter Dis- 
plays containing assorted 


of grease cups and oil cups, docs of the ween grees 











No. 5739 No. 118 





are lubricators of the exact = ang oil cups most in de- 
type and size to meet every mand provide the dealer 
lubricating requirement. with a quick and easy way 
to sell and also a con- 
Catalog No. L-104 showing venient method of stock- 

more than fifty other types ing these small parts. 


will be sent upon request 


BOWEN PRODUCTS 





No. 249 CORPORATION 
AUBURN NEW YORK 
Branches 
BOSTON 161 Massachusetts Ave. 
CHICAGO 412 Wrigley Bidg. 
CLEVELAND 7113 Euelid Ave. 
DETROIT 2760 W. Warren Ave. 
KANSAS CITY 1322 McGee St. 
arta = So 
SAN FRANCISCO Monadnock dvey Case No. 12 Case No. 11 
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BABCOCK 
SPRUCE 
_ ADDERS 


A Winning Hand! 


When you hold 
a hand like this 


It means 


sure ladder SALES, 


Because BABCOCK 
stands for STRENGTH 


And our SPRUCE 
never fails. 


It’s all AIR DRIED. 


ladders for every need. 
We pay the Freight. 
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ae W. W. BABCOCK CO. 
i Bath, N. Y. 
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The Customer with a Hobby 





He usually has one little plot, carefully cultivated, grdw- 
ing every sort of a vegetable that’s sold by the package. ———— 
Perhaps a set of tools—good tools—a few garden imple- ‘LUD AW SAYIOR 


im (} 


ments and a deep-seated faith in his hobby—/is home. 


' ad a W|I 
He isn’t so hard to please—just a little economizing, doing 
his own repairs during the week-end, and depending on his 


home-town dealer for supplies—and advice. 


If you pass his home some time this summer look over his 
rescreening job. “Perfect” was a good selection. You will 
be glad vou recommended it. 


Your Jobber stocks “Perfect.” 





UVNMQUCULUUNNURUAL AABN IUIUUAORANUALUAEATA GLAU TEU 


LUDLOW-SAYLOR WIRE CO. 


St. Louis, Mo. 


MUULLAULUUUAH 
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No. B00 Set 
Unpacked 





You cannot go wrong on 
any New Britain Socket 
Sets, either Handle Lock or 
None Better. Every set 1s 
made to fill a popular de- 
mand and price. The four 
sets illustrated are  espe- 
cially quick sellers in every 
section of the country. With 
the rapid increase in num- 
ber of cars used the need of 
socket sets increases. Get 
ready for the spring “tun- 
ing up” season. Place your 
order with vour jobber now 
—if he won't sell you we 
will arrange to supply vou 








No. 8 Set 








promptly. Follow this 
— through with your or-_ 
der—now! 


No. 1A Set 


The New Britain Machine Co. 
198 Chestnut Street 


New Britain 


Conn. 
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Car Owners 


are entitled to better 
Garage Doors 


No need now for car owners to have garage doors 
that sag, stick and jam; that won't stay either open 
or closed. For you can specify A-P garage door 
hangers to replace old hardware, on old doors, just 
as well as for use with new ones. 


\-P “1189” is the favorite Round-a-Corner garage 
door hanger. It has the famous A-P high carbon 
steel round track which, with lubricated roller bear- 
ing hanger wheels, forms an easy running, round-a- 
corner door, free from all side friction. And A-P 
doesn’t balk, buckle or jump the track. It is quiet. 
So quiet that its silence says more than a million 
words. 


\lade to fit openings with any number of doors. Sells in 
various combinations and costs no more than the ordinary 
flat track type. 


The only moving parts on the entire garage need the best 
equipment that can be had. A-P “1189” Round-a-Corner 
garage door hardware is first choice with many thousands 
of architects, contractors, builders and car owners. 


Hardware dealers should have A-P Catalog No. 95 show- 
ing this and other hangers along with all kinds of building 
hardware. Write for it on vour letterhead. 


Hardware Dealers 


cell us that pushing A-P hardware for garages, homes and 
all buildings builds up their reputations as good hardware 
merchants. It will do as much for you. 


ALLITH-PROUTY COMPANY 
DANVILLE, ILLINOIS 


Manufacturers of 


Overhead Carriers 
Door Hangers 


Allith 


Manufacturers of the Finest Line of Garage 
Door Hardware 


Garage Door Hardware Spring Hinges 
Rolling Ladders ire Door Hardware 
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HERE IT IS! 


| 


Ki) Product 








The New 






No. 444 


Ileo Automatic Keyhole Lock 


Recognized as the best keyhole lock on the 
market. It has an automatic feature that’s a 
winner. 


Merely slide into keyhole and common lock 
becomes absolutely secure. Key used for un- 
locking only. 


Sturdily constructed and very serviceable. 
Ideal for home and hotel door locks. 


A very attractive four colored counter dis- 
play box containing one dozen locks assists 
these profit makers to sell readily. 





Write for prices and fiirther particulars. 


--- Protection 





In our ILCO No. 202 Night Latch the Bolt and 
inside Knob are dead-locked when key is turned 
once backwards. 


we ya Peel ba tL _Joors that silently 
Sere Pa function on GRIFFIN 

Lock Set HINGES are an added 
Our No. 250-B sells on sight. ‘The source O f Cc omfort and 
satisfaction in any home 











Glass Knobs are beautifully designed, 
ground, polished and silver backed, giv- 
~~ a high lustre. Lock is strongly 
made. 


Everything built to last and moder- 
ately priced to insure quick sales. 
aie 


Send for Catalog No. 7 


dD INDEPENDENTIOCKCOMD RIFFIN 








BRANCHES | fh OM sag > 
183 pee ce” aa x bag nord — — Cass Ave. | anufac Tu) Ing (. 0 
hicago, ‘ ew Yor ity etroit, Mich. : 
17 North Fifth Street 121 2nd Street. 406 Wall Street | ERIE. PENNSYLVANIA 
Philadelphia, Pa. San Francisco, Cal. Los Angeles, Cal. van ch O ; 


Manufacturers of Cylinder Locks, Padlocks, Inside Door Sets, Glass 
Knob Sets, Key Blanks, Auto Switch Keys and 
Hardware Specialties 





45 WARREN ST. NEW YORK 
74 W. LAKE ST. CHICAGO 
28 BINFOAD ST. BOSTON 
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CORBIN I 








Set Screws 

Cap Screws 

Saw Screws 
Themb Screws 
Hand Rail Serews 


Special Automatic Serew 
Machine Preducts 


Steve Belts 
Tire Bolts 
Agricultural Belts 





Se: eee 






INNNUNII == 


CUT rs 





Steve and Tire Belt Nuts 
Semi-Finished Nuts 
Castellated Nuts 
S.A.E. Nate 

Jack Chain 
Plumber's Chaiz 
Register Chain 
Safety Chain 
Furnace Chats 
Ladder Chain 
Sash Chain 
Escutcheon Pine 












UNIFORM QUALITY and ADEQUATE STOCK 
The CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warchouses—New York, Chicage, Philadelphie 
Western Factery—Dayton, Ohie 


well — 


Quality 
Sprayers 


Lowell Purchasers Repeat! 


To the big user of sprayers who has 
never used Lowell Sprayers before, 
their efficiency is a revelation that 
brings him back for more. The man 
who buys a single sprayer at fairly 
long intervals is always so well satis- 
fied with his first Lowell Sprayer that 
he insists on a Lowell the next time 
he buys a sprayer. 

For more than twenty-five years 
lowell has set the pace in new devel- 
opments, workmanship and high qual- 

ity of materials used. 


It costs no more to stock the best—and it’s 
a lot more profitable. Write now for cata- 
log and prices. 




























Lowell Specialty Company 
Lowell, Michigan 


7h Weel ts:)& -me o oh-b wor. 
GUARANTEED AGAINST DEFECTS 
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Hardware Dealers! 


Look This Over! 


Here’s a line of Ice Scales and Tools you want to sell 


CHATILLON 


Iron-Clad Ice Balance 


Strong, sturdy, compact and durable—built to withstand the 
rough usage, bumps, jars and sudden strains that accompany 
the weighing of large pieces of ice. 


Made to comply with all weights and measure requirements. 
Your sealer will approve them. 


CHATILLON 


Ice Tools 


Made for long and dependable service. In them is the strength 
to resist wear and breakage, the strength of excellent materials 
fashioned into improved designs. 

These Ice Tools are recognized as the finest tools of the kind. 


JOHN CHATILLON & SONS 


Established 1835 
85-99 Cliff Street, New York City, N. Y. 





No. 030 
Ice Tongs 











APTI Ieee eee Pee eee eee Meee eee eee Peewee wee 


Cc 


“PHILADELP 


ORIGINAL OLDEST BEST 


GENUINE. 








7§ 





| 


es Over half a century doing one thing well @ 


Since 1869 we have been in the lead and are 
still in the lead with strictly the highest grade 
lawn mowers made. ‘To our line we have 
added our Improved Style “A”’, which is also 


‘All Steel, easy running and practically inde- 


structible. 

And how it CUTS. Those Vanadium Crucible 
Steel Blades make quick work of a tough lawn. Made 
with Removable Box Caps and Self-Oiling. 

Has 10-in. wheels. Four sizes: 15”, 17”, 19” and 21”. 
Write for Catalog No. 25 and Discounts. 


The Philadelphia Lawn Mower Co. 


31st and Chestnut Sts., Philadelphia, Pa. 


“The Original People in the Lawn Mower Business Since 1869’ 






Improved All Steel 
Style “A” ower 
Practically Indestructible 
18 Hand 
4 Horse 
: _— 3 Motor 





eo ole olde 








oe — | 
li —— 
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HARDWARE 












/.xperlence 


Experience writes the  specifica- 
tions for Hollow Screws. Theories 
and claims don't sell ‘em. 

All makes, all styles of Hollow 
Screws have had their years of 
test. Time has settled the merits 
of socket-design and fabricating 
process. 

Today's chief ‘argument’ for 
ALLEN Screws is found in most all 
machinery in all industries. It’s 
found in the fact that the ma- 
chinery runs without breakdowns 
from hollow screws. 


Cold-drawn sockets, 30% greater 















strength. Clean, true hexagon 
holes; firmest leverage for the 
wrench. Special - analysis alloy 






steel; special heat-treating for dif- 
ferent-style points and diameters. 
Experience has written the speci- 
fications; we fill them for you. 


The Allen Mfg. Co. 


139 Sheldon St., Hartford, Conn. 









Branch Offices: 
W.C. Stauble R. E. Gregory 
2909 Waverly Sl. 1029 Wesley Abe. 
Detroit, Mich. Evanston, Iii. 









W. J. McRae 
320 Market Street 
San Francisco, Cal. 


E. P. Crawford 
3348 No. Park Ave. 
Philadelphia, Pa. 
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To Install Simply 
Bore Two Holes 


Combine 
Unequalled 
Efficiency with 
Unapproached 
Beauty! 

The thorough practical- 
ity and marked advantages 
of Dexter latches 
are well attested to 
by the fact that 
the World’s larg- 


est manufacturers 


of showcases have adopted 
them as standard equip- 
ment. 


Builders are quick to rec- 
ognize the benefits to 
be derived by using 
them on all their jobs. 
Feature these latches and 
you'll find in them a new 
source of highly profitable 
volume business. 


Write Now for Details 
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Here’s a New Tape 
They'll All Want 


The new No. 530 Starrett Steel 
Tape opens up a tremendous 
market on account of the unusu- 
ally low price at which you can sell 
it and still net a nice profit. 


Handsome black imitation leather case 
securely held by a concavo-convex ring 
- an exclusively Starrett improvement— 
bright markings against a dark back- 
ground for quick reading, and push 
button and folding handle 
—in every respect it will 
appeal to every man for his 
home or shop and you can 
sell it at the price he wants 
to pay. 














It’s a big seller. Write for 
full information and prices. 


THE L. S. STARRETT CO. 
World’s Greatest Toolmakers 
Manufacturers of Hacksaws Unexcelled 
Steel Tapes—Standard for Accuracy 

ATHOL, MASS. 


Starrett No. 530 
Steel Tape 
in 25, 50, 75 and 
100 ft. lengths 





Sell Starrett Io ols 
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The Hammer With 
The Red Stripe 





The “Woodpecker” 
drop forged tool that serves every requirement of a 
regular hammer for Carpenters, Mechanics, Farm 
and Home use. 


claw hammer is a high quality 


Made in any style. Weights 13, 16 and 20 oz. with 
the added feature of special nail holding device 
which does not throw the hammer out of balance. 
Holds wire nails up, to 30d and enables a carpenter 
to hold on to a ladder or scaffold with one hand and 
reach and set a nail a foot or more beyond the 
reach of his hand. 


All want it because of the nail holding feature. 


We guarantee this hammer to be free of all imper- 
fections and allow the dealer more profit. 


Retail price: 13 and 16 oz., $2.50; 20 oz., $2.60. 
With a trial order of six or more we furnish a 
metal display easel. Write for discounts. 


¢,¥4 TOO! COMPA, 


‘0 LK. 


YRIA, OHIO. V 
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Brookins Oil Measures 
Prevent Even the 
_ Appearance of 
Substitution 


the use of 


Measures’ by 


Just 
Brookins 


now 
garages and filling sta- 
tions is of even greater 
importance than ever be- 
fore. Any other type of 
measure that must be 
filled in advance suggests 


the possibility of substi- 

tution. 

And because of the 

astounding stories of sub- 

stitution now appearing 

in magazines and news- } 


careful about 


papers car-owners are becomingly increasingly 
buying oil. You will do your customers a service in telling 


them of this situation. 


The oil dealer cannot now afford to risk his reputation by 
serving oil that is not drawn into an open measure in the 
Hie must show customers that he is 
entitled to their confidence. He must let them see their oil 
drawn from a properly marked drum or pump. And if he 
uses Brookins Measures that is what he does. 


presence of the customer. 


With a set of Brookins Measures, the oil dealer can serve one 
to four quarts of oil easily, quickly and accurately in one 
operation. He can keep the line moving faster during rush 
hours. 


The Brookins Measure is the most widely used oil measure 
made. It is the most convenient. It requires no funnel. The 
flexible metal hose easily reaches any oil intake. The handy 
thumb-valve controls the oil flow. There is no over-flow, 
no wasted oil, no oil spilled on the owner’s car. 


lf you have a customer who is not yet using Brookins Meas- 
ures, show him why it will pay him to discard his old equip- 
ment and get a set today. 





Brookins Gaso- 
Can 
Two and five 
gallon 
Long, 
metal 
Can’t spill or ~ 
\oplash. 


ies 


Brookins Portable 
Drain Tank 
Permits crankcase 
service without 
drain pit or rack. 





BROOKINS MFG. CO., 
Dayton Ohio. 


THE 
342 Xenia 


Ave., 


rts 














Brookins Oi] Measure 


Durably constructed. Prac- 
tical in operation. Conve- 
nient to use. Made in one, 
two and four quart sizes. 
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| Segal Iron Night-Latch | 
| Wall and Shelf Display No. 4-L 





(Back) 


(Front) 


Nothing Succeeds Like Display 


Well displayed merchandise has doubled and treb- 
led sales for thousands of merchants and locks 
are no exception. 


For effectively displaying SEGAL Night-Latches, 
this Wall and Shelf Display has no equal. It shows 
the latches as they should be shown—-both front 
and back views. 


Sent FREE when ordered with one each of the 
| latches shown on board. Send for Catalog and 


Special Discount Offer. 
‘ Lock and Hardware 


SECA Company, Inc. 


151-161 Leonard St., New York, N. Y. 
Originators of Jimmy-proof Locks 


Philadelphia Boston Cleveland 
Buffalo Chicago Los Angeles 


Detroit 
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STIMULATING 
KESTER 
SOLDER SALES 


Kester Metal Mender and Kester 
Radio Solder—forerunners of the 
Kester line—are supported by the 
greatest consistent advertising cam- 
paign ever run on solder. 

Kester Metal Mender, the small 
package of acid-core solder, finds its 
way through the home into the hands 
of the larger users, thus stimulat- 
ing the sales of the larger spools. 

AT aT The driving force behind Kester 
RQ? VIC Metal Mender consists of : 
am The Country Gentleman 
x4 ‘« at Gm ree Farm and Fireside 
} eo Farm Life 
an Rural New Yorker 
Progressive Farmer 
Farm Stock and Home 
Oklahoma Farm Stockmen 
Farm and Ranch 
Capper’s Weekly 
— = Popular Mechanics 
Popular Science 
Science and Invention 
Kester Radio Solder, the entering 
wedge for sales of large spools of 
rosin-core, is supported by the fol- 
following group: 
Radio Radio Broadcast 
Popular Radio 
Radio Engineering 
Citizens Radio Call Book 
Radio Listeners Guide 
Naturally it behooves progressive 
jobbers and dealers to carry the full 
line of Kester solder to cash in most 
profitably on this tremendous sup- 
port put behind Kester. 


pAn'gooh 
cal: 
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CHICAGO SOLDER COMPANY 
4205 Wrightwood Avenue Chicago, U.S. A. 


Originators and world’s largest manufacturers 
of Self-Fluxing Solder 


YOUR JOBBER CAN SUPPLY YOU 





Thoroughly Advertised— 
Easily Sold 


Thousands of dollars are being spent 
to create consumer preference for Witt 
Cans and Pails during 1927, and Witt 
dealers will reap the harvest. 


Rugged construction, neat appearance, 
fair price, and the guarantee to outlast 
three to five of the ordinary kind, are 
features that are making profits for 
Witt dealers. 


Right now many wide-awake dealers 
are sending in their orders to be ready 
for the rush of spring business. How 
is your stock? 


Our dealer cooperation will help pull 
the sales to your store if you get lined 
up right away.. Phone a trial order 
to your jobber,-or, if he cannot serve 
you, write 


The Witt Cornice Company 
2111 Winchell Ave. 
CINCINNATI, OHIO 


Manufacturers of 


wiih 


CORRUGATED 
"CANS an PAILS: 


Sell your “‘price’’ customers the Brighton Line of Cans and 
Pails. A medium weight line of unusual quality that gives you 





a nice margin of profit. 
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GET READY! 


The big PENNSYLVANIA national adver- 
tising campaign is in full swing—the annual 
peak demand is just ahead, and, even now, 
buyers are beginning to look around to 


locate the PENNSYLVANIA dealer. 


Are YOU prepared to meet the demand for 
PENNSYLVANIA Quality? And is your 
store definitely marked and identified? 


No matter which PENNSYLVANIA brands 
you carry, it will pay you to get and use our 
big FREE package of 1927 sales helps. 
Write for this today and be sure to mention 
the names of the PENNSYLVANIA brands 
you stock and the jobber from whom you 
buy. All consumer literature will be im- 
printed free if you will enclose a proof of the 
imprint required. 


Pennsylvania Lawn Mower Works 
1615-35 North 23rd St., Philadelphia, Pa. 








The SUPER Great American Mower, 
with all the advantages that ha - 
tablished the world-wide reputation 
of the Great American owe 














Quality 
LAWN MOWERS 
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A National Selling 


Force for Your 
Sporting Goods 


Hardware Age is read 
by the hardware job- 
bers, their livest sales- 
men and by the best 
hardware dealers and 
jobbers in 6059 towns 
and cities. 


Regular selling mes- 
sages in the Sporting 
Goods Issues of Hard- 
ware Age will help you 
gain cooperation in sell- 
ing your sporting goods 
from a body of mer- 
chants of country-wide 
location and highly de- 
veloped selling power. 


Hardware Age 


239 W. 39th St., New York, N. Y. 
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PREMAX 
PRODUCTS 


Tent Stakes 
Uprights 
Ridge Poles 


Steel for Strength 

One-piece for Convenience 
Olive-drab for Appearance 
Parkerized for Rust Protection 
Recognized for Reliability 


SOLD FOR PROFIT 
BOUGHT FOR 
SATISFACTION 





PREMAX 
PRODUCTS 


Niagara Metal Stamp- 





ing Corporation 
Dept. HA-3 
Niagara Falls 
New York 





Ask about the 
Premaxr Radio 
Maat. 





Mail coupon for full information. 


Niagara Metal Stamping Corporation 
Dept. HA-3 
Niagara Falls, New York 


Send more details about Premax Tent Equipment. 


Signed 


Firm Name 


Address Fie Sant 
( ) Dealer ( ) Jobber 


Se Se SS ee 88 & = 











Invite More Sales 


with Warren Display Tables 


It required many months of investigation to develop and 
standardize the wide range of Display Tables—thirty 
different kinds—now offered the retail hardware trade 
by Warren. And there’s not an unproven design or idea 
among them; no experimenting at your expense. 

Made of well seasoned White Oak or Southern Poplar 
and furnished with either Bulb Edge Glass Compart- 
ments, or partitions of finished Oak or Poplar, as de- 
sired. Glass’ and Wood Compartments of varied sizes. 
Glass top Tables complete with all necessary Statuary 
Bronze hardware. 





Not only the largest line of Display Tables—strong, 
attractive, and with demonstrated sales effectiveness— 
but the assurance of Wdrren Quality and Warren Serv- 
ice at exceptionally low prices, based on quantity pro- 
duction. Prove the remarkable sales value of mer- 
chandise displayed on Warren Tables in your own 
store. Get all the facts, without obligation. 

Send for folder, “Attract More Sales,” that illustrates 
and describes thirty Warren “Economical” Display 
Tables. 


If planning store changes, write 
for the catalog of Warren Fixtures 


J. D. WARREN MFG. COMPANY 


159 No. State Street Chicago, Illinois 


snekia serait atanaiccr la e a naaiae na eae 
J. D. Warren Mfg. Company, Chicago. - 
Please send Display Table folder—‘‘Attract More 4g, 

Sales,” mentioned in Hardware Age. : 
a il i ans il - 
. ' 
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The Holmden 


Lawn Weeder 
Is an Easy Seller 








No stooping or bending 
over. Gets all the roots. 


Positively guaranteed. 
Liberal discounts. 


Sold through your 
jobber. 











Holmden Lawn Weeder Co. piace fork of 


1106 Schofield Bldg., Cleveland, 0, "25, °°"? 











FOR SALE 


Remington Arms Co., Inc., 
of Delaware 
(Controlling Remington Cash Register Co.) 


7% First Preferred 
8% Second Preferred 
Common Stock 


We have to offer the above securities. Recent legal 
settlements awarded full rights to the Remington 
Company on their cash register. Prospects for 
these securities are attractive. 


Ruberoid Company 
of New York 
Capital Stock 


The Company has had a very exceptional dividend 
record having paid dividends every year since 1889. 
In some years as high as 20% has been paid. The 
capital stock is the only security of this company. 


Charles E. Doyle & Company 
Investment Securities 


49 Wall Street New York 











Rudder 
Yachting 
Boating 

™ Canadian Motor Boat 
Motor Boat 
Motor Boating 
Pacifie Moter Beat 
Power Boating 
Hunting & Fishing 
—— Sportsman 


Hardware Age 

N. Eng. Hdw. News 
Sporting Goods Journal 
Aviation 

Pacific Marine Review 
Marine News 

Fishing Gazette 
Pacifie Fisherman 
Waterways League 
Boston Marine Guide 
Marine Journal 

Atco News 





Boat owners everywhere 
need it and want it— 


The thousands who are boating enthusiasts— 
owners of yachts, motor boats or canoes—these 
are your customers when you let them know that 
you sell Jeffery’s Marine Glue. Every boat owner 
needs it. It attracts the summer customers and 
FREE! builds up sales of sporting goods and hardware 


Attractive needed by boat-owners. 
‘ounter and : 
‘oindow dis- A nationally advertised product that has been a 
play cardin leader for more than 80 years. 

full color 


—— Get ready now for bigger business this summer. 
dealers. Write for our free display material and special 


offer, to dealers. 


It's a money-maker. 





o ala’: 


» * 
& 











NEW! 


“GOODWIN 
Grass Shear” 


Has Many Sales-Making 
Advantages 


Here are some of the features that 
make selling the “Goodwin” easy: 
lt eliminates blisters and skinned 
knuckles because it works with a 
slight pressure of the hand and 
the hand never comes in contact 
with the ground. Blades cannot 
slip apart and are always in 
contact. Quicker in action, due to 
the position of the handles. 


Write for prices. 


Wheeler Radiator & Mfg. Co. 
1637 Collamer Ave., Cleveland, Ohio 
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NEW YORK, 127 Fulton St. 











ST.LOUIS 
$16-20 S. Dearborn St. SIT Locust St. 


DrawingMalenals * Mathematical and Surveying Instruments * Mensuring Tapes 


MEASURING 
TAPES 






Be attractive display tray 
together with the unusual 
qualities of K E Measuring 
Tapes is a combination that 
never fails to sell. 


Hlere is a real source of profit for every 
hardware dealer. 


Our “Endfastener’’ (Pat. Applied For) 
as furnished with our “Home” Steel 
Tape is a new valuable improvement 
that makes sale after sale. Write for 
full information. 


+ KEUFFEL & ESSER Co. + 


Ganerel Office and Factaries, HOBOREN,N. J. 
SAN FRANCISCO MONTREAL 
30-34 Second St. S$ NotreDameSeWl 

















BULL @ FROG 


WHEELBARROWS 





Exclusive features of design and construction put the Bull 
Frog line in a class by itself. Our No. 101 is the last word 
in general purpose low priced barrow for home use. Other 
Bull Frog barrows, carts and scrapers for every garden, 
farm, mill, mine, contracting and industrial use. Write for 
catalog. 








THE TOLEDO WHEEL- 
BARROW COMPANY 
Toledo, Ohio 
Branch Offices and Warehouses 


Philadelphia 
233 North 12th St. 


Chicago 
69 EF. Wacker Drive 
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Flasingoes 


f, Peauty Height 
“Tow Price Level 


See Next Weeks Haroware Ace 
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Superior Laboratories 


Dept. 302 "= 
Grand Rapids, Michigan 


butors: 
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Exclusive Pacific y n Francisco, Cal. 


1. 
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ALL-STEEL SPECIALTIES Best Known—Most Used 


Hose Clamp in the Industry! 





Universal Hose Clamps have 
achieved this _ distinction 
through their out-and-out 
good quality and the equi- 
table and square sales policy 














: under which they are dis- 

Se! 0) 019) 01 8 Me tributed. 
[* «' of el gist sla mate Your guarantee is the name 
“Universal” stamped on 
alee gielelelel@ each clamp and printed on 
Trowels and Weeders _ — nae each carton. Look for this 
WP trie tdvisaiduabraihn. name when you buy and be 
ad il aarale sure you get what you ask 

 @ @ @ eae 8 2 8 for. 

-alelelelele Their size adaptability, ease 
of installation, leak preven- 
ei@elelele tive feature and rust-proof 
Stated aa construction make them all 
Hand Weeder that a good clamp should be. 


Universal Clamps are manu- 
factured from cold _ rolled 
steel wire—not strap. Their 
edges are smooth. Every 
clamp is “Electro-Galva- 
nized,” 


One size—1 to 3 in. fits any 
hose of any size. For oc- 
casional needs of small hose 
we make a Junior Clam 
adapted to %4 to 1% in. ad- 
justability. 


Universal 








I 
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Heavy Duty Dust Pan 










Dandelion Weeder 
© 1922 






Moe’s SAMPSON 
FIRE SHOVEL 


’ 


sOfele 


ae » a ot . — coset y hardware on Patents Granted Industrial Corp. 
Made ot smooth, hard metal, all in one piece, no loose March 20, , 

mgd yy tne age Be rece, y March 1, 1921 Hackensack, N. J. 
wood handles, and beautifully finished in baked black 


~ enamel. 


Strong and rigid tools. You will like them. 


Write for Catalog and attractive prices. HOSE 
WoOEFT & COMPAN CLAMP 


2305 Davis St. North Chicago, IIl. Adjustable LO Lit aru Lose of arty SEZ 

























Greater Profit / Hardware Age Verified List 


| OF WHOLESALERS AND RETAILERS 
| J |} _ Larger Size CONTENTS 
: ern reen rs . olesale Hardware Houses in United States, Canada and 
» 1156 ----- White | Better Quality Postion Countries. : 


; er. Purple Goywng Retail Hardware Stores in United States, Canada and 
» 1154 Special Yellow Foreign Countries; also General Stores, Lumber Yards, etc., 
+ 155-Short Length handling hardware. 

Chain Hardware Stores in United States and Canada. 


Special Black 
5c, 10c and 25c Syndicate Stores carrying hardware in the 
United States and Canada. 


Department Stores carrying hardware and housefurnish. 
‘ings in the United States. 


Manufacturers’ Agents in United States, Canada and 
Foreign Countries. 


Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 
Export Merchants handling hardware and kindred lines. 
Sporting Goods Wholesalers. 


el low ings. 





Lumber Crayons 
far eee 


‘ at c 4 Pe 
. 5 
= re : 
— 4 A * 


ae Mail Order Houses handling hardware and housefurnish- 
Sp Fa ial a rder House g 

ae N°? 1154 Woodenware and Willow-ware Wholesalers. 

Beye BME Sk ae Paint, Oil and Varnish Jobbers. 

tor Kail C ads Radio and Electrical Goods Jobbers. 


Plumbers and Tinners Supplies Jobbers. 
Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is indis- 
pensable in economic direct-by-mail promotion work and also ea 
4 helpful guide for salesmen’s calls. very sales manager should 
, have one on his desk, and every salesman could profitably carry 
' a copy in his grip. Since the previous issue was published there 
WF have been more than 10,000 additions and corrections, and these 
AY all appear in the current edition. 


Vj Samples fi yurnished on request Hardware Wholesalers find Verified IAst of great value in 


Yyy y “‘ohecking’’ their retail prospect records. 
YU) n.. a 


= PENCIL COMPANY aie ttl 
Ila isde/) PHILADELPHIA USA. Hardware Age Verified List Department 
Awarded Gold medal Sesqui-Centennial 1926 239 W. 39th St. New York, N. Y. 
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Sell the Best 
HARDWARE 


For Hard-wear 


For more than 50 years 
Bommer Spring Hinges have 
maintained their leadership and 
proven their superiority over all 
others. 

They have kept pace with the 
times, because they have been 
kept up with the times whenever 
improvement was possible. 


BOMMER 


SPRING HINCES 


ARE THE BEST 


Replenish your stock with Bommer. 


They are in universal demand—are 
quickest to sell—easiest to apply and 
aon most satisfactory spring hinges 
made. 


Your Jobber handles them. 


Send for New Catalog 47. 
big help in ordering. 


























lt is a 








Bommer Spring Hinge Company 
Manufacturers BROOKLYN, N. Y. 
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BALL BEARING 


The ‘NEW 
DD 













EGG 
Beaters 
| ADD Ball Bear- 


ing Seater at 
— $1.00—a beater 





that customers 
quickly see is worth 
$1.00—is a _ profit- 
able item worth 
pushing. 


LADD—only Ball 
Bearing Beater on 
the market! Spins 
like a whirlwind! 
New comfort han- 
dles. Handsomely 
nickel-plated. Sub- 
stantial box —not 
folding. 



















Three stvles: Home, 
Large Home and 
new Cup Size. Cup 
Beater works like 
a charm in a tea 
cup. jig sale for 
a good one. This 
is it. 













Stock through your 
Jobber, or us. 






Retail Prices: 






Ive. 3 (Eheeme)...... $1. 
No. 4 (Large Home). .$1°25 
No. 5 (Cup Size).....$1.00 






UNITED ROYALTIES 
CORPORATION 
BROADWAY. NEW YORK 









1133 






Best Since Eggs Were Made 








Hardware Cloth 





MANUFACTURED BY 


G. F. WRIGHT STEEL & WIRE CO. 
WORCESTER. MASS. 


UPERIO 
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Carrick Hardware Co. are increasing their sales by using Helier Fouipment 


Take the pictures out of the mail order catalog and 
they won’t do any business. 

Your display of the original article is more appea!- 
ing than any picture that may be had. 

A Heller man can show you how to get an increase 
of from 50 to 100% if you will follow his simple, 
inexpensive tried-out plan. It won’t cost a cent to 
talk to him. Just mail coupon TODAY. 


Bryant St., Montpelier, o 
W. [. Heller & Co. a ies ce te on Pang 


Kindly have your man call. I would like to increase my knowledge 


of Merchandising Hardware. 


Address 
3/3/27 


eeeseeweeoeveeewee eevee eee eevee eeaeoee eee ee eeeneeeeeenweeeenanne 
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MOST FAMILIAR TO USERS EVERY WHERE; 
HIGHEST IN THEIR ESTIMATION 
SELL READILY; 
YIELD THE DEALER PROFIT AND SATISFACTION. 




















We Offer Also GENUINE STAINLESS STEEL TAPES 
SEND FOR CATALOG THE [UFKIN fpULe (0. oe ee ae 


NEW YORK WINDSOR, CAN. 











STAR HEEL PLATES “ cc a 
Mh accep The “Premier 
They ha ood th f 2 , and ha ° ; : 
sean Ll at will Tripathi ph sn gy Why? Ball-bearing—Adjustable Tension 
Because they are made of the very best annealed malle- 
able iron and are larger and heavier than other brands. 


Send us your order today. 





“f WAP. . ° Ps ry 
thy YT Consider the Life of a Hinge 
sell _ 
SAL The life of a hinge is governed by the durability 
-— A/D es Be. 4 of the parts which must stand the most wear. 
sell . . . 

The “Premier” Spring Pivot Hinge has been 
ae No. 3 designed with a drop-forged piston, hardened 
ell steel roller-bearings for the eccentric, compres- 

sion spring of tempered steel flat wire and ball- 
No. 2 bearings to carry the weight of the door. 
These features make it the “Premier” hinge of 
No. 1 its class. 
Send for Catalogue H-42., 
No. 0 
These illustrations are % size. Chicago Spring Hinge Company. 
STAR HEEL PLATE CO. ASS. ee vom 
LOUIS SACKS, Inc. U. S. A. 
Newark, N. J. U. S.A. 





























A HOUSTON’S 


Gold Medal Rock Hard Water Putty 


Will Not Chip, Break, Warp or Crack 
Quickly Dries Rock Hard—Stronger Than Wood 
Just the thing for every home! Needed by every painter and carpenter. 
Has hundreds of uses—filling cracks; repairing friezes, ornaments, furni- 
ture and woodwork. Permanently sticks to wood, cement, plaster, stone 
and compositions of all kinds. Easy to mix. Can be made to match any Med ii i 3 i" 
shade. | 
° a -\ ie wf 
Easy Sales, Quick Profits | Mt USED By SH/P BUILDERS \\4 
y ANO FURNITURE MAKLA 
| . At 
Lo =o 





Sells at sight. Im handy cartons. Retails at 1 lb., 30c.; 2 lbs. 60c.: 
5 Ibs., $1.40; giving dealer 40% quick margin. A great repeater. Write 
for samples. Ask your jobber or order direct. 


GOLD MEDAL PRODUCTS COMPANY 
Makers of Houston’s Famous Wax Products 
1210 Sheridan Read, North Chicago, Illinois. 


——— ——— —_——E——— ——_ _ a a Sy ——_ Si“ 
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The 


ULTIMATE Wringer 


ANCHOR BRAND 
Best on Earth 


Warranted for Five Years 


LOVELL MFG. CO., Erie, Pa. 


Largest Manufacturers of Clothes Wringers in 
the World 











PERFECTION at last 
in HOSE NOZZLES nN TRICKS HN 


When you buy Tacks or Small Nails 
by weight you should know that there 
| is often a difference of from 10 to 30 . 
GUARANTEED per cent in the count per pound in 



















made of heavy wrought brass 
dueusbend, vented deraie, Ots favor of Atlas products. 
se Sag at a Properly designed tacks are more 
m ° — ° 
ond bears cur unaniitied our expensive to make than miniature rail- 
antee for good workmanship road spikes. Do not let yourself be 
and material. cheated or assist in cheating your cus- ) 
H. B. Sherman Mfg. Co. tomers 
Battle Creek, , 
Mich. When you buy by count see that 
you get the weight. There is often a 
The SHERMAN corresponding difference. ) 
DIA M O ND Make the comparison. 
It will throw more water far- Every product of the Atlas Tack 
rw wad ae — Corporation has been scientifically 
spray. Straight stream and designed for its purpose and stand- 
tight shut-off. ardized. 





Your Jobber can furnish Sher- . 


man “Diamond” in display : 
ATLAS TACK CORPORATION 


cartons. for counter. 
H. B. SHERMAN MFG. CO. Fairhaven, Mass., and St. Louis, Mo. | 
Battle Creek, Mich. . 

















Has Stood the Test for 36 Years 
1891—1927 
The Original Liquid Door Check 


We Are Still Serving Some of Our First Customers 


—_— ----—_ — 


53 SDE ‘ ABP » 





Park Screen and 
Storm Door Closer 


For light weight doors, 
bathroom, pantry, etc. Easy 
Park Manufacturing Co. to apply and guaranteed to 
give satisfaction. 
47 Lagrange St. Worcester, Mass. 
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Why Does a No. 32 
Torch Blow Better 


and do better work than other 
makes? Send for free circular 
number 135T. It tells vou all about 
the 7//REE parts that must be 
correctly designed and accurately 





eyltON 8 Ang, made to make a perfect torch like 
a the Nos. 32 and 208 and explains 
SB Nee ysi why these two torches are so 
Pater popular. 
; Jobbers supply our line at factory 
_ price. 
0 Gh Dench Clayton & Lambert Mfg. Co. 


Ask for latest price 6275 Beaubien St.. DETROIT, MICH. 











Give them PHENIX QUALITY 
In Screen and Storm Sash 
Hangers and Fasteners 


Phenix Storm Sash Hangers and 
Fasteners are simplest, handiest, eas- 


jest applied, most 
efficient--that’swhy Bo 


they sell best. New “™..; P> 
€c 
12) 
© + 
oo y 





improvements put 
them in a class 
of theirown. Write 
to-day for Catalog 
showing full 
Phenix line. 
Samples free. 

















Sold by all leading 
jobbers. 











ce 
No. 115 Fastener 


PHENIX MFG. CO., 032 Center St., Milwaukee, Wis. 









Makes Seeds Grow! 


If you want your seeds and your seed 

business to grow, stock and recommend 

anan a 100% pure, safe, effective, fertilizing 
agent—- 


\ Sheep’s Head Brand 
SMe Pulverized Sheep Manure 


Nature’s basic soil dressing. 100% pure manure, 
made commercially desirable by our process of handling. 
A complete plant food which contains, naturally, all the 
vital elements necessary to produce virile plant life, 
including nitrogen, phosphoric acid, potash and— 
HUMUS! Sterilized of weed seeds. 

Packed in neat containers (2, 5, 10, 25, 50, 100 pounds) 
for convenient distribution to home owners, golf clubs, 
— gardeners—anyone who grows things in the 
soil. 

Write for prices and free leaflet, “How to Make 
Beautiful Lawns and Gardens.”’ 


NATURAL GUANO COMPANY 
814 So. River St., Aurora, Ill. 















RANITE STATE 
LAWN MOWERS 


are good merchandise to carry from 
a sales standpoint—and A-1! value 
from the users viewpoint. 


You'll like them. 


Granite State 
Mowing Machine Company 











EasytoSELL-EasytoUSE 


Speco Soldering Paste acts quickly, 
makes the solder stick to the work 
and never corrodes the material. 


is used successfully for Electrical 
and Radio work and for All 
General Soldering. A little goes 
far—hence its economy. Customers stick to Speco, 
because Speco is easy to use and sticks to the work. Put - 
up very attractively. Send for Prices. 


Special Chemicals Co. Waukegan, Iil. 

























Pe White 
MOOR Enamel 


a 
WHITE TENAME, NB 
HOUSI TEN MEL Ni Household 


HOLD THUMBTACK T ck 
» LACKS 
mle » humbtacks 


In Attractive 25 Boxes 
24 Bexes to Carton 
Dealers $4.00 each. 

Used in Homes 

~ Everywhere 
; ° Send for illustrated 
STACKS folder and Price List 
of every kind of 

Thumbtack. 

FREE U 8S. 
. Silk Flag on 
Moore Push-Pin Co. a glass staff, 
(Wayne Junction), Philadelphia, Pa. with Pr ies 
List. 















HOUSEHOLD THU 


ELEVATORS 
DUMBWAITERS 


Write for Our Catalog 
ENERGY ELEVATOR CO. 
211 New Street. Philadelphia 


Better MachineScrews 
for the Hardware Trade 


HARVEY HUBBELL, INC. Bridgeport, Conn. 

















Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 
$2 Industrial St. Rochester, N. Y. 











Looking for a Hardware Store? 


The place to find one is in the “Classified 
Opportunities Section’’ of this paper. 


$y watching the’ FOR SALE ads you'll be 
reasonably sure to secure a good paying busi- 
ness at a fair price, or better still, let the trade 
know the kind of a store you are looking for. 
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“COLD HANDLE” FRY PANS AND SKILLETS 














Made in the “L. & G.” 





der a Sample Line and be 
vinced. 


LALANCE & GROSJEAN MFG. CO. 
NEW YORK CHICAGO BOSTON 








PTT PR elle ne | 





AN EXPERT SAW-MAN 





: 

= =2a 

= aS ST 

= SS =/I}) 

- 

= 

3 

= : Peerless Honeycomb Radiators for Ford Cars. For 

= x all models from 1917 to 1926 inclusive. The 

= = leading Ford replacement radiator. Especially 

2 = good for trucks. More cooling area and bigger 

= = water capacity. Don’t boil; won’t freeze and 

3 = burst. 
Writes: “Il am a carpenter and expert Saw Filer. I . 

= ‘ 11 . other line of Ford replacem 
have used all kinds of Morrill Saw Sets, they’re all N°: the . ; a ements 
good. Tried a new one last week, a different make enjoys the popularity of the Peerless 


from yours, but brought it back and got yours instead.” line. Highest quality at popular prices 


“Tl am going back to the old land (The Netherlands) have made them leaders in this field. 


and want to introduce your Special there. I know it’ll Ath Goer Jabber or svlbe dines. 
sell. A fool can use them and the number indicates 7 ~ 
pass: Bhs stl ies ca The CORCORAN Mfg. Co. 


4903 Section Ave., Cincinnati, O. 






“IT have used all kinds of Sawsets but came to the 
= conclusion that vours are the best all around.” 
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We have many such letters on file, all saying the same = —— ; 
“hes: a 1 a_i 
thing in one way or another. lV aL F 


Our entire line is illustrated in your copy of the Hard- 
ware Buyers Catalog. 


CHAS. MORRILL, INC. PRODUCTS 


102 Lafayette St., New York FOR FORD CARS 


1926 Passenger Car Fenders and No. 7 Commercial Fenders for Model T 
Chassis When Converted Into Truck, Now Ready. 























TT ee UA UPYCHAA EAT MVVPPLLL LLL RHETT 


NOELTING 


=) ANG) LI LE 39 
CASdae 
” PivotBearin 


FAUI LTLESS CASTER COMPANY 











cs Canadian Factory: Stratford, Ontario , EVAN Sv] LLE. INDIANA ; 
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BURNLEY 


The Soldering 
Paste that has 
satisfied cus- 
tomers for over 
23 years. 


Sample free. 





BURNLEY BATTERY & MFG. CO. 


NORTH EAST, PENN. 





The Most Beautiful Shelf Stock 


You’ve Ever Seen! 


HOROUGHLY protected. Instantly 

accessible. Every sheet fresh, flat, 
clean. Neatpak Boxes (patent ap- 
plied for) strong, durable, different, 
superior. Interesting discounts. 
UNITED Al ghoy 
SAND PAPER C 

Williamsport, Pa 


NewYork SanFrancisco Boston 
Chicago Poailadelphia Detroit 

































MILBRADT 
LADDERS 


Will pay for themselves in a 
short time by enabling you 
to wait on more trade, save 
the wear and tear on your 
fixtures and goods, as well 
as bring the appearance of 
your store up to date. 
Write for catalogue show- 
ing a large number of styles 
table . + all kinds of 


shelving. 


Milbradt Mfg. Co. 
2411 N. 10th St. 
St. Louis, Me. 

















a Uae 


|-ook for the full name 


Russell Jennings 


} } . 
ie: teeters eae able aeierate| o} Our 


Auger Bits 


original mel yu twist auy 


Mae. R iccell aod a 


Russell Jennings Mfg. Co. 
Chester, Conn. 


Duck. Brand 
SCREW PLATES 











HACK “TLE NOX” saws 
rom” AD ocr. 
“The Tools in the Plaid Baw” 
AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS - BAND SAWS —- SCREW ORIVERS - GLASS CUTTERS 










“+ 
eeeeeeeeeeeeceeeeeeee eee eeeeeee eee ee eee CeCe ee CeCe ee eee eee eee ee ee ee 
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Permanent magnet which holds 
the tack in position for driv- 
ing. Awarded the Silver Medal 
(the highest offered) at the Panama-Pacific Exposition. 


d profit. 
Name and design trade marks registered U. 8. Pat. Off 


ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 

















TAINTOR POSITIVE SAW SET 


we 


TAINTOR MFG. CO., 113 Chambers St., N. Y. City 


All steel. Fully Guaranteed. 
Send for Free Book. 





Send for our illustrated Catalog ef 


Granite Cutting Tools 
Trow & Holden Co., Barre, Vt. 








Welding Compound is best by every 
test. Makes welding of any steel as 
easy as Iron. Stock it and increase 


your sales. 
Made only by 
ANTI-Borax CompPpounp Co. 
Fort Wayne, Ind. 





GAT MAY 87,1908 








STRATTON Pit &_gnameled in 
HANDLES | 


For Small Tools, Utensils, Electrical Goods, Etc. 
Enameling, both baked and air dried. 


STRATTON MFG. CO. Stratton, Maine 
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INDEX TO ADVERTISERS 











THE ADVERTISERS INDEX is owublished as a convenience snd not as 8 part of the advertising contract. Brery care will be taken to index correctly. 
No allowance will be made for errors or failure to insert. 



















4 G Penn. Lawn Mower Works ............. 130 
103 Gilbert & Be tt Mfe. C 35 Re cmnagy ove Mg bs (la go = 
i EB cnbbededoe beeen setiaee i nne s. Ms isececsebouh rs Cartridge pee rr Se 
Ajax Electric Specialty Co. .............. 121 Gold Medal Products Co. ............... 142 lc ccnwange scccs cous 144 
Albee Mfg. Ce. .cccccccccccccccccccccece 132 Good Housekeeping ............--..505: 83 Philadelphia Lawn Mower Co. ......... 131 
Allith-Preaty Ce. ...........cccccccccece . Graff-Underwood Co. ....... eee. pee eees 123 Pioneer Rubber Mills . ................ 120 
Aluminum Goods Mfg. Co. ..,.........+-- Granite State Mowing Machine Co. .... 144 ON a ee, ne 81 
American Saw & Mfg. Co. .........-.-..-- 146 Grmemi nae, BMC. nc cvccccccccvcccvecenes 109 Plymouth Cordage Co. ................-. 89 
American Screw Co. ..........:-ceeecees rr i ew ee eeeeeewen 117 Popular Science Monthly ............... . 
American Steel & Wire Co. ...........++: 37 Greenfield —y & Die Corp. ............ 19-20 I ee. ee dccevecs 21 
Anchor Post Fence Co. ..........-.--+-:> 42 Te. oie Be sch ee bee ees 129 I I ns cc ectcee 21 
Anti-Borax Compound Co. .............. 146 EE Ee ee 18 
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Atlas Tack Corp 143 Ee dead ee ene ee enenseeeth el 140 EOE ar ee 149 
ae ae ele ee Holmden Lawn Weeder Co. ............ 138 Richards-W ilcox Mie. ae, See 77 
i ee Me K<coeeeeshedenneece eens 50-51 Robertson, Arthur iE Re ee: 146 
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7 : ante ake: un ON OE ree 
EE an Sater hoe ress + stesso ye nes oat Hunt, Helm, "Ferris PPM: boveursssoade 49 |. S 
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Bethlehem Steel Co. ...........---+.-.++. 121 Indiana Rolling Mill Co. ............... 119 I IS cn cecccseesvee cuecevenci 119 
i i Ts oo ebbs cscs eeusseeur 140 Indiana Steel & Wire Co. .............. 7 Schollhorn Co., Wm. ................... 87 
Boker Company, H. ............--00055: 103 icc etuneuet.ou bs 117 Schrade Cutlery Co. ................... 104 
Bommer Spring Hinge Co. .............. 141 Segal Lock & Hardware Co. ............ 134 
bate os —_ , Co. ee = J Sexton Can Co. ..... eececescnsececesees 123 
Brookins Mfg. Co. ...................... 134 | Jackes-Evans Mfg. Co. ...... BOG, 290, nom AO | Bm ane e ee: aa 
g : i. iin Aneel 146 Sherman Mfg. Company, H. B. ......... 143 
EET TET TT TTT 38 Jennings g- SS ere Silver Lake Compeny .................. 113 
Brown Fence & Mfg. Co., H. L. ........ 117 Johnson Arms & Cycle Works, Iver ..... 123 Smith & Co. D. B..................... 119 
Brown & Sharpe Mfg. Co. .............. 15 i ewe. 115 
Burnley Battery & Mfg. Co. ........... 146 K & Son, Inc., Seymour ............ 149 
Kawneer Tie gad 85-86 a DR a ee ae 151 
Cc TG, cu cccccsdcecee ie OL rere 2 
144 EEE OO’ eee 142 Chemicals TTR Te 144 
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Hinge Co. ...........+: 142 RSE MINE Ge B. ccccccccccccccscges 149 T 
Mfg. Co. ........... 144 Lane Unique Tool Co., Will B. ......... 120 
SE Pe ee 115 ee ecctcacccne Mae ee I a ids 6 ca Siew deca cavesss O20 
Co. ..... tee eees 115 Lowell Specialty Co. ................... 130 SE MPT 6.6 d 5.05 wawie én +0 0 oe 146 
Sekine) 45 ab kees 400s 109 Ludlow-Saylor Wire Co. ............... 127 Thomson Mfg. Company, Judson L. ...... 149 
a plebecu cess eee 41 ee 142 Toledo Wheelbarrow Co. ................ 139 
DL iu bund dbeese<e% 95 I I eg. . ccc ctceccvecuscota 25 
Pe A anon i A a gh Main ee 104 M ee Ge ED GR, n kc ccnccccccccee BG 
ee le ew de k 45 Tubular Rivet & Stud Co. .............. 32 
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EN Sere eerie irre 97 Meta ponge Sales LOTP. «2... eevee 
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I Mok, hk, odie aa so dc obits 123 Milwaukee Corrugating Co. ............ 150 United Royalties Corp. ................. 141 
Modern Grinder Mfg. Co. .............. 100 AN A Ek rere 146 
Moore Push Pin Co. ................... 144 Universal Industrial Corp. ............. 140 
1) a .~ — aadeanass «nb onsite im > y 
u "s ms Co., Ro * gain Matin ai aaellen 
De Laval Separator Company........... 39 M ms "et Brothers Co.. F cbt t+ 
ee ee wo... 38 ee ee are eee eset ee ’ Vaughan Novelty Mfg. Co. ............. 104 
Detroit Torch & Mfg. Co. .............. 120 N Verified List ............. AGOS dis oaie ean 140 
Disston & Sons, Inc., Henry............ 9 
Dixon Crucible Co., Joseph ............. 126 SS a \A’ 
eo ie. wo... ww eseeaeetees 138 National Carbon Co. ................... 4 
Netural ee ha es ws ull wed 144 Wagner Electric Corp. ... Seeeveceues 36 
Britain Machine Co. .............. 128 Warren Mfg. Company, J. eos tas 137 
f Sieve Metal Stamping Corp. ......... 137 Western Importing Ce .. ere a 18 
Nicholson File Co. .............. ve oa Wheeler Radiator & Mfg. Co. .......... 138 
Eagle Lock Co. Midcasietadtbees Ge White Company, L. & I. J. eee ra Cr a 14 
Eagle-Picher NE oe ac avd yaeams 3 O nd ice og i he 31 
I te i Oe a es ok Sait 26 Winslow Skate Mfg. Co., Samuel ....... 91 
a er er ee 144 IN ss as Cn cestuseesecnces 104 I Gn cc ccccccccccccces 146 
Osborne & Company, C. S. ............ 120 SU PS eee 135 
Worthington Company, George .......... 44 
F > p Wright Steel & Wire Company, G. F..... 141 
F. & N. Lawn Mower Co., The ......... 111 i el 143 Z 
Pameenen Comber Gee on ccc cc ccccccccese 145 Peck, Stow & Wilcox Company.......... 27 
ee GP a ie kc ee cawedeeeee 138 Peertess Miectrie Ce. ..nccccccccccccccce 93 Yale & Towne Mfg. Co. ..... Skate 33 
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Appleton Electric Co...............0..0:. 3 I os cee cicce ves Tor Stewart Warner Speedometer Corp.. .. 13 
rn Ci... 4. oweivwee ewe eveees 38 Hamilton Beach Mfg. Co................. 49 Sun Ray Lighting Products Co........ 48 
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Classified Opportunities 





Use the “Classified 


Classified Advertising Rates 
Opportunity Exchange Section 1 inch 


Set Solid, Minimum of 5 lincs....93.00 | “<> 





ities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 
BOXED DISPLAY RATES 


evcccccesceseoe veeeeueeee 
additional inch............ 4.00 


Positions Wanted Advertisements 
50% off rates quoted 


Address your advertisements and replies to 
Hardware Age, Classified Opper- 








Each additional line........... .60 
All Capitals, Minimum of 5 lines.. 4.00 
Each additional line.......... ae 
Average 10 words to a line 
Allow One Line for Keyed Address 








Discounts for Classified Advertising 
4 insertions, 10% off; 8 insertions, 15% 


Remittance Must Accompany Order 


tunities, 239 West 39th St., New 
York City 


Hargpware Ace is published eack Th 
Forms close Jen Days previous to date of 
publication 

















BUSINESS OPPORTUNITIES 


HELP WANTED 











M. M. GODSCHALK ) 
Merchandising Engineering 
Complete Service for Hardware Merchants 
Systems Installed Samples Mounted 


101 Park Ave., Room 1403, New York 
Telephone Caledonia 1374 fh 

















WOODEN HANDLES and Turned Wooden Goods—Largest European 
works, producing articles any size up to about 20 inch length, in plain, 
varnished or polished, at exceptionally low prices, desire to get in touch 
with important buyers. Delivery c.i.f. any American port. To firms in 
regular touch with the wholesale trade this proposition would be of con- 
siderable benefit. Apply in first instance to India Agencies, Limited. 
Bobbin Department, 16, Spitaler Str., Hamburg, 1, Germany. 








NEWSPINNING FIBER, being very fine and solid of greater resistance 
than hemp or cotton. It may be manufactured in all kinds of yarns, 
thread, ropes, cords and tissues. Even the offal is very valuable and may 
be used for chemical produce. The materials are very cheap, might be 
monopolized or patented. The inventor is expert in the ropery and weav- 
ing of belts, woven tubes, Asbestos-Ferrodos for motor cars, etc., and sells 
serious parties with capital for the foundation of a manufactory. Samples 
at disposal. Address Box H-449, care ot Harpware AGe, New York. 
FOR SALE—Hardware business and stock consisting of hardware, tools, 
paints and household goods. Location 65 miles south of Chicago, town of 
20,000. Good opening for tin shop and farm implements. Reasonable 
rent with flat above store. Stock and fixtures will inventory about $7,000. 
(Jood reason for selling. H-447, care of 
New York, 

FOR SALE—Old established, successful hardware and paint jobbing 
business. Industrial city 10,000. North Florida Farming Section, low 
freight rates, opportunity for business, unlimited market, owner wishes to 
retire account of age. Address Box H-439, care of Harpware AGzg, New 
York. 











Address Box HARDWARE AGE, 








WILL SELL INTEREST AND TURN over management in high class 
hardware store in Pittsburgh district. I invite investigation and will give 
references of men you know and who know me. tion best in city— 
in own building. nly experienced men with about $20,000 need to corre- 
spond. Address Box H-436, care of Harpware Ace, New York. 


FOR SALE—Largest and oldest established Hardware Department 
store in one of the largest cities in the Middle West. Unusually profitable 
business. Owner retiring. Full information in strict confidence. Address 
The Feibel Bros. Realty Co., 118 South High Street, Columbus, Ohio. 











SOUTH DAKOTA HARDWARE MAN who is getting old wants part- 
ner. Must be a reliable man. One who can take charge most of the time. 


This is a good proposition and will take about $3,500.00 to handle. Ad- 
dress Box H-458, care of Harpware Ace, New York. 





FOR SA!IE—Four-drawer Electric National Cash Register, practically 
new, price $500.00. Reason for sale, we have gone out of the hardware 





business. Seymour Commercial Co., Seymour, Conn. 
SPLENDID OPPORTUNITY—Strictly jobbing hardware specialty 
business and stock for sale. Established 18 years; profitable. cated 


St. Louis, Mo. Low overhead. $7,500 cash will handle. Address Box 


H-460, care of Harpware Acr, New York. 





FOR SALE—New York City hardware store at invoice or will reduce to 
$5.000. Established 48 years: a good stand; low rent and 8 years’ lease. 
Address Box H-405, care of Harpware Acer, New York. 





HELP WANTED 


SALESMEN—Manufacturer whose line is sold principally to the hard- 
ware and large industrial trade requires a salesman for two or three terri- 
tories. New Jersey, Long Island, Westchester County and western New 
York State. Prefer those acquainted in the territories mentioned. Give 
details of former experience, territory covered, age and salary expected. 
Address Box H-419, care of Harpware Ace, New York. 





WANTED 
RETAIL HARDWARE STORE MANAGER 


35 or 40 years of age. Chance to build up department. Must be 
alert, with past experience in such capacity and have up-to-date ideas. 
(hance tor advancement. Write Box 1ti-454, care of HARDWARE AGB, 
New York. 


tl tl tl tll tlt titel 
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WANTED—Salesmen who can handle an excellent line of Sleds on a 
commission basis. Fall orders are now being placed in large amounts 
on this item. In reply state experience, present connections, and give 
references. Address Box H-451, care of Harpware Ace, New York. 

MANAGER and salesman, retail hardware store in a city of two hun- 
dred thousand population in New York State. Give experience, references 
and previous salary obtained. Address Box H-448, care of Harpware 
AcE, New York. 








WANTED-—Salesmen calling on Retail] Hardware Trade to sell our line 
of Tool Racks, Rubbish Burners and Cappers. Commission basis. Write 
for proposition. GRAND RAPIDS WIRE PRODUCTS CO., corner 
l‘irst and Front, Grand Rapids, Mich. 








SALESMAN—Acquainted with Hardware Jobbers of Middle West, 
traveling from Chicago, handling long established staple article. State 
experience, age, references, salary expected. Address Box 7203-A, care of 
HarpwareE Ace, 1507 Otis Building, Chicago, Ill. 





TWO EXPERIENCED HARDWARE SALESMEN for retail store in 
Westchester County. Steady position; good opportunity for right parties. 
— _ experience. Address Box H-428, care of Harpware AcE, 

ew York, 





POSITIONS WANTED 


HARDWARE SALESMAN, 39 years of age, 20 years’ hardware ex- 
perience with small — house as warehouse foreman and shipping de- 
partment, handling lines of shelf and heavy hardware. At present em- 
ployed, but seek new location. Prefer Pacific Northwest territory. 


Address Box H-421, care of Harpware Ace, New York. 








MARRIED MAN, executive ability. Experienced buyer hardware and 
other merchandising lines. General knowledge farm tools and machinery. 
Attorney. Want to connect with going concern doing volume business. 
Specially fitted for branch manager, department manager, buyer, position 
of responsibility, where character, integrity, attention and wide acquaint- 
ance count. Address Box H-423, care of HArpwaAre AcE, New York. 





WANTED—By capable salesman, forty-five years old, single, who has 
considerable knowledge of general hardware and paints, position as travel- 
ing salesman or outside city salesman for manufacturer, importer, manu- 
facturers’ agent or jobber. Address Box H-429, care of Harpware 
Ace, New York. 





BUILDERS’ HARDWARE SALESMAN, thoroughly competent, fa- 
miliar with architects’ plans and specifications and estimating on same, In 
a position to control desirable orders for the best class of buildings in 
New York City. Address Box H-425, care of HArpwArE Ace, New York. 








YOUNG MAN, 25 years of age, going West, expects to reach Southern 
California about April 15th. Open for position in Automotive, Hardware, 
Machinery or kindred lines; 7 years technical, correspondence and selling 
experience. Inside or road work. Highest references furnished. Address 
Box H-452, care of Harpware Ace, New York. 








HARDWARE MAN—40 years of age, 20 years’ experience in general 
line as manager or buyer in large hardware store. Three years’ road ex- 
perience. Am at present on road. Middle West or South peferred. 
Either inside or outside position with good future. Address Box H-450. 
care of HArpware AcrF, New York | 


POSITION WANTED—Man 33 years of age, married, desires posi- 
tion as manager or buyer for reputable store handling good line, me- 
chanics’ tools, shelf hardware and builders’ hardware; 12 years’ experi- 
ence, 5 years as buyer. A-1 references. State salary. Address Box H-457, 
care of Harpware Acre, New York. 
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POSITIONS WANTED 


SALESMAN WITH THIRTY YEARS of hardware experience desires 
position selling on salary or commission basis. Ten years in last position. 
Address Box H-455, care of HArpWArE Ace, New York. 








MAN with over twenty years’ experience in the retail hardware busi- 
ness would like to connect with a manufacturing or wholesale firm. No 
objections to traveling. Address P. O. Box 161, Devon, Conn. 


SALES ACCOUNTS WANTED 


MANUFACTURERS! CALIFORNIA REPRESENTATION. 
Established Manufacturers’ Agency with a well-rounded sales organization 
that knows California, offers complete representation to a manufacturer 
selling either through electrical, hardware or automotive channels. Full, 
aggressive coverage assured. Write WESTERN STATES SALES CO., 
INC., 286 Chronicle Bldg., San Francisco, California. Offices: Los An- 
geles, Portland, Seattle. 











MANUFACTURERS’ REPRESENTATIVE selling hardware and auto- 
motive equipment jobbers in Southeast for ten years, wants lines of hard- 
ware and automotive specialties for jobbers and large dealers. Especially 
in hardware items for spring trade and tools. Address Box H-435, care 
of Harpwarse Ace, New Yor 





MANUFACTURERS’ AGENT CAN HANDLE one or two additional 
lines. Thirty years of hardware experience in various capacities. Covers 
New England States. Address Box H-456, care of HarpwaAre Ace, New 
York. 





Wire cable, road material, road 


OPEN for following lines for Alabama: 
i In position to get the business. 


and mining machinery and equipment. 
Box 113, Gadsden, Ala. 


~ SALES REPRESENTATIVES WANTED 


OLD ESTABLISHED MANUFACTURER of Ash and Garbage Cans 
and Pails is looking for representation in Western New York and Penn- 
sylvania, and in the States of Michigan, Wisconsin, Minnesota, Iowa, Ne- 
braska, Kansas, Missouri and Oklahoma. Reply in your own handwriting, 
giving age, experience, territory covered, trade references and concerns 
now represented. Good opportunity for producers. Address Box H-446, 
care of Harpware Ace, New York. 











MANUFACTURERS of full line household specialties want local repre- 
sentatives in all important cities to handle line on commission. Depart- 
ment houses, premium concerns, are all big users. State experience, lines 
handled and territory covered. We want none but those who can “make 
good. ‘or such our proposition is an excellent one. Address “S. H.,” 
care of HarpwAre Acer, New York. 





LIVE REPRESENTATIVES in all important cities to sel' owr high 
grade scissor line on a commission basis. Give references and particulars 
as to territory covered and lines carried. Address Box H-420, care of 
Harpware Act, New York. 


SALES REPRESENTATIVES WANTED 








MANUFACTURER 


one of recognized leadership, open for sales representa- 
tives in various centers of building activity. Complete 
line of incinerators, portable and built-in for apartments 
and single dwellings, etc. Unlimited earning possibilities | 
for men with established acquaintance among builders, 
architects and contractors. 


Give details of experience and lines handled. 


F. J. Goodenow Furnace Co. ( 
5691 Commercial, Dept. A, Detroit 3} 

















_ WANTED—DISTRICT SALESMEN FOR GOOD SIDE LINE. Re- 
sponsible manufacturer of hardware specialties has attractive side-line 


‘proposition to offer good commission salesmen calling on retail hardware 


trade. State exact territory you are now covering. 


Address Box H-453, 
care of HARDWARE AGE, New York. 








TO SELL quality line of automobile and hardware specialties to jobbers 
and large dealers. Give complete information concerning yourself with 
references in first letter. THE A. FISS COMPANY, 3939 Olive St., 
St. Louis, Mo. 








MANUFACTURERS of high grade line of Builders Hardware inter- 
ested in representation in unoccupied territories. Write fully present and 
past connections, territory acquainted with, lines handled, etc. Commis- 
sion basis. A real connection for a producer. Address Box H-437, care 
of Harpware Ace, New York. 





WANTED—Sales Agent with established following calling on larger 
retail hardware trade in Metropolitan New York and also New York 
State to handle on commission basis a line of forged mechanics’ tools of 
recognized high quality already well known to the trade. State present 
lines carried. Address Box H-459, care of HArpware Acre, New York. 





WANTED —Sales representatives calling on hardware jobbers, hardware 
dealers, and screen manufacturers to sell a new and most practical screen 
hanger. In answering state territory covered. NORWICH SPECIALTY 
COMPANY, 1147 Seward Ave., Detroit, Mich. 





SALESMAN—Manufacturer of Internationally known goods requires 
men to do sales promotion work on a 50% commission basis to sell sev- 
eral new hardware and automotive tools to consumers, garages, hardware 
dealers, etc. Can easily earn $100.00 per week. One hundred dollars 
deposit required. Address Box H-440, care of Harpware Ace, New York. 








to handle. 


SIDE LINES FOR SALESMEN | 
Many good salesmen are looking for profitable “Side Lines” 


What have you to offer? Give details—insert your ad in the “Classified 
Opportunities Section” of this paper and you’ll be reasonably sure to find a 
reliable salesman to represent you. 








SEYMOUR SMITH PRUNING SHEARS 
Line of Proning Shears 
and — Pruners. 





Vineyard Patters 


Manufactured by 
SEYMOUR SMITH & SON, INC., Oakville, Conn. 
Sales Representatives: John H. Graham & Co., 113 Chambers st., New Lerk. 


PADLOCKS 


A Popular Priced Line. 
Write for Catalog and Prices. 


REESE PADLOCK CO., Lancaster, Penna. 











Get Your Seed Depzertment Ready 


Now is the time to start making friends 
with attractive display cartons of Landreth’s 
Garden and Flower Seeds. Make up a list 
and let us quote you on our tested seeds and 
Mixed Lawn Grass. Be sure of your stock, 


enwewe J). Landreth Seed Co., Bristol, Pa. 














J. L. THOMSON MFG. CO. 
Waltham, Mass. 


Tubular and Bifurcated 


RIVETS 
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Treat Your Trade to Super-Quality 


1B mevay dependable quality— 
practical, patented designs and 
features not found in any other line 
—backed by the progressive Milcor 
organization policy for keeping equip- 
ment and facilities ahead of demand 
sO as to insure speedy service always; 


these are the circumstances 
quite largely responsible for 
the extensive use of Milcor 
Products. 


But the good judgment of 
the Building Trades and the 
Public has also been a most 
important factor in making 


Milcor Prcducts are 
made in Steel; “Cop- 
pered Metal;” ““Wild- 
er Metal”; Zinc; Cop- 
per; and pure, rust- 
resisting 





ingot Iron 


the Milcor Line so popular. Sheet 
metal men who are determined to 
serve their customers’ interests best, 
always insist on Milcor—and prefer- 
ably, Milcor Products made from 
pure Copper, or from the famous 
rust-resisting ARMCO Ingot Iron. 


The Milcor Line of Eaves 
Trough, Conductor Pipe and 
Trimmings, Roofing, etc., is 
complete in every detail and 
meets every requirement for 
efficiency in erection. Treat 
your Trade to Milcor super- 
quality. It’s a habit that pays! 


MILWAUKEE CORRUGATING COMPANY, MILWAUKEE, WIS. 


CHICAGO, ILL. 


MILCO 


SUPER-QUALITY SHEET METAL PRODUCTS 


KANSAS CITY, MO. 


LA CROSSE, WIS. 








—_ 
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| Nine ut of Ten Automobile Mechanics 
jug 
Recommend and Use Snap-On Wrenches 


\\ : Z 
: ek A\ There are over 21,000,000 automobiles and trucks now i.use. The season ol 

} 
. vreatest activity in repair and overhauling work is just ahead 


big wrench sales by dealers who have the needed lines im stock. 

























It is the time of 


Snap-On Wrenches are the choice of nine out of ten mechanics because of their 
superior quality and adaptability to automobile service work. Car owners are 
largely influenced by mechanic prelerence—-Snap-On Wrenches are the 
logical socket wrenches for you to handle because they 


are the fastest 
sellers. 


The Snap-On sales plan is designed especially to make selling 
easy for the hardware man. The Snap-On Display Cabinet holds a 
complete assortment of the tools 1 


n small space and is an attractive 
sales unit. 


It requires a surprisingly small initial investment. Com- 
plete facts will interest you. 


Snap-On Wrench Co., Manufacturers, Milwaukee 


Motor Tool Specialty Co.; Sole Distributors 


Executive Offices, 14 E. Jackson Blvd., Chicago, Ill. 
Distributing Branches in 21 Principal Jobbing Centers 


, SNap-on 


INTERCHANGEABLE 
} Rocket Wrenches 


Look for the name Snap-On on 
each handle and socket. It is not 


a genuine Snap-On without the 
name. 








nap-on ASSORTMENT 
and Handles As Needed 
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DIAMOND Loos 











o£ 





Have stood the test of over sixty years 
of actual use in all parts of the world 


under every conceivable condition. 











. : 
qe 
‘c. 


SHAPLEIGH HARDWARE CoO. 


INTERNATIONAL DISTRIBUTORS 


ESTABLISHED 1843 













‘DIAMOND EDGE 
CUTLERY 


DiaMionD FOGE 


TOOLS 





"40, ~. ‘J ve 7:0 < * 
ST LOUIS, *e *¢. a . - U. S. A. 
DIAMOND EDGE IS A QUALITY PLEDGE” 





Shapleigh National Series No. 1451 
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Why it is easy 
to sell the 
G-E CLEANER 


Dili acme ebate masa Gn on @ hls cel 


easily because of their efficient 





Myeouileteremorcerttrrenasta merce be tereic 
bate elaerterrcnastatmelalucer en leetartae 
pltlom enter iare) arti em olcerterromdslomaltiel ite 
has faith in any General Electric 
product and confidence in the 


General Electric guarantee. 





Write us for the address of 
the nearest G-E Merchandise 
Distributor. 


(East of 
| the Rockies) 


Including 6 attachments 


and cloth holder 


Merchandise Department The G-E Cleaner 
General Electric Company is tested and approved by 
Bridgeport, Connecticut Good Housekeeping Institute. 


GENERAL ELECTRI 
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The JUNIOR CONE is the 
Outstanding Speaker for 1927 


UTAH RADIO PRODUCTS CO., 1421 S. MICHIGAN AVE., CHICAGO 








47%-In. Senior Cone $1.6 13-in. junior Cone $10 14-in. Standard $22-5° 41-in. junior $12-50 371,-1n. x 13% in. Book $19 
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Electrical Goods Section 








For Convenience! 
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In your own stock rooms 
and in your customer’s cellars — 


there’s nothing that takes the 
place of Reelite. 

Its cord will reach to the dark- 
est corner, yet never be under 
foot. For the cord reels in and 
out of its case in just the same 
way that a window-shade rolls 
up and down. 

Unlike an old-fashioned fixed 
drop-light, you can carry the 
bulb of a Reelite to the exact 
spot where you want the light 


and there hang it up until 
you're through. No surplus 
cord to be in your way. When 
you have finished just let it run 
back into its case where it stays 
unkinked and ready until the 
next time you want it. 

Install Reelites on your 
premises and display one on 
your counter. Reelite sells it- 


self. Write for particulars or ask ~ 


your jobber about it. 


APPLETON ELECTRIC COMPANY 
1740 Wellington Avenue ~ Chicago, U. S. A. 


New York—150 Varick Street 


REG. U. &S. PAT. OFF. 


Reelite 


Handy Light on a Reel 


5 


Los Angeles— 340 Azusa Street 





One stand, with pass-out 
literature, furnished with 
your first order for six. 
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SPINS AWAY WATER SPINS AWAY DIRT 


— You’ve Always 
Said — 


that when somebody, somewhere, built a 





gyrator inverted dolly washer, perfectly 
aligned in single-unit construction with 
a Centrifugal Dryer—a machine that 
would defeat vibration and do away with 


mechanical complications, a machine that 


would be really SAFE and COMPACT, 
easily RECONDITIONED, light in 
weight, and easily delivered—to retail at 
an ATTRACTIVE price—you’d KNOW 
that your Ideal of a washing machine had 


been designed. 


You Need Wait No Longer—Ilt Has ARRIVED! 
We Are Ready To Prove These Facts 


ALTORFER Bros. COMPANY | “iis | 


d 











SPINS AWAY WATER SPINS AWAY DIRT 





- These Are Facts! 








YOU KNOW that the Gyrator Inverted “demonstrators” and (2) Recondi- 
Dolly Washing Action is indisputably tioning Cost on repossessed machines, 
the fastest washing action ever devel- which suck the lifeblood of your 
oped. business. 


YOU KNOW that a machine with prac- 


tically no Reconditioning Cost would 


YOU KNOW that separate-unit Centrif- 
ugal Drying is the latest development 
in washing machine construction— 
fulfilling at last the overwhelming YOU KNOW that a Washer-Dryer with 
consumer demand for fast drying simplified operating control, NO 
combined with absolute safety. PUMP, no stuffing boxes, no clutter 

of superfluous machinery, no multi- 


be a “‘life-saver.”’ 


YOU KNOW that the right kind of 


plicity of levers, buttons, handles and 
enamel construction for a washer tub 


wires, is the machine of Tomorrow— 


(with all of its countless advantages the machine that you ought to “‘tie-to” 


in the mind of the enlightened mod- Today! 
ern woman) will infinitely surpass the 


YOU KNOW that a separate-unit Cen- 
trifugal Dryer which will take a 


sale of any other washer tub whatso- 


— blanket after it has been run through 

YOU KNOW that you would warmly any good wringer and THEN extract 
welcome the Death of those Twin a quart MORE water is a real sensa- 
Leeches—(1) Profit Losses taken on tion! 


Such a machine is the New ABC SPINNER, now on exhibit at this fac- 
tory—beautiful as a Baby Grand, compact as a Spinet Desk, safe as a Baby’s 
Toy and fast as the “20th Century.” It reaches new peaks of performance. 
It actually does things that from a mere statement of fact seem almost un- 
believable—but all true. It must be seen to be appreciated. 


See it for yourself, here at the factory—as many prominent dealers from 
every quarter of the country are doing—daily. 


Manufacturers of America’s P } 
Only Complete Line of Washers ¥ 
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The new Horton Automatic 
Ironer has a 30-inch open- 
end roll. Electric or gas heat. 
Electrically driven. An 
added profit opportunity on 
every washer sale. 


& 


The Horton No. 40 is a 
copper tub electric washer. 
Three-cup suction type. 


The Horton No. 30 Peerless 
is a wood tub water motor 
washer. 


& 


The Horton No. 33 wood 
tub electric washer is of the 


agitator type. 
@ 


The Horton No.23 isamotor 
high speed, wood tub, hand 
power washer. 


The Horton No. 34 copper 
tub, submerged agitator 
type electric washer is an 
outstanding leader among 
washing machines. 


~ ~ 
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Consider These Benefits 


to Dealers Handling the 
Complete Horton Line 


1. The Horton line is complete in every way. There 
is a Horton washer or ironer for every purse and every 
prospect, regardless of his needs. 

2. Dealers concentrating on the sale of the complete 
Horton line find their selling simplified. First, because 
there is no confusion caused by different makes com- 
peting with each other for attention. Second, all neces- 
sity of explaining several types of machines with various 
and sundry trade marks is eliminated. 


3. Horton productssold as necessitieson anormal basisof 
mercharidising leave greater net profit at theendof the year. 
4. Horton offersthe maximum co-operation that dealers 
can know only when they concentrate their buying 
with one manufacturer. 

5. Fifty-six years of experience have enabled Horton 
to eliminate mechanical defects which in ordinary 
machines call for costly servicing. 


If you do not know our jobber nearest you, write and we will advise, together 
with an interesting story of the sales possibilities for Horton dealers. 


HORTON MANUFACTURING COMPANY, Fort Wayne, Indiana 


HORTO 


(Washers 


lroners 








Good Products—yes! and above all else GOOD FRIENDS 
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It is one thing to do away with a wringer. Another 
to replace it with something better and more con- 
venient. The Safety Washer-Dryer does this most 
effectively. ‘ 

The construction of the Safety with the Rinser- 
Dryer basket right above the washing tub, is the 
fundamental secret of its overwhelming success. It 
rinses, blues or dries while it washes, WITHOUT 
OTHER TUBS. 

The Safety is the modern product of an _ old, 
established company—36 years in the manufacturing 
business. Years were spent in bringing it up to its 
present point of perfection before it was put on the 
market. It contains but seven moving parts. It is of 
high grade aluminum built to last. 

Write for details today. The dealer and distributor 
franchise on the Safety is growing in value daily. 


COPE-SWIFT COMPANY, Inc. 


247 McDougall Ave. Detroit, Michigan 
Established 1891 
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WASHER 














Haag Brothers Company | 
A High- Quality All-Metal 


N entirely nevy field of profit is now open to you. Never before 
have you been able to offer such an efficient, well-designed all- 
metal washer at such an amazingly low price. 


Not a New Principle—Time- Tested 
The new Haag Eighty is sturdily built and simple in operation. It is 
the first low-priced all-metal washer to have the beauty and compact- 
ness of the highest priced washers, made possible by the incorporation 
of the time-tested fool- proof underneath drive used for so long on the 
well known Haag “Nuway. The Haag Eighty, because of its beauty— 





its compactness—its simplicity—is ideal for apartments or small homes =r 


without basements. 


Beautiful—Compact—Efficient 


It is sure to appeal instantly to all women 
who see it on your floor. They will like the 
beauty of the corrugated copper tub, the 
graceful lines, the compactness, and the 
elimination of all unnecessary moving parts. 


And best of all, they will like the unheard- 


of new low price! 


Not for House-to-House Selling 


This newest addition to the Haag line meets 
the demand for a high-grade low priced 
washer to sell right off the floor. It is not 
adaptable to house-to-house selling on ac- 
count of its remarkably low price—but will 
sell so rapidly off the floor that your profits 
will reach record peaks. New markets— 
new sales—greater profits—the Haag Eighty 
gives them all to you. 








Read the specifications on the opposite page. : 
Check over point by point and compare the rer 
Haag Eighty with many higher plead 
washers with which you are familiar. Look 
at the illustration. Looks like a $150 ma- mae 
chine, doesn’t it? Yet you can sell it for less ere 
than $100. 
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and Perfecters | ns 

The Haag Brothers have been pioneers in oe 

the manufacture of fine washers for sixteen oe 

years. [hey are making new washer history 


today. Will you get your full share of this 


Haag Brothers—Pioneers 
new big-volume business? It’s up to you. ¢ 


*% 


Write or wire today for full information on 
the Haag Eighty. Don’t lose a day. Big sales 


and profits are waiting for you now! 


— pronounced Haig 





HAAG BROTHERS COMPANY. 

















Announces— 
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Specifications 

































W ringer 

Beautiful, sturdy, swinging, reversible 
smooth finish pressed steel wringer; rolls 
large and soft; nickeled double drain 
board—one part stationary and one rever- 
sible; oil-less hard maple bearings; con- 
venient instant tension release lever on 
hinged top; both rolls easily removable 
without tools 


Lid 


Sturdy, spun aluminum lid which may 
be used as sorting tray. 


Tub 
Heavy, lacquered, burnished, stainless 
nickel lined copper corrugated tub, easy 
to clean and keep clean—can’t corrode; 
six sheet capacity; easy to drain; fitted 
with 34 inch threaded drain plug. 


Frame 
Sturdy, rigid, black enameled frame. 
Gracefully beautiful. 

Operating Mechanism 
Sixth horse power standard make motor; 
gear case contains all machine cut gears 
running in oil; graphited oil-less bronze 
bushings; steel worm; ball bearing steel 
drive shaft. 





Cast aluminum free floating agitator, 
operating on bronze center post 
tightened against fibre wash- 
ers on heavy base—time 
tested base connection. 
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Wringer 











New, graceful, refined design; smooth 
finish, all-metal, beautifully gray enam- 
eled; oversize 2" x 12" soft rolls; both 
rolls easily removable without tools; 
oil-less hard maple bearings. 
Tub 

Strong, heavily nickel-lined, stainless 
copper tub, contained in light, sturdy, 
dent-proof, galvanized iron jacket which 
rests firmly on tub base and locks in- 
to rolled top; air space between tub and 
jacket—thermo construction; satin fin- 
ish gray enamel, easily reconditioned 
with standard enamel obtainable from 
factory at small charge. 
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Operating Mechanism 






Quarter horse power, standard make 
pace ft s | | = motor; gear case contains all machine 

‘3 | | cut gears running in oil; graphited oil- 
} less bronze bushings at points of stress; 
steel worm; noiseless ball bearing drive 


shaft adds to long life. 
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| = Heavy bronze center-post; steel drive 


| shaft with brass head; cast aluminum, 


TF BM. 


four wing, Haag patented agitator hav- 
ing famous patented safety construction 


7 t> 7 at base which eliminates destructive 
7 2 ~~ 4 | open vertical crack. 
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BROTHERS COMPANY, 
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Considerably lighter than many other 
washers—easy to move—saves freight— 
one man can deliver it—less 
expensive. 
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Announces— 


impossible has been accom- 

plished! The famous Haag Vortex 
—the first successful submerged- 
agitator type washer—has been fur- 
ther refined, perfected! 


, The basic design, construction and 
; Pp ben + principle of the Haag Vortex 
#&could not be improved upon, but 

=the Haag Brothers have added new 
1 ootures and refinements which make 
~<“the new model the very last word in 
=—“plectric washers. 


ie eee eS 


w= New Tub is Stain-proof Inside— 
wm = Dent-proof Outside—Easily 
Reconditioned 


enor 
atThe stainless nickel-lined burnished 
waaateCO PPL tub on the Haag Vortex has 
memespeen enclosed in a dent-proof gal- 
=aevanized iron jacket, providing an air 
~erechamber {thermo construction} 
“eet ween tub and jacket which keeps the 
«water hotter and thus aids in washing. 


PROS 


east he new perfected Haag Vortex can 

cone quickly and inexpensively recon- 

Shrek with a touch of a paint 
brush—another valuable feature. 


rfected Haa g Vortex 


New Beauty 

Look at the illustration of the new 
model on the opposite page. Notice 
the added grace of design—the hand- 
some lines—the spun aluminum 
splash ring—the new curved legs. 
The finish is in rich gray enamel 
which is easy to keep clean and 
which does not show stains. 


Perfect in Operation—Supreme in 
Competitive Demonstration 


The new perfected Haag Vortex 
washes the daintiest garments and 
heaviest blankets speedily and thor- 
oughly without soaking, boiling or 
hand rubbing. A marvel of efficiency, 
simple construction and quality. 


Every resalesman who has ever sold 
the Haag Vortex knows that it is 
the easiest washer to sell in compet- 
itive demonstration. Now, with the 
added new features and improve- 
ments, sales resistance will be less 
than ever—your volume of sales and 
your net profits will be greater than 
ever before. 


SEND FOR COMPLETE INFORMATION.— Write or wire today for full in- 
formation about the new Haag Vortex Washer and the Haag Franchise in your 
community. It will pay you to hook up with the Haag Brothers Company NOW. ~ 


— pronounced Haig 
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New Features 


(OUR customers have been separately. Complete insulation 


looking for just such a range. : makes it possible to place oven or 

Show them how they can Insure stove on table or even ice box 
cook electrically at halt the usual when space is at a premium. 
cost. Show them how they can 


° ~ . . 
switch from gas, coal or oil to Popularity BE the first in your community 


fici S f sharp demand for 
clean, cool, efhcient electric cook- Eg sup woos “s I — : - 
: : r fei ‘ cost range. 
ing by simply plugging into or- this new feature low cost range 


dinary baseboard outlet—no special wiring re- DEAL tor small families, apartments, summer 
quired. bungalows and as an auxiliary cooking plant tor 
large families, schools, hospitals, hotels and diet 


“THIEN astonish them with the price—only $49.50 
complete—comparison invited. Your customers 
who wish may purchase WILWEAR Range units It Roasts—It Toasts—It Broils 


RISDON MANUFACTURING CO., Waterbury Branch 


200 Fifth Ave. 53 W. Jackson Blvd. 
New York Waterbury, Conn. Chicago, II. 


kitchens. 











List 
Complete 


$49.50 


Oven 


$29.50 


Oven and Base 


$33.00 
Hot Plate 


$16.50 


OVEN 


Heavily insulated, rust-proof, 
easy to clean, with removable 


HOT PLATE 


Of pearl gray, porcelain enamel, 
two heating units, full reversible 


OA 





side-racks. Pan capacity 8% Ib. Of heavy steel, black japanned ’ 
roast. Perfect heat distribution finish. Height of range complete switch. Removable rust-proof 
in broiler. —36”. broiler unit. 
5 PEE SARI ARES 
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|| Why So Many Successful 
'| Dealers have Sought the 
Stewart-Warner Franchise 
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Dlewaib-llamnev 
Offers You 
these Advantages 


A protective policy. 


A complete line of cabinet and 
console one-dial and three-dial 
models. 


A range of prices that will en- 
able you to sell all prospects. 


A *Matched- Unit’? combina- 
tion of Stewart-Warner Receiv- 
ers, Stewart-Warner Repro- 
ducers, Stewart-Warner Tubes. 


Anamethatis nationally known 
and nationally advertised. 


A Stewart-Warner Wholesale 
Distributor organization (in 55 
large cities throughout the na- 
tion) that will save you time 
and money on deliveries. 





This beautiful walnut consoleisa recent 
addition to the Stewart-Warner 
line. One dial, six tubes. 


Electrical Goods Section 


Why it will Interest You 





C\ TEWART-WARNERSS success in franchising 
\J thousands of successful dealers has been largely 
due to the fact that to these dealers the institution 
behind the product takes precedent over every- 
thing else. 


They rightly reason that if the manufacturer is of 
long standing, is known to be reputable, has facil- 
ities for large production and prompt distribution, 
then its products, policy, prices and service are 
bound to be right. 


These dealers are in business for the same reason 
that Stewart-Warner is—a reasonable profit this 
year, next year and for years to come. It is for this 
reason that they have become associated with Stew- 
art-Warner. They wish to build up a business that 
will grow steadily and surely. © 


The radio business is no longer in a trial stage. It 
has firmly established itself as a big, profitable line 
of activity, ranking with the biggest industries in 
the country. In this business you want to build 
for permanency and profits. 


Stewart-Warner is firmly established and an ac- 
knowledged leader in the field. A Stewart-Warner 
franchise is the one you want. A request for fur- 
ther details will bring an immediate answer. 


STEWART-WARNER SPEEDOMETER COR’N 
1826 DIVERSEY PARKWAY - CHICAGO, U.S. A. 


a Tune in the Stewart-Warner Air Theatre—WBBM—226 Meters 
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IG, smashing, powerlul sales 
campaigns come and go, but 
steady day after day selling of a 
dependable product is the found- 
ation of profitable merchandising. 
Write this truth indelibly into 
your memory, and for proof review 
the records of thousands of dealers 
selling the New Gainaday Electric 
Washer. Let them tell you that 
its appearance goes a long way 
toward making sales. That satis- 


hed customers help sell their 
friends. That delivery and de- 
monstration expenses are material- 
ly lessened. That the New Gain- 
aday is simple, dependable, quiet 
and foolproof. That it calls for 
less service after the sale than any 
other make of washer. That the 
manufacturer's cooperation is a 
valuable, selling help. 

The experience of fellow deal- 
ers is your best guide. Let us give 
you full information. 


GAINADAY ELECTRIC COMPANY 


3016 LIBERTY AVENUE 
PITTSBURGH, PA 
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ELECTRICAL GOODS 


Section of the 


HARDWARE AGE 


For the Electrical, Lamp and Radio Departments 





Section Two 


March 3. 1927 





In This Issue— 


EDITORIALS 
Lamps Light Way to Appliance Sales 


This dealer advertises incandescent lamps quite heavily and 
then depends upon the customers for lamps buying the 
appliances and it works. His volume would be desirable 
in any store. 


Selling Radio to the Store Traffic 


At the Bunting store they figured that everybody was inter- 
ested in Radio and all that was necessary was to show 
the merchandise to the people. The theory has worked 
out. 


Do You Want Increased Volume? 


Guy Hubbart outlines another method of taking your last 
year’s business apart and looking it over. By separating 
the volume into Initial, Repeat and Season sales you can 
determine how to advertise. 


ELECTRICAL GOODS IN PICTURES 
$15 for a Title for this Picture 
Cleveland Raises the Outlet Average in Homes 
A Method of Featuring Incandescent Lamps 
Women’s Division of Electrical League of Cleveland 


Starting the Washer Right 


Here are some suggestions for avoiding technical troubles 
with washing machine put in an entirely non-technical 
—_ A method by which any merchant can avoid service 
calls. 


Getting the Radio Stock Ready for Spring 


Mr. Sinsheimer outlines many things that the merchant can 
do in getting ready for the changed buying habits that 
seize the customer when winter departs. 


More and Better Sales by Better Salesmen 


The new salesmanship contest has caught on and there are 
some excellent suggestions in this month’s contributions. 


New Goods 


Electrical News Briefs 


31 
28 


21 


18 


23 
24 
28 


20 


22 


32 


34 
38 


Some Good Things at the Lighting Equipment Exhibition 





GEORGE H. GRIFFITHS, General Manager 


Manager Editor 
ARTHUR SINSHEIMER 
Radio Editor 





FRANK E. WATTS CLYDE JENNINGS 


Publishing Address, U.P.C. Bldg., 239 W. 39th St., New York City 





Actual Merchan- 
dising 


XTREMELY interesting 
H; is the story that came 

from Hollywood of the 
merchant who advertises incan- 
descent lamps and then sells 
appliances to those who come to 
buy. A $3,000 lamp trade is the 
basis on which a $12,000 appli- 
ance trade has been built. Every 
lamp customer sees at close range 
appliances and to a large extent 
he sells himself the additional 
merchandise. 

A somewhat similar story is 
that from Kansas City. A live 
hardware merchant put his radio 
department where those who 
came into the store simply must 
see it. He depended upon the 
widespread interest in radio to 
interest the people and the excel- 
lent reputation of the store to 
convince them that it was a good 
place to buy radio. The plan 
succeeded. 

Another valuable story is that 
by H. J. Francis on getting the 
washing machine started right. 
Mr. Francis has acted as service 
adviser to many washing ma- 
chine manufacturers and their 
dealers. He hag investigated 
many dozens of complaints. He 
knows the best way of stopping 
complaints is to sell the machine 
right and then see that it is in 
proper condition when it starts 
and that the electrical conditions 
are right. His suggestion for 
checking these conditions are 
very simple. 

Guy Hubbart suggests another 
step in taking the business apart 
and examining it in detail to 
learn what remedy is required. 
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‘THERE is now a new popular- 

priced Hoover, retailing at*$59.50. 

Like The Greater Hoover, this 
Model 543 embodies— 


“POSITIVE AGITATION” 


THE HOOVER COMPAN Y, NORTH CANTON, OHIO 
The oldest and largest maker of electric cleaners . . The Hoover is also made in Canada, at Hamilton, Ontario 


*Prices slightly higher west of the Rockies and in Canada 






HOOVER 


--- as it Sweeps asit Cleans 
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Looking for “New Things” 
at Eighty 


HOMAS A. EDISON’S birthday has come to be an event among those 

who read current opinion. It is the custom to send to his office in his 
laboratory numerous newspaper reporters on that day to ask him ques- 
tions, which he answers. Just why Mr. Edison, an inventor, should be 
asked many social and metaphysical questions is something of a -mys- 
tery. It may be concluded that some have concluded that he deliberately planned 
the radical changes of social and economic things and then invented accordingly. 
We are inclined to think the changes were a result, rather than a cause. 


Friday, Feb. 11, Mr. Edison turned 80 years and one of the writers who gath- 
ered around his timeworn roll-top desk noted that the pigeon holes were labeled 
“diamond points,” “amberolas” and such self-assigned tasks and that one of them 
was called “new things.” And here we note a difference. How many men of 80 
are assigning themselves to new tasks? How many of us who are far short of 
80 have concluded that things are good enough and are, perhaps, just a bit resent- 
ful when “new things” impose in our routine? 


After noting this self-imposed assignment, we can believe that Mr. Edison an- 
swered accurately the question, ‘“‘What has given you the greatest pleasure in your 
work?” when he said: “Experimenting. Nature has many surprises and it is great 
fun to pull them from the unknown.” 


That is the thrill Mr. Edison has found in life. He subdivided electric light and 
worked with it only long enough to show that it was a practical field of investment 
when he went ahunting again. His magic touch helped the telephone to everyday 
practicability. The talking machine was “pulled from the unknown.” He stopped 
in the cement industry long enough to advance concrete housebuilding. Many years 
ago he had segregated the idea of the radio tube and it was waiting for others to use. 


These ideas created much wealth. It is estimated that they are capitalized for 
$15,000,000,000. How much Mr. Edison gained from this work is not known. It 
does not matter. He is happy with the results. 


Among those who gather for his birthday party are the “old timers.”” Men who 
formerly worked for him, including Henry Ford, once a fireman in the Detroit 
Edison plant. How great the contrast between Mr. Ford and Mr. Edison. Mr. Edi- 
son has moved rapidly from idea to idea, leaving his magic touch. Mr. Ford de- 
veloped one idea and held on. Mr. Edison created more wealth than any other 
one man; Mr. Ford accumulated more wealth than any other one man. 


In his answers to questions regarding future spiritual and social conditions, Mr. 
Edison tells his personal opinions. Many of the questions he turns back, even as 
you and I might do. But as to questions concerning electricity, he answers posi- 
tively. He does not believe electric cookery will stop all waste. He does believe 
electricity will reach the farms for their own good. He sees no indication that elec- 
tric current will be distributed without wires, as radio is. He indicates that the 
next change in current distribution will be when the problem of “cold light” is 
solved. 


When asked if there are men living who can carry on with big problems, he 
writes, “Yes, there are many.” 


This is the spirit of the man who gave us the electrical industry and who, at 80, 
expects to work on “new things” until ‘‘a few days before the funeral.” 





? 
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Do You Want More 





[nitial! 
Repeat 
Season 


Sales 


By Guy Hubbart 


Mr. Hubbart specializes in taking a business apart 
and looking over the parts, so that the man seeking in- 
creased sales can repair one part at a time instead of 
working blindly on the whole chassis. 


OCTOR JONES shed his dripping raincoat, 
1) slipped off his rubbers and switched on the light 

near his easy chair. He looked up at the mantel 
clock and sighed. The clock said 12:05. The doctor 
slumped back into the chair. Just then Mrs. Jones 
came in with a bowl of hot milk and a plate of crisp, 
brown toast. 

‘Martha, how many stores sell electrical goods in this 
town?” fell on the astonished ears of the good woman. 

“Electrical goods! Why, five or six, I suppose. Why 
do you ask?” 

“Well, if I had my life to live over, I believe I’d go 
into the electrical goods business. Especially in April. 
I’ve made forty calls this week—most all colds and most 
all because weather fooled people into letting the heat- 
ing plants die down.”’ 

The doctor’s wife was not only a good wife, but a 
woman of some wisdom. She humored the doctor when 
he came in late from night calls. 

“But why the electrical goods business, doctor? I 
thought you looked forward to a chicken farm in your 
old age.” 

“Well, I know about forty places where I could make 
a Sale of electric heaters right this very night. I 
wonder why the electrical people here do not try to 
sell more of them in April? It seems to me every home 
I visit has electric lights, but not all have those little 
heaters that throw out a mighty warm glow. Come in 
mighty handy these chilly nights and would save a lot 
of sickness among children, sore throats and so on. 
Comfortable, too. Seems to me I’ve seen ’em in several 
drug stores and hardware store windows. Ought to be 
one at least in every home in April.” 


*% % *% 


Of course, the doctor went right on being a doctor. 
But he might have made a success of the electrical 
goods business at that. What he said to his wife is 
proof that he had some traits that would be useful in 
building electrical goods trade for any store: 

FIRST, he was observing, noticed the need for at least 
one item of electrical goods and noticed that most of 
the homes he visited had electric wiring. 

SECOND, he could have written good advertising 
copy for heaters, if not for other appliances. He spoke 
of the heaters as being “warm,” “comfortable,” and 
suggested their usefulness in preventing colds and in 
the treatment of muscular colds, back-ache and rheu- 
matic pains. 

THIRD, he saw the difference between the item and 
the idea behind it, the utility of the heater, which is 
what the customer really buys, after all. 


These points in the doctor’s brief conversation are 
incidental and are quoted to illustrate an important 
point about populations and the selling opportunities 
they offer. This is the point: So far as the sale of 
electrical goods go, every population of, say 60,000 for 
argument’s sake, can be divided four ways: 

(1) Initial, or first sales. 

(2) Repeat sales on the same items. 

(3) Season or calendar sales. 

(4) Bulk, or complete volume sales; that is, the 
entire business done in a year on the initial, repeat and 
season sales. 

In other words, the electrical goods merchant can 
stock up year after year, and trust to even breaks of 
luck to bring his business out on a profitable basis, or 
he can say to himself: 

“Now, last year, 15 per cent of my volume came from 
customers who bought the first electrical appliance they 
ever owned, from me—ZInitial sales volume; 45 per cent 
of my volume came from repeat sales during the year 
to those who first bought of me—repeat sales volume; 
20 per cent of my volume came from season sales, extra 
items bought to fit weather conditions: electric fans 
for August, refrigerators for summer, extra lamps for 
winter, gift items in December, electric heaters for 
early spring and fall, etc. 

“Will it come out about that way this year, or will 
it vary? If it varies, I must buy more of this item, 
less of that, put in this line, or add to that line.”’ 

No suggestion is advanced here that only those mer- 
chants who so analyze their electrical goods business 
will make a good profit.. There are many retailers who 
have made a profit and never knew why; others that 
made it one year and missed it the next, and so on. The 
purpose of the viewpoint outlined above is to enable 
any electrical goods merchant who is interested in profit- 
able business every year to analyze his sales oppor- 
tunities. 

In last month’s article, population-response was illus- 
trated in terms of general volume. Here it is analyzed 
in terms of the specific kinds of sales that compose the 
volume. 

Using a $12,000 electric goods volume for the year as 
an example, here is the way the population-response 
picture looks for a single store in a population of 60,000, 
on the three groupings of sales: 


per capita 

response 
Complete sales for year (100%) $12,000 20c. 
Initial sales for year ( 15%) 1,800 3c. 
Repeat sales for year ( 45%) 5,400 9c. 
Season sales for year ( 40%) 4,800 8c. 


The figure, $12,000, is no special store’s figure, and is 
large for any except very big stores, but it is typical 
and the relation of the different kinds of sales will be 
correct for stores doing half, fourth, sixth, or even 
a twelfth of the figure. Even numbers are used to keep 
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Your electrical goods’ volume naturally falls into these three classifications and the 


character of your advertising demonstration should be governed by the type of 


sales you seek to bring up to the total volume. 


the ratios or relations from running into odd fractions. 

Also, keep in mind, if this were your store there 
would be from six to ten other stores competing wholly 
or in part. But suppose, for example, the picture above 
is that of your last year’s business. What would it tell 
that would help next year’s sales work? Here are a 
few things: 

You can check over the items and lines of goods that 
brought in the 15 per cent of volume and see which sold 
best and at what prices. If the better lines and prices 
brought the most initial volume, you know that your 
trade prefers better class goods. Also that next year 
you can raise your initial sales to 20 per cent. The 
three-cent per capita response shows there is plenty of 
leeway for extra outlet. 

Doing the same kind of analysis on the repeat sales 
for last year, records ought to show what items and 
lines the customers bought after their initial purchases. 
Maybe you will find that irons, or toasters lead as ini- 
tial purchases, and that percolators, washing machines 
and cleaners lead as repeat purchases. You may find 
just the opposite, though not likely. 

Anyway, whatever you find will serve as a guide to 
stocking the department to meet the needs of your 
particular clientele. And the nine-cent per capita re- 
sponse shows you will have to do some careful and ener- 


egetic promotion work to increase next year’s repeat 


sales. They are high now for 60,000 people. 

Forty per cent of your complete volume is on season 
goods. Check over the months and see when it ran 
high, and on what items. Season volume peaks vary 
but little year after year, so you can tell when to push 
hard and what to push. 

Notice the eight-cent per capita response on season 
volume. It runs close to response on repeat sales, indi- 
cating opportunity for increase of volume next year, 
but only with energetic effort. 

With complete annual volume registering twenty cents 
per capita, and repeat and season sales registering 
twelve cents of the twenty cents, it is plain that com- 
petitors are getting a good share of the electrical goods 
business. Your main chance for new business is to 
increase initial sales from 15 per cent of total to a 
larger one, such as 20 or 25 per cent. 





HERE is shown a month’s sales record for a store in a city of 
60,000. The annual volume is $720,000 or $60,000 a month. 
In April—the month graphically shown—there were 24 plus days 
and six low days. Except for these low days, it would have been 
an excess month. 

The store sells all electrical items except ranges. The average 
monthly electrical sales had been $1,500. This month ran very 
high, reaching $2400, $1800 of which came in slightly more than 
20 days. 

The per capita columns show the speed, which is accomplished 
either by more than the usual number of sales or higher average 
of individual sales. When the people are spending at this rate, 
the problem is to bring the low days up to the high day average. 
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You can do it as shown by the three-cent per capita 
response on this class of business, which means there 
are in your town a great many initial purchasers for 
you or someone else to gather in this year over last. 


Ideas To Fit Each Class 


While any selling ideas that increase general volume 
will increase volume on initial, repeat and season sales, 
each class can be best built up by ideas especially 
adapted to it. 

Educational ideas build up initial sales. 

Service ideas build up repeat sales. 

Suggestive ideas build up season sales. 

All three kinds build up general volume. 

Brown’s department store carries electrical goods, 
and its sales of each kind stood in 1926 in proportion as 
shown in the outline above. Here are four selling ideas 
used to increase each class of sale: 

Once every two weeks this store announces in its ad- 
vertising “Glance in our Third Sheet Window Tuesday 
and watch one of our saleswomen iron handkerchiefs 
with an electric iron. She can iron four times as many 
in an hour with an electric iron as can be ironed the 
old way. And iron them better.” 

A placard set in the window called attention to the 
amount of current needed, the labor and motion saved, 
and to the smooth, soft effect of the iron. This idea 
and modifications of it will bring any store new cus- 
tomers. 

That is an initial sales idea. 

In its regular advertising space appearing at inter- 
vals, this store inserted a four-inch space detailing each 
kind of electrical appliance it carried and giving the 
price, the amount of current used per hour and details 
of the advantages, as in the case of a vacuum cleaner, 
this way: 

“Cleans rugs, upholstery, reaches odd corners, such 
as dust in with the dirt instead of scattering it as a 
broom does. Costs three tents in current in two hours. 
Come in and let us tell you how little these electrical 
household appliances will cost and how much work they 
will save.” 

This is a repeat sales idea. 

(Continued on page 40) 
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Starting the Washer Right 


If vou test 1t, look to the length of cord, character of the wiring and 
the fuse, you will help to avoid trouble 


By H. J. FRANCIS 


Formerly Salesmanager Fractional Horsepower Motors, General Electric Co. 


peared in these genial pages 

discussing the A B C’s of the 
electrical problem in selling house- 
hold appliances. 

You will recall the prime necessity 
of definitely determining the type of 
current supplied at your customer’s 
home, and your duty to see that the 
appliance sold to that customer was 
equipped with a motor bearing such 
a voltage and frequency rating. 
‘Knowing these facts, it only requires 
a constant carefulness on your part 
—a taking of “nothing for granted” 
—to effectively prevent the service 
calls arising out of the violation of 
these fundamentals. 

But no dealer should feel that his 
duty ends with the exercise of such 
caution. Customer satisfaction 
arises only from a satisfactory use 
of the article purchased. So leave 
no stone unturned to be sure that 
the the device itself, the conditions 
of installation, and the customer’s 
knowledge of the proper running of 
the appliance are all so favorable 
that only an external element can 
prevent the proper performance of 
the machine. 

These factors are most emphati- 
cally the dealer’s duty. We must re- 
member that we are not here dealing 
with brooms, shovels, washboards 
and other what may be termed “im- 
mobile” tools. For such require 
only manual manipulation. 

But rather we are here selling a 
“mobile” product, started by the 
turn of a switch, driven by a force 
obtained over copper wire, and do- 
ing the work of hours, at great per- 
sonal effort, in minutes at relative 
ease. While the devices themselves 
and the electric motors that drive 
them are immeasurably simpler, yet 
these household appliances are akin 
to the more complicated mechanisms 
like automobiles. And, like automo- 
biles, they have their limits of per- 
fect automatic performance. 

First, for the device itself. The 
motors are tested by the manufac- 


S pees time ago, an article ap- 


turers before they are shipped to the 
appliance manufacturer. Here they 
are once again tested by the latter, 
in conjunction with a test of the de- 
vice. It might therefore seem safe 
to assume that the machine and 
motor will function satisfactorily. 

Unfortunately, in shipment, and 
after test, many things may happen 
to what was once a free running as- 
sembly. Oil leaks out, grease 
hardens, shafts are jarred out of 
alignment, holding pins fall out, con- 
necting wires are jolted from the 
motor, motor brushes fail to make 
contact; in a word, any of a thou- 
sand eventualities may have oc- 
curred to prevent satisfactory opera- 
tion of the appliance. 

Would it be wise to deliver such 
an appliance to the user’s door and 
leave it for the purchaser’s ultimate 
complaint? Is that a desirable way 
to build up local prestige? Not 
when you can effectively prevent 
such occurrences by plugging each 
and every appliance into a _ light 
socket at your store and approving 
its performance before delivery. 

Now, installation difficulties vary 
with the type of appliance sold— 
from almost a complete lack of po- 
tential troubles in the vacuum 
cleaner to the electric refrigerator, 
requiring efficient mechanical skill. 

The washing machine lies between 
these two, though beyond doubt it is 
often treated like the vacuum 
cleaner, without ill effects because 
installation conditions are, on the 
whole, uniformly satisfactory. Yet 
a dealer is not wise to totally ignore 
certain precautions. 

One of the chief sources of trouble 
has been the use of a great length 
of small wire to connect the motor 
on the machine with the outlet. The 
closest outlet may sometimes be 30 
or 40 feet away. Or a homemade 
job of wiring, running small lamp 
cord down into the basement, string- 
ing a couple of lights from it and 
then inserting 10 or 20 feet of cord 
in one of the sockets to run the 
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washing machine, may be the most 
available source of current. 

Such conditions as this are almost 
certain to cause trouble, for great 
length of cord of small size results in 
a big voltage drop, which may be 
of enough consequence to either 
burn out the motor or cause it to 
fail to operate the machine. 

And once this sort of work is 
done, it is often overlooked in seek- 
ing the cause of the inability of the 
washer to operate, and the motor 
or the machine are falsely blamed. 
No definite rules can be set down 
for your guidance on this subject, 
beyond that of “common sense.” For 
the most part, try to make the 10 
or 12 feet of cord supplied with the 
machine suffice to carry the current 
from the socket to the motor. 

If you are in the customer’s base- 
ment, or convenient to the fuse box, 
it would not be amiss to be sure the 
fuse that serves the circuit on which 
the appliance will be placed is 
in operating condition. It should 
neither be too light, so that it 
“blows” or breaks the circuit every 
time the starting load of the motor 
is turned on, nor should it be so 
heavy that it will not “blow” re- 
gardless how great a strain may be 
put on the motor. 

Fuse plugs are protection-insur- 
ance, if you please, to take the 
abuses sometimes heaped on elec- 
trical contrivances by burning out, 
breaking the circuit, and thus pre- 
serving the motor. Any fuse in- 
capable of functioning within the 
range of a washing machine motor’s 
overload defeats its own purpose; 
20 ampere fuses are generally rec- 
ognized as being of the right caliber. 

You will undoubtedly find it con- 
venient, if fuses do not come under 
the line of goods carried by your 
business, to invest in a couple of 
dozen, to use in your household ap- 
pliance business. However, any 
merchant selling appliances will find 
it good policy to sell fuses and other 
small items of electrical goods. 
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Store Traffic 


A prominently placed display of well selected merchandise advertises itself 


| OW can we add to the volume 
without adding to the.general 
expenses? is a very familiar 
question among hardware ' mer- 
chants. The answer is, of course, 
to add merchandise that will sell 
itself by display. In other words, 
take advantage of the store traffic. 
Bunting’s, in Kansas City, has 
tried a most successful experiment 
of this kind. Radio was the mer- 
chandise selected, because radio is 
of interest to a considerable ma- 
jority of people. Radio merchandise 
is attractive in itself. Both those 
who have it and those who have not 
vet bought are interested and every 
one is a prospect for an original or 
an accessory sale. 
Bunting’s carries a heavy store 


traffic on household articles and has‘ 


established a reputation for two 
“special sale” days weekly. For 
Monday’s and Saturday’s trading 
many ordinary articles are offered 
at attractive prices in the large, 
closely typed newspaper advertise- 
ments. 

The established trade of the store 
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is the thrifty “middle class,” people 
who appreciate prices and who will 
make an effort to buy at a saving. 
This creates a heavy store traffic of 
buyers, reinforced by the _ twice 
weekly advertising. 

When radio was selected for the 
experiment, a part of the show win- 
dow at the right of the entrance was 
set apart. There was space to dis- 
play two or three sets and some ac- 
cessories. Provision was made for 
special lighting. Prices were freely 
used with the display. 

The radio department was estab- 
lished inside the entrance, nearest 
window display, with the stock so 
arranged that everybody coming or 
going must see it. The entire cor- 
ner was treated as a display. Three 
nationally advertised lines were in- 
stalled, ranging from as low as a 
really good set can be sold to $193, 
the highest price. 

The regular customers of the 
store responded instantly to the 
silent appeal. They looked, talked 
and bought. Honestly priced mer- 
chandise, 30 days’ free service and 
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an assurance of intelligent service at 
a fair price after the 30-day period 
won. 

It has not been necessary to run 
special sales, cut prices or advertise 
the department. It has thrived on 
the advertising that is charged to 
the other departments. No outside 
demonstrations are made, no outside 
salesmen are employed. Demonstra- 
tions are given in the store and 
satisfaction in the home is guaran- 
teed. 

It is the practice to stock only 
merchandise handled by jobbers in 
Kansas City and each day orders are 
placed for the set sales of that day. 
No reserve stock is carried and no 
stocks accumulated. 

The heavy days in selling have 
come with the heavy traffic store 
days, which shows the strong appeal 
of the merchandise; and that buyers’ 
for one article are easily sold on 
another when the effort is made. In 
this case the radio asks only for an 
interested looker. It is not difficult 
to make this looker into a customer. 








Getting Your Radio Stock 
Ready for Spring 


When Winter Ends, Your Customers Will Adopt New 
Buying Habits and You Will Want to Adjust 


the Merchandise to Fit the Circumstances 


By Arthur Sinsheimer, Radio Editor 


PRING is fast approaching and 
S with it there come certain 
little changes in the buying 
habits of customers which must be 
taken into consideration by the re- 
tail merchant who expects to keep 
up his usual volume of sales. And 
so we'll try to plan our radio de- 
partment by adjusting stocks in 
such a way as to take care of the 
change in this buying habit, which 
the very nature of spring induces. 
In the first place, let’s take an in- 
ventory and see just where we 
stand as to the number of sets in 
the various price ranges and how 
long those sets have been in stock. 
If such a check-up shows too large 
a stock of certain types, or numbers 
that have been in stock too long, 
don’t wait another minute to get 
rid of them. 

Pursue your regular method of 
taking a mark-down on such mer- 
chandise while it is still salable and 
advertise a “spring radio sale to 
make room for new goods,” or call it 
by any other name that sounds as 
sweet, so long as you tell an honest 
reason for the price reductions on 
the sets that you put into the sale. 

There are certain types of cus- 
tomers that don’t much care if a 
radio set is slightly marred, of last 
season’s vintage or three dialed in- 
stead of one, just so it gives good 
reception and can be purchased at a 
price that fits their idea of the cost 
of radio pleasure. Especially is this 
true when they get the opportunity 
of buying a “nationally known 
name” for less money, even though 
it might not be the “latest thing.” 

And now that we’ve weeded out 
the sets, let’s go right through the 
entire stock and do the same thing 
in loud speakers, battery elimin- 
ators, tubes, parts, accessories, radio 
furniture and everything that is in- 
cluded in the radio department. 
Make it your “spring house-clean- 





ing’ and reduce stocks so that you 
can fill in with new goods which 
will be in more demand at this sea- 
son. 

With all the “must go” merchan- 
dise culled out and properly labeled 
with mark-down price tags, feature 
your sale far and wide and be sure 
to hit the outlying districts with the 
message, not only because good sale 
prospects live there but it may be 
the means of opening some good ac- 
counts with families who never 
traded with your radio department. 
Sales of this sort attract people who 
think they cannot buy the high type 
of radio goods you carry at regular 
prices but when they become ac- 
quainted and have good luck with 
the purchase, will stick forever. . 

So much for the sale which will 
reduce stocks to a point where we 
are in good financial and physical 
shape to plan a campaign of action 
for getting our share of spring and 
summer radio business by having 
the right kind of salable merchan- 
dise on hand and filling in numbers 
which we know will be in demand 
from now on. 

For instance, there are plenty of 
your customers who own beautifully 
furnitured radio sets that have been 
well and permanently installed in 
their city houses, but what are they 
going to do for radio when they go 
to their summer homes a month or 
two hence? They probably won’t 
buy an expensive set for the bunga- 
low, but will buy a smaller set on 
which you can make a profit. 

Or possibly you hear of some of 
your customers planning a ’cross- 
country auto trip. Here’s where 
portable set sales can be easily 
made. Also people with motor 
boats, automobiles and the hiking 
habit are prospects for portable sets, 
so be sure you have at least some 
good type in stock for demonstra- 
tion. 
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Loud speakers: Most likely your 
largest stock of these has been of 
the cone type which have been so 
popular for the past few years, but 
be careful in selling the customer 
who wants one to use in a bungalow 
on the seashore or lake where the 
continual dampness might affect the 
parchment surface and thereby ren- 
der it inefficient. Find out where 
and under what conditions the loud 
speaker is to be used and have the 
right type to recommend for each 
specific sale. 

Lightning arresters: Make a tour 
around town and you’ll find hun- 
dreds of aerial installations without 
any thought of a lightning arrester 
demanded by the board of fire un- 
derwriters. Make a_ special low 
priced offer to inspect aerials as a 
means to better summer radio re- 
ception and be ready to sell and in- 
stall a good lightning arrester on 
every job. 

And speaking of your service 
man, feature him in all your ad- 
vertising. Make a special induce- 
ment for your customers to have 
this man come to their homes to 
check sets and installation to see 
that everything is in apple-pie order 
for the summer. You'll be sur- 
prised to find how many sets need 
new batteries, new tubes, new 
aerials and grounds, lightning ar- 
resters and other things that go to 
improve hot weather reception. And 
a good service man can even go so 
far as to make juicy sales of new 
sets, battery eliminators and other 
equipment if he’s the right kind of 
a talker. 

Well, that’s about all that I can 
say in a general way about planning 

(Continued on page 42) 
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Building Outlet Average to Build 
Electrical Trade 


S one of its fundamental activities, the Electrical 
League of Cleveland is working steadily to in- 
crease the number of outlets per home in that 

city. The theory is that a sufficient number of outlets 
in the home will encourage the use of electricity—con- 
sequently the use of and demand for appliances. 

If one is to judge this campaign by merchandising 
results, the theory is sound. Actual census of appli- 
ances in Cleveland homes shows a distribution of 
greater percentage than is claimed for other cities. 

“Jack”? North, president of the League, recently dis- 
tributed the report of the 1926 activities of that body. 
This report is remarkable in many ways. It is pub- 
lished annually as a record for those who participate 
in the cooperative activities. This year’s issue is a 
40-page booklet, 11 by 8!». The illustrations used in 
this article are taken from the report. 

Last year $13,262.24 was spent “to develop the mar- 
ket for adequate wiring and better lighting in homes.” 


This sum was exceeded last year only by the electrical 
refrigeration fund, which was provided by special ar- 
rangement. The “adequate wiring” fund is the largest 
over a period of years. 

A graphic report of the accomplishments is printed 
with this article. It shows in 1920 the average outlets 
per six-room house was 21. The average climbed to 38 
in 1923 and last year closed at 53. The aim is to reach 
77 by the close of this year. 

It is just as reasonable to suppose that the occu- 
pants of a house containing 53 outlets will buy and use 
more appliances than those of a house that has only 21 
as it is to suppose that occupants of a wired home will 
use more appliances than those in an unwired home. 
Everyone who has lived in a house that was wired only 
for lighting years ago, knows that the toaster is not 
often used. It is too much trouble. With outlets at 
convenient places, the use of appliances becomes auto- 
matic. 
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HIS display board 

is used in League 
headquarters for point- 
ing out kinds and types 
of wiring devices, in- 
cluding the advantage of 
dead front convenience 
outlets, single pole, three 
way and four-way tumb- 
ler switches, and bulls 
eye indicators to show 
when isolated lights are 
left burning. The master 
switch control attracts 

much interest. 





TIVHE board is 8 ft. 

sq., cost about $125. 
Lighting units are 
Shown by painted out- 
line on translucent paper 
back of which are 
mounted low _ voltage 
lamps which are supplied 
with service from a six 
volt wet battery. The 
low voltage system is 
used to avoid expensive 
construction.  Contrac- 
tors bring clients to the 
board to show them pos- 

sibilities, 

















That is why the Cleveland League is educating the 
people of Cleveland to demand more outlets in their 
homes and the contractors to sell more outlets when 
they take a contract. 

To this end the League distributed 6558 copies of 
“Standard House Wiring Specifications”; 185,000 copies 
of “Electrical Homemaking,” of which 26 pages was de- 
voted to wiring and lighting; laid out 175 house wiring 
plans; supplied material for 45 show window exhibits; 
gave a special message to 14,533 people who visited 
exhibits; bought $3,750.97 worth of display advertising 
on this subject; supplied material for 350 newspaper 
articles, a total of more than 60 columns on this sub- 
ject; interviewed 526 architects, building contractors 
and owners, and conducted a class of 46 people in a 
home lighting course. 

It was a big job, of course, but every merchant in 
Cleveland who sells anything electrical boosts the 
League’s efforts. They believe the educational work is 
the one important thing in promoting their business. 

The League has made a carefully worked out census 
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of appliances used in Cleveland homes. The results, 
compared with estimates for the country at large, is 
shown in the following table: 


In Cleve- 
land Homes 


In Ten Renting for 

Groups of an Average In the 

(Cleveland of $54.35 l'nited 

Hlomes per Month States 
7 Bl 6 97 71 
Vacuum Cleaners ........ S5 \4 31 
ID i casio ia. ok te aia eg iss hr 70 6S 23 
Clothes Washers ......... 63 52 21 
NE ln ce a ee bse 90ers 18 39 19 
eo | ae 1D 1 13 
Radiant Heaters ......... 38 34 10 
CO a ae 36 21 * 
Sewing Machines ........ 30 21 * 
SS ee eae 28 28 * 
WORMED ETOMS 2 ccc css ccces 18 21 * 

Ironing Machines ........ 12 3 1% 

Mlectric Refrigerators 5 1 li, 

Sapp ey eee 5 9 ~ 
2 0 * 


Dishwashers 


2h eS eo e..28 2 e's 


In Cleveland the electric service company does not 
sell appliances, but through its work with the League 
impartially assists all merchants who sell appliances. 
Mr. North and his staff are always at the call of mer- 
chants who want information or more material aid in 
their marketing problems. 


80; 


| | lL 


70 | 


| 
| 

-——-— +} 5 
' 


















































——_—+-— a 
—_—- = a a Gemee eee oes ee 


ne Jae: ene 





"~ 


—— ee 


a 1ONG 1097 


[920 


Above—Year to year mounting aver- 

age of outlets in 6-room home in 

Cleveland. Left—What the appliance 
census in Cleveland shows 
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DIFFERENT! 


This, the most economical “B’ battery 
to use, is the most satistactory to sell 


Our of the murk of contrasting 
claims in radio one thing stands 
clear: The Eveready Layerbilt 
“B” Battery No. 486 is, without 
doubt, the most economical of 
‘‘B”’ batteries. It is, therefore, 
beyond all question, the preferred 
battery for dealers who are cre- 
ating and holding their trade by 
selling satisfactory merchandise 
only. There is a decided swing of 
public demand to the Heavy-Duty 
size “B” battery, and that swing 
is going to be more and more 
pronounced as people learn that 
only from Heavy-Duty Layer- 
bilts can they secure real economy 
on loud-speaker sets. In_ the 
I:veready Layerbilt you have the 





longest-lasting of all Heavy-Duty 
batteries. It costs the consumer 
25 cents more, but the increase in 
service is much greater than the 
slight addition to the price. 

I;veready Layerbilt’s surpris- 
ing performance is due to its con- 
struction. It is built in layers of 
flat current-producing elements, 
which make connection with each 
other automatically, and fill all 
available space inside the battery 
case. Layer-building packs more 
active material in a given area 
and makes those materials pro- 
duce more electricity. 

Radio users will get maximum 
satisfaction from their loud- 
speaker sets, maximum ‘‘B” 
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battery economy, and you will 
build your reputation to greater 
heights, if you sell this, the great- 
est dry cell “B” battery ever 
built. Order the Eveready Lay- 
erbilt from your jobber. 


NATIONAL CARBON CO., Inc. 

New York San Francisco 

Atlanta Chicago Kansas City 
Unit of Union Carbide and Carbon Corporation 





Tuesday night is Eveready Hour Night— 


9 P. M., Eastern Standard Time. 


WEAF—Vew York 
wJAR-Providence 
WEEI—Boston 

WTAG- Worcester 
wFi-Philadelphia 
wor-Butfialo 

WCAE—Pittshurgeh 
wsal-Cincinnati 
wtaM—Cleveland 
ww 1-Detroit 


WwGN-Chicago 
woc-—Daven port 

nn, Minneapolis 
wm COV Si Paul 
Ksp—S/. Louis 
wrec-W ashington 
woy—-Schenectady 
wHas—Louisville 
wsB-Allanta 
wsmM—Nashville 
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~ they last konger 





Mr. L. G. FuLton 


Atlanta 


“DURING the past two years 
in which we have strayed 
away from the Eveready line, 
we have tried numerous flash- 
lights and radio batteries,” 
says Mr. L. G. Fulton, of 
Fulton Bros. Electric Com- 
pany, Atlanta, Ga. “Today, 
however, we can truthfully 
say we are glad to be back 
within the fold of Eveready 
dealers. 
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Fulton Bros. Electric Company, 


dealer finds it pays to stick to 


Kveready. 


“Taking every detail into 
consideration, we believe the 
Eveready Radio Battery to be 
the outstanding battery of the 
world today. . One of the 
deciding factors in our com- 
ing back to Eveready was the 
constant demand of our cus- 
tomers for Eveready prod ucts. 

. We are back to stay. 


EVEREADY 


FLASHLIGHTS 
f° BATTERIES 


-they sell faster 
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Atlanta, Ga. 


Atlanta 





Take a leaf from the book 
of these successful Eveready 
dealers throughout the coun- 
try. Stock and feature genuine 
I’veready Flashlights and Bat- 
teries—for lasting satisfaction 
and permanent profit. 


Manufactured and guaranteed by 


NATIONAL CARBON CO., INc. 
New York San Francisco 
Chicago Kansas City 


Unit of Union Carbide and Carbon Corporation 











Lamps Light the Way to Sales of 
Heating Appliances 


OLLYWOOD HARDWARE CO., 6414 Holly- 
H wood Boulevard, in that famous city of make- 

believe, uses incandescent lamps to light the 
way to the sale of $12,000 to $15,000 worth of heat- 
ing appliances annually. This volume is on the smaller 
appliances sold for cash, as the company has not yet 
extended its line to cleaners, washers and ironers, nor 
are time payments granted. 

The use of the lamps to light the way is literal as 
well as figurative, in that it is lighted lamps that attract 
the customer to the store and guide him to the sales 
counter. Then the electrical goods stock is so arranged 
that, as he buys lamps, he must see and can handle other 
appliances. In cool weather there is the heater, and 
at all seasons there are percolators, toasters and other 
appliances right in front of him. 

It must be remembered in connection with the appli- 
ance volume that, despite Hollywood’s fame, the com- 
munity is very much suburban, with street cars, buses 
and wide boulevards attracting shoppers to Los An- 
geles. Also, this figure does not include the $3,000 
volume on the lamps themselves in 1926. 

How lamps are made to lead customers on to buy the 
larger items is simple, yet the plan is not much used 
in stores where electrical goods are sold. The adver- 
tising and featuring of lamps is entirely out of keep- 
‘ng with the volume, but there is a reason for that. 
C. F. Messman, president of the company, explains in 
this way: 

“Practically everyone who keeps house is a lamp 
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user and buyer. The price of the lamp is so small and 
its necessity so great that the purchase is made when- 
ever one thinks of the need and lamps are handy. Our 
plan is to make them think of this necessary purchase 
when near our store. 

“The small price of the lamp works rather against 
its successful sale. Alone it hardly pays to feature 
lamps to a considerable extent. They must bring other 
trade with them, if they justify such a display as we 
make of them. People do not plan the purchase of 
lamps; they just buy when reminded. 

“We have arranged our store so that lamps are only 
one of many items the customer sees when he comes 
in to make the purchase. On the counter where he 
awaits his package and change, we display several sea- 
sonal electrical appliances, also some of the appliances 
that are useful every day. He can reach these appli- 
ances and examine them at his leisure. A large ma- 
jority of customers do that very thing. 

“Other appliances are in the show case at his side, 
and still others in the wall cases in front of him. 

“Sometimes the lamp customer will buy one of the 
larger appliances when he sees them. In that case he 
asks a few questions and makes up his mind then and 
there. But usually we gain only the interest at that 
time, and he returns later to buy, as the higher price 
of these appliances makes them the subject of home 
conversation before the purchase is made. The sug- 
gestion, however, comes from the contact at our lamp 
counter. 


























“Because of this association with other merchandise, 
we are well content to feature lamps much more than 
other articles of similar volume.” 

It is the Hollywood Hardware Co.’s policy to use 
appliances and lamps as companions in advertising and 
various forms of promotion. Sometimes, perhaps, the 
means of promotion offered is suitable only for lamps, 
but in the main where one is advertised or displayed, 
the other is a companion. 

The one time lamps were featured alone was when 
prices were reduced. That was looked upon as a spe- 
cial opportunity, and the new prices were featured. 
A considerable rush of sales resulted. New customers 
were brought into the store. Price tags were featured, 
and more than 400 lamps were put across the counter in 
a few days. 

Except on occasions like this, the lamps and appli- 
ances share show windows and store displays. This 
companionship is regarded as being chiefly responsible 
for the sale of more than 200 heaters in 1926, and an 
increase of one-third is expected on this line this year. 

A chief factor in the promotion of lamp sales is 
a. display which ordinarily sets almost in the doorway 
of the store, where it is seen by everyone passing, either 
on sidewalk or by automobile. The lamps are shown 
on a display table, which is easily moveable. A regu- 
lar lamp display stand is used, the lamps being con- 
nected and operated by a flasher. By using flame-tints 
and changing the color scheme, this display is made 
especially attractive. 
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Inside the store door, still visible from the street, 
is a wire waste paper basket filled with lamps. In the 
bottom is a flame-tint lamp, connected and operated by 
a flasher. This light is flashed through the heap of 
lamps in the basket and makes an interesting effect. 
The unusual exhibit attracts attention from the outside. 

To the left of the display, not more than four feet, 
is a display case given over to electric appliances, such 
as percolators, irons and toasters. Always one or two 
appliances are on top of the case to be handled. 

Directly in front of the-edoors and beyond the inside 
lamp display is another case with similar goods. Per- 
sons attracted to the store by this display cannot escape 
seeing this case. Then to the right of the door is the 
lamp tester, and here the lamp customers are served. 
On this counter appliances are always on display, some 
that are seasonal and some in all-year demand. 

During the season every lamp customer sees and 
often feels a heater just at his elbow and is tempted 
into asking questions. 

Incidentally, the salesmen who work in the electrical 
goods section are trained to sell a package of lamps 
instead of one. The customer who is reminded that 
he needs a new lamp is susceptible to sales talk aimed 
at selling him several lamps, Mr. Messmann points out, 
for, doubtless, that customer has already experienced 
the inconvenience of being without a needed lamp. 

If the salesman reminds the customer of this incon- 
venience in a diplomatic way the customer certainly is 
in a mood to listen. 
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Women's Division of the Electrical League of Cleveland 








f peed Women’s Division of the Electrical League of Cleveland was organized at the beginning of this sea- 
son and has maintained excellent attendance at the monthly meetings. Article II of the “Operating Reg- 
nlations’”’ oT the division SaYS Ms 

identified 


“The organization is formed for the purpose of advancing the common interests of women 


with the electrical industry through acquaintanceship and exchange of ideas, as well as for the collection 
and dissemination of helpful information,” The photograph was taken at a recent meeting. Below are the 
members of the executive committee. The individuals are: 


Westinghouse; Jeanette 


Top row, left to right—Dorothy Galleher, G. EB. C.; Mrs. Augusta Danielson, 
Lower row—Mrs. 


Moss, Westinghouse; Mrs. Carrie Montgomery, Kinney & Levan Co.; Mary Roy, Miller Co. 
Ella Smethers (vice-chairman), Ohio Public Service; Mrs. Myra Heiser (chairman), Hotpoint; Jean Scott 
(secretary-treasurer), Electrical League; L. Ruth Herman (chairman entertainment committee), National 


Lamp Works: Rernice Austin. National Lamp Works 
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Cooperation Pays 


N experience in cooperating with merchants in a 
A lighting fixture sale drive convinced an elec- 
tric service company sales manager that in- 
creased business was gained through a united effort. 
The dealers who joined with him sold goods on his 
advertising. Some of them had the best month in 
history. So when this sales manager planned an elec- 
trical refrigeration drive, he sought cooperation with 
the stores that had previously sold ice refrigerators. 
His most difficult task in getting the cooperation of mer- 
chants was in convincing them that he was in earnest 
—that he really wanted to help the stores make sales. 
Electricity gives more benefit for the money than 
any expenditure we know of, yet people count its 
cost as though the bills consisted of dollars instead 
of pennies. 





kK Ox 


Learning by Experience 


' N J KE are quoting a man of much experience, one 

who has for many years earned and spent 

more than the average; a member of an itelli- 

gent calling and much in demand as a speaker be- 
cause he is practical: 

“IT must buy an electrical refrigerator and I notice 
that the department stores are selling them. I am 
going to buy there, for I always get service on what 
I buy from them. I am through with specialty store 
and factory agencies that have small staffs and do 
not understand merchandising.” 

(Name of speaker supplied on request.) 





Never forget the power of the penny operating 
cost in making an appliance sale. 


% ok ok 
Wiring of Homes 


TNIX years ago a survey of the six-room homes in 
~ Cleveland showed an average of 21 electric out- 
lets.. In 1923 the average was 38. In 1926 the 
average was 53. During this period the advantage of 
more, gutlets has been explained to 316,435 persons 
who. visited electrical house exhibits conducted by 
the Electrical League of that city. Of course the 
person with 53 outlets in the home is a better appli- 
ance customer than the one with any fewer number. 





The cost per hour is interesting, but remember 
that few appliances are used full hours at a time. 
kK Xx 


The Second Line Salesman 


OMETIMES we wonder if we have made the point 
o at all—that the personality of the service man 
is much more important than his mechanical 
ability. Again and again we hear those whose duty 
it is to set up a service department talk of the mechan- 
ics. Then, again, we talk to people who have set up 
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a service department successfully. The latter hired 
for the job a second lihe salesman, an intelligent, 
pleasing chap with all the qualities of a salesman 
except those of introducing himself. When he is 
called to a house, he goes and gets on wonderfully. 
He is handy with tools, but while using the tools, his 
well-placed remarks dispel the lady’s bad temper. 
Electrical appliance repairs today are mostly common 
sense. 


-—-- 





A waffle iron costs 6.6 cents per hour on a ten- 


cent rate, but who wants to use one a full hour? 
’ * 


*k ook 
People and Merchandise 


TORE traffic is the answer to many merchandis- 
S ing ills. The merchant who attracts people into 
his store and then attractively displays goods 
they want to buy, has few sales troubles. It is this 
point that Guy Hubbart is making in his articles. In- 
stead of devoting his attention to monthly or yearly 
sales, he is taking the figures apart and looking at 
them in detail—even to the extent of the part each 
person in the community may have had in them. As 
a result the merchant can look at his task as one of 
getting Mrs. Jones to come into his store and of get- 
ting Mrs. Smith to come in more frequently. This 
task is much easier than trying to think how to sell 
$10,000 more next year. 

A ten-inch fan operates at the rate of 25 watts, 
which means that it will operate 40 hours on a kilo- 
watt hour, which is the unit in rate making. 

* ok 2k 


Store Door Demonstrations 


TILL we wonder why some radio merchants give 
~ continual demonstrations at store doors. After 
listening to hundreds of such demonstrations we 
can recall but one that was not a deterrent to a sale. 
Just what is the matter with.the loud speakers so used 
we do not know, but we do know that they are only 
noise makers. 
A kilowatt on which electricity is priced to the 
consumer is 1000 watt hours, which makes cost 


figuring very simple. 
* Ok x 


When Spring Comes 


OME electrical appliances are said to be seasonal. 
~ We believe that this merely means that the sales 
resistance is less at some seasons than others. 

But be sure the season is over before you give up 
the effort. Last spring some merchants put away 
the heaters and get out fans because certain dates ap- 
peared on the calendar. The really live merchants 
kept right on pushing heaters until long after the cal- 
endar said fans. One reason for seasonal peaks and 
depressions is that the merchant is thinking in sea- 


sons instead of weather and human beings. 











Your Title Is 
What Your Own 
Public Decides 


’ | YHIS is a day of phrase making 
and wisecracking. Some of 
these oft quoted sayings carry 

a lesson that may well be remem- 
bered. Usually there is a touch of 
irony or sarcasm in them that makes 
their use undesirable, for we hold 
that a really good saying is one that 
makes its point without a barb. 

But we cannot always ignore sar- 
casm, for we are likely to lose much 
if we do. There is much of this 
sort of comment today over the 
terms clerk or salesperson. Per- 
haps there is a touch of pride in the 
move to use the better sounding 
phrase as describing the person be- 
hind the counter, and if there is, we 
are for it, but we must insist that 
the person behind the counter de- 
serve it. 

Someone has defined this change 
of term in this way: “A salesman is 
a clerk who sells to the customer 
something he did not intend to buy.” 

Now we are for that, wholly and 
completely, but we vote strongly 
against giving any fancy title to 
some of the persons we meet at sales 
counters, and we believe that most 
customers are with us. In fact, if 
we knew any adjectives—except pro- 
fanity—that were equal to our feel- 
ings, we would tell you what kinds of 
clerks we think some of these peo- 
ple are. 

Fortunately for our pride in this 
business, we have not met these ob- 
jectionable people in the electrical 
goods departments. Whenever the 
opportunity offers, we talk to peo- 
ple who are employed to sell elec- 
trical goods, or those who look like 
they were so employed. 

Recently in a small middle West 
store we asked a question about a 
grill of a young man back of the 
counter. He looked embarrassed, 
then said pleasantly: 

“I’m sorry, but I do not know 
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$15 FOR YOUR BEST SALES STUNT $15 





$2 Each for Other Ideas Accepted for Publication 


Now we’re getting on and several readers of ELECTRICAL Goops 
are picking up some easy money by telling us what they have 


HT 


done. 





want them to be worth while. 


then tell us that they did draw people into the store. 
people into the store is really the big selling task. 

Do not tell us about schemes you are going to try nor those you 
would like to try. Tell us about those you have tried. 

Some fine examples are printed on the opposite page. 

Address Sales Contest, ELECTRICAL Goops Section, 239 West 
Thirty-ninth Street, New York City. Competition closes March 18. 
ELECTRICAL Goops Section staff will be judges. 
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We are not particular about these ideas being new; we merely 
We want you to try them out, and 
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about them. I have just been em- 
ployed here as a helper, but Mr. 
Blank will be here in a moment and 
he LIKES to talk about these 
things.” 

Some day, we venture the opinion, 
this young man is going to be a 
salesman. Most assuredly, if his 
smile and bright eyes hold out, he is 
going to induce people to buy things 
they did not expect to buy. Also, we 
liked his honesty in saying that he 
did not know. 

Another day in a very large store 
we asked a young woman about an 
electric cooker. 

“TI think I had better call Mrs. 
Jones, the demonstrator,” she said. 
“T feel so foolish trying to talk about 
them. I know they must be lovely 
to have, for they will cook a nice 
dinner while you go to a matinée. 
Mrs. Jones says even I could learn 
to use one, but I have not got past 
the toaster and percolator stage yet. 
Here comes Mrs. Jones, now.” 

This girl, we say, is a good com- 
panion for the boy in the previous 
story. 

Then again. We stopped in a 
store where all the merchandise is 
spread over the counter in little 
square boxes. The elderly man who 
had been peering into the boxes at 
short range asked the young woman 
standing near the cash register if 
there was another type of screw 
drivers on sale—as he held up one 
he had found. 

“T’m sure I don’t know; the stuff 
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is spread out there so you can see 
what there is,” was the reply. 

Now if there is any word that ex- 
presses the opposite to saleslady, we 
believe this is the occasion to use it. 
Never in our most bitter moments 
have we thought of the likes of this 
young woman as a clerk. Yet this 
store has a sign in the window, 
“Salesladies Wanted.” But, as an 
afterthought, perhaps they were try- 
ing to get someone to take the 
young woman’s place. If that is so, 
we withdraw the criticism. 

The whole point is this: 

Usually people who are trying to 
use a name or a word as a means of 
climbing the social or professional 
ladder are those who need some such 
means and are unable to climb by 
their own strength. 

Our experience with salespeople in 
electrical goods departments has 
been very fine indeed and we willing- 
ly accord to them any name they 
may choose. 

The public, however, will be the 
final judge, and if YOU treat your 
public as YOU think a CLERK 
would treat them, your public will 
call YOU a CLERK. If you really 
are a Saleslady or a Salesman or a 
Demonstrator, your public will soon 
find it out. The great buying public 
is fair as well as merciless in its 
judgments and it is solely up to you 
to persuade your public to call you 
by the title you prefer. You are on 
trial, and your actions, not your 
preference, will bring the decision. 
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Baby Dresses 
In a Display 
Win the $15 


r NHE returns to the sales con- 
test this month show that the 
idea is taking hold. We have 

several very good replies, more than 

we can use, and some will go over un- 
til next month. One nice thing about 
this contest is that any acceptable 
reply will be used. It does not die 
with the month, as was the case 
where a definite question was asked. 

Here is the $15 award. The idea 
drew customers into the _ electric 
sewing machine department: 


Boosting Sewing Machines 


By Jeanne Toomey, Pomeroy’s, Inc. 
Harrisburg, Pa. 


Y most successful idea in at- 

tracting customers into the 
store was a window display of Eld- 
ridge electric console sewing ma- 
chines. By making a number of 
dainty infants’ garments and ar- 
ranging them attractively with the 
machines, we brought many people 
into the department. I not only sold 
machines but also all of the gar- 
ments, with orders for more. 

Each garment was an advertise- 
ment of how beautifully the ma- 
chines operate. The department is 
attractively decorated with useful 
articles made on the machines. 
These I sell at fair prices, for every 
article sold is an advertisement for 
the machine. The small sales bring 
other customers. Turning small 
sales into large ones, makes for suc- 
cess. We study each customer. We 
realize that while we can talk the 
customer into a sale, if we do not 
be careful we can talk ourselves out 
of a sale. 





Next comes a window display idea. 
It was used during the Christmas 
season and is printed to show how 
easily an elaborate appearing dis- 
play can be made without much ex- 
 :pense. 
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Toy Train Window 
By G. E. Rowberg, Stone, Stebbins & Cow 
Hancock, Minn. 

CHRISTMAS window display 
proved its selling power last 
Christmas. It attracted young and 

old people for a month. 
I planned the background in 
white and gold. For this cheese 


cloth, draped in soft folds and 
caught with gold tinsel rope. The 
floor was covered with cotton, 


strewn thickly with Christmas snow. 
The “attention attractor’’ was a toy 
electric train, connected in such a 
way that it could be operated from 
inside the store. A tunnel through 
a mountain was long enough to con- 
ceal the entire train. 

The mountain was built over a 
frame with a mixture of flour, salt 
and water. It was colored to blend 
with the floor and background and 
then with dry tints some brown 
cliffs and evergreen trees were ar- 
ranged. The top, of course, was 
snow capped. Celluloid animals 
from the toy department were ad- 
vantageously placed. Children and 
their parents seemed to enjoy the 
scenic effect. 

While the children were watching 
the train, the parents had an oppor- 
tunity to study the appliances shown 
as suggested gifts. This study 
brought sales and even the two fans 
used to keep the frost from the win- 
dows proved to have merchandising 
value. 


Among other interesting contribu- 
tions to the contest this month is a 
story of sales effort, accompanied by 
two photographs; one of the radio 
department in the store, the other of 
a show window that stopped people 
passing by. As these came late, we 
could not arrange space for them in 
this issue, but will present them in 
the next. The photographs, of course, 
bring extra pay. 


The next award is $2, made on a 
suggestion for increased sales. 
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$2.50 Added for Safety 


By Eugene J. Brown, The Brown Co., 
Warren, Ohio 


OST women, in spite of their 
every day use of electrical ap- 

pliances, will pay a bit more to be 
insured of safety. Because of the 
one hundred and one interruptions 
in the housewife’s day, she realizes 
the danger of forgetting to always 
turn off the iron. She knows that 
this constitutes a danger of fire. 

We stocked a new iron cord, sell- 
ing at $2.50, with a thermostatic 
shutoff in the plug. We made a dis- 
play of these but also kept them at 
the electric appliance counter. By 
the mere mention of the service this 
cord would. render, we sold one to 
almost every purchaser of an iron. 
We made a proper allowance for the 
cord that came with the iron and 
still made a nice added amount to 
the price of the iron at a reasonable 
profit. 

With a new product like this, the 
salesman must be patient in making 
the presentation to gain a sale. 


Here is an idea that was sent in 
by an observer who does not claim 
an award. It is very good indeed 
and shows some imagination on the 
part of the merchant. 

The Singing Cleaner 
OSEPH JECMAN, a hardware 
dealer at Brookfield, IIl., sells elec- 

trical goods and radio and recently 
he effected a combination in a dem- 
onstration that is worthy of notice. 

He placed a Bee-Vac cleaner in the 
window and inside the dustbag he 
installed headphones and connected 
these with a live radio set in another 
part of the store. The headphones 
were sufficiently loud to attract at- 
tention and so he had a singing or 
speaking cleaner. 

Many people were completely mys- 
tified by the arrangement and it 
caused much inquiry and he had 
many opportunities to explain both 
the cleaner and the radio. The dis- 
play card in itself was interesting. 
It said: 

“The Bee-Vac speaks for itself.” 











New Goods to Sell 


Turbax Electric Washer 





The Freed-Eisemann Radio Cor- 
poration, Junius Street and Liberty 
Avenue, Brooklyn, N. Y., are manu- 
facturing a portable clothes washer, 
which is clamped on the side of any 
stationary washtub and has a capacity 
of three sheets or their equivalent. 
The clothes are cleansed by having the 
soapy water forced through them from 
the circular group of suction holes lo- 
cated in the side of the washer near 
the base, from which jets of water is- 
sue continuously. The motor is univer- 
sal of 110 volts. The washer is 26 
inches high, 4 inches in diameter and 
weighs 21 pounds. When not in use, 
it can be left in place or hung on any 
convenient hook. 





Bee-Vac Ball Bearing Cleaner 


The Birtman Electric 
Company, 4140 Fullerton 
Avenue, Chicago, IIl., re- 
cently placed on the mar- 











ket a ball bear- 
ing cleaner guar- 
anteed for two 


years. The mo- 
tor is a ¥%-hp. 
Birco universal 


and will run on 110 volts d.c. or a.c. 
60 cycles or less, also made for 32 
volts current for farm lighting plants. 





The motor case and narrow nozzle, 
which is 14 inches long, are of highly 
polished aluminum, and the ball bear- 
ing assures permanent lubrication, the 
machine requiring no oiling of any 
kind. The brush is attached with a 
swing back spring which holds it out 
of the way when not in use. The dust 
bag is of maroon with “Bee-Vac” in 
gold letters. The ball bearing model is 
similar to the Model G, with the excep- 
tion of the bearings (those in Model G 
being bronze bearings), and a some- 
what increased suction. The machine 
weighs slightly over ten pounds. 


Edwards Bell Ringer 
Edwards & Company, Inc., 140th and 
Exterior Streets, New York City, has 
brought out a “bell ringer” which 
takes the place of the old bell-ringing 





transformer. Any number of bells can 
be connected to the two wires attached 
to the bell ringer, but the same wires 
must be kept together and apart, just 
as they are on a battery; the wire on 
the other side of the bell ringer is 
then screwed into the lamp socket. 





New Kolster Console 





A new console model housing the six- 
tube Kolster Radio chassis has been 
announced by Federal Brandes, Inc., 
Woolworth Building, New York City. 
This addition is the sixth model in the 
line and is known as the 6-G. The con- 
sole is of mahogany, finished in walnut 
brown, with a light walnut overlay. 
The doors of the cabinet, which cover 
the panel when the set is not in use, 
can be swung back until they rest 
against the console sides, out of sight. 
A single control tunes the station selec- 
tor. An elliptical cone speaker is built 
into the cabinet below the panel. The 
lower compartment is used for bat- 
teries. 
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Hoover Medel 543 





~3P 


The Hoover Company of North Can- 
ton, Ohio, has placed on the market a 
new and lower priced suction sweeper, 
known as model 543. The Hoover line 
now consists of model 700, brought 
out in March, 1926; model 543, both of 
which are designed for use in the aver- 
age home, and model 961 for large 
homes, clubs, hotels, stores, etc. The 
“Positive Agitation” principle that 
characterizes Hoover sweepers has 
been retained, and model 543, while 
lacking many of the refinements of 
the higher priced model, is superior 
to the old model 541. The brush for- 
merly used on model 541 has been re- 
placed by the agitator, the fan used on 
model 700 has been placed on the 
model 541 motor, resulting in increased 
suction, and the dust bag, which is 
black instead of the gray formerly 
used, is a materially improved dust 
filter. In its outward appearance the 
new model resembles model 541. 





Twin-Tone Loud Speaker 


The Day-Fan Electric Co., Dayton, 
Ohio, has just started production on a 
new type of speaker, which contains 
two separate loud speaker horns and 
units. These two units are so ad- 





justed that one brings in the high 
tones and the other the lower tones. 
The manufacturer claims that the 
“Twin-Tone” Speaker has the advan- 
tage over other loud speakers in that 
it can be used with any make set and 
can be adjusted to a great volume of 
tone or the softest volume, without dif- 
ficulty. The speaker is in the design 
of a table base, and the receiver can be 
placed on top of it. In the lower com- 
partment there is sufficient room for 
A, B and C batteries. 























TRADE MARK 











Increase Your Electrical Merchandise Sales! 


HE experience of dealers everywhere has proved the ready selling qual- 

ities of L & H Electrics Ranges and Appliances. Their handsome appear- 
ance and improved features, backed by our national advertising and a forty- 
year reputation for quality, create immediate customer interest. 


Full Automatic Time and Temperature Controls, rust-proof porce- 
lain enamel finish, one-piece round-corner enameled ovens, a variety 
of sizes and styles are some of the outstanding features of L & H 
Electrics Ranges. L & H Electrics Appliances are equally superior. 


And, remember, L & H Electrics are so sturdily built— 
so thoroughly efficient in operation—that, as the sales are 
made, your profits are not eaten up by expensive servicing. 










Write us for detailed information about this easy-to-sell, 
profit-making line. 









































L & H Electrics 
**Turnsit” 


Crisp, evenly-browned 
toast. As door drops, 
bread turns auto- 
mitically. 











Toaster 


















L & H ELECTRICS APPLIANCES 
include: 


“Turnsit Toasters” 









Hot Plates Curling Irons 
Electric Irons 

Waffle Irons Table Stoves 

Electric Ranges 










i 
| 
} 





Heating Pads Urn Heaters 


Electric Heaters 





Water Heaters Air Heaters 











MANUFACTURED BY 


A. J. LINDEMANN & HOVERSON CO. 


i 435 Cleveland Ave., Milwaukee, Wis. 


405 oo e Ave. 1636 Fourteenth St. 715 Bryant St. 
New York, N. Y. 


Wat 


2626 W. Washington Blvd. 
enver, Colo. San Francisco, Calif. Chicago, Il. 
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From Childhood to 
-Manhood—This Day-Fan 


ia 





Electrical Business Briefs 


ALLE BROS. CO. of Cleveland are completing 
plans for the expansion of the “Kitchen and 
Laundry Specialty Shops” to the sixth floor 
of the main building, where 9500 square feet of floor 
space is being prepared for the initial display and ad- 


_ ditional space is available for later expansion. The new 


_ quarters will be ready May 1. 


The department will 


then be known as “Kitchen, Laundry and Bathroom 


| Specialty Shops.” 


The department was established in 
small space on the ground floor of the annex Dec. 1, 
last, and the development of the business has been such 
as to encourage the move now being developed. The 


department merchandise includes all of the electrical 


-_ and mechanical appliances. 


Fan Has Served Its Owner 


Here’s an answer to that question any prospect 
might ask you about a Day-Fan Fan—“How long 
will it run?” 


We heard of one Day-Fan Fan that ran for 26 
years! Figure that from the standpoint of a man’s 
life from babyhood to full grown manhood—and 
you'll better understand how many seasons that 
fan ran. The point of the story is that the fan is 
still running. 


Day-Fan Fans have many features and many 
talking points. Long life is but one. Day-Fan 
keeps things cooler on a hot day, because it has 
“extra air delivery.” It runs long with little atten- 
tion because its windings are specially insulated— 
making it heat, dirt and dampness proof. It is eco- 
nomical—it saves on the 
current. Its quality is fixed 
and permanent for it is 
made by a strong 38-year- 
old company. 


As a result of these com- 
bined features — Day-Fan 
Fans help sell themselves. 
Make use of these talking 
points next summer, and 
you'll find they make selling 
work easier. They show a 
prospect that there is a dif- 
erence in fans—and that it 
is Day-Fan that makes the 





difference. 
DAY-FAN ELECTRIC CO. 
DAYTON OHIO 





RADIO -: MOTORS - FANS 
PRODUCTS 


For More Than 38 Years Manufacturers of High Grade Electrical 
Apparatus 





A 


items used in the workshop of the home and some gas 
W. D. Davis is the manager 


of the department. 





An interesting experiment in electrical refrigeration 
sales is under way at the R. H. Macy & Co. store in 
New York. Standard make refrigerators are being mar- 
keted under the trade name “Supre-Macy” at $100 less 
than usual prices for similar models. An added $25 is 
the installation fee. The Macy store sells only for cash 
and does not employ outside salesmen. It will, of 
course, require some time to determine to what extent 
the lower cash price will offset the selling advantages 
of the higher price and terms. 





SHORT course in Electrical Household Equip- 
ment will be conducted by the Home Economics 
Department of the Iowa State College, Ames, 


March 14 to 19. The course, the first of its kind, is 


—_ —, 


especially adapted to the use of those who are demon- 
strating household equipment. Technical and non- 
technical phases of household work with electrical ap- 
pliances will be the subjects. All of the electrical or- 
ganizations have indorsed the course, and many women 
connected with the industry are planning to be among 
those enrolled. ’ 


The Advance Household Appliance Co., recently or- 


| ganized by, A. B. Wagner, announces the purchase of 
the plant of the Wapak Hollow Ware Co. of Wapako- 


neta, Ohio. The new company will continue to manu- 
facture the leaders in the Wapak line of cast iron uten- 
sils, and as soon as the manufacturing equipment can 
be installed will also manufacture waffle irons, one and 


two burner electric stoves, one, three and six pound 
electric irons, portable bowl heaters, wavers, curlers, 


cords, plugs and accessories. A. B. Wagner, organizer 


of the new company, was formerly with the Wagner 
Manufacturing Co., Sidney, Ohio. 


T 





HE Portland, Ore., electrical ordinance forbids 
the sale of sub-standard electrical appliances in 
that city. L. W. Going, chief electrical inspector, 
writes: “The ordinance has been very effective. It re- 
quired about one year to get it into full operation, as 
we permitted liquidation of appliances in merchants 
We are guided entirely by the Underwriters’ 
It is not necessary that each appliance be 





stocks. 
approval. 
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A Question 


To Ask Before Tying Up 
to Any Washing Machine 


“Show me your instruction chart. Into how many 
places must a woman reach with a messy oil can 
each week or each month to keep this washer from 
wearing out, to prevent my having service grief 
and to keep my customer a booster for me?’’ 




















N° woman is a mechanic. Using a messy oil 
can is distasteful to her. If she neglects to 
use one it will sooner or later mean profit-losing 
service trips and a dissatisfied customer. You 
know. Every dealer has had his share. 

Consider the woman! Think how much it 
means to her when you say— 


“The enclosed, quiet mechanism 
of this new Thor is self-oiling” 

No other washing machine has this feature! 
Every time the New Thor is used an automatic 
pump keeps every gear bathed in oil, without 
thought on the customer’s part. It banishes the 
messy, unwanted oil can. It banishes wear. It 
insures long years of satisfaction—and long years 
of boosting for you. 

Even before this new improvement Thor’s sen- 
sible, simple construction gave Thor Cylinder 
Washers the world’s record for long life—some 
20 years in service. Just think of your strong 
position, then, if you now sell the NEW Thor. 
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Seven Powerful Sales Points 


of the New Thors 
No Oiling. 
Fastest. The New Thor has been speeded up. It 


can finish a washing in fewer batches, getting it 
on the lines earlier with less effort. 


Aluminum Cylinder. Smooth as glass. Polished 
like silver. Need never be lifted out. 


Most Beautiful. Finished in polished nickel and 
bright white DUCO that stays clean and new 
indefinitely. 


Quietest. 


Self-Rinsing in 30 seconds. Needs no cleaning or 
wiping dry. 


Saves Clothes. No moving parts in Thor’s cylin- 
der to wear, rub, press or twist against wet, soft- 
ened clothes. 


Other washing methods are merely short-lived 
novelties. You are in business for years. Remem- 
ber that every laundry expert in the world uses 
Thor’s cylinder washing principle. 


ELECTRIC HOUSEHOLD UTILITIES CORP. 
600 West Jackson Blvd., Chicago, III. 








Boston New York Philadelphia Chicago Seattle 
Portland, Ore. San Francisco Los Angeles 

_ 2 ee rer a 

s ELECTRIC HOUSEHOLD UTILITIES CORP., 

s Dept. G-1, 600 W. Jackson Blvd., Chicago, Ill. 

r 

8 Send prices, discounts, money-saving finance plans, and 

; full information on the New Thor. 

: 

r 

| Name....... 

‘ 

r 

; PRR SESS SS a cise tance 
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“They Keep a-Running”’ . 





\, Horse Power Century Repulsion-start 
Induction Single-phase Motor 


BALANCED OPERATING CHARACTERISTICS 


Operating characteristics of Century Repul- 
sion-start Induction Single-phase Motors are 
well balanced—no one feature is overdeveloped 
at the expense of the others. These motors 
are liberally designed electrically and mechan- 
ically. High starting torque is combined with 
low starting current; only a_ single-throw 
switch is necessary and fuses that protect 
while running are ample for starting. 


Constructional features which contribute to the 
“Keep a-Running” ability of Century Repulsion-start 
Induction Single-phase Motors are:— 
( 1) All one horse power and smaller motors are 
equipped with the Century Wool-yarn System 
of Lubrication, which assures at least one year’s 
continuous 24-hour-per-day operation without 
reoiling. 


Bearings are machined from cast phosphor 
bronze (not brass) and are fitted with machine- 
cut figure-8 oil grooves, which constantly dis- 
tribute the oil evenly over the entire bearing 
surface. 


(2) 


Brushes have long life—they touch the com- 
mutator only during the starting period. This 
usually means but about 1/900th part of the 
time the motor is in operation. 


(3) 


Windings are thoroughly insulated to with- 
stand the dampness found around pumps, 
churns and separators. 


(4) 


Built in all standard sizes from % to 40 horse power. Tempera- 


ture rise does not exceed 40° Centigrade. 


There is a difference—use and specify Century 
Repulsion-start Induction Single-phase Motors. 


CENTURY ELECTRIC COMPANY 
1806 Pine St. St. Louis, Mo. 
For More Than 23 Years at St. Louis 


oe 











Y% to 40 H.P. 


\% to 40 H.P. 
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stamped, as we supply lists of manufacturers and appli- 
ances to dealers. Any manufacturer who supplies proof 
that he has submitted an appliance to the Underwriters 
is listed, pending approval. We believe curtailing the 
sale and use of unsafe appliances is a real service to 
the people of Portland.” 





Co. to all the vacancies created by selection of 

the personnel of the electric refrigeration divi- 
sion. N. H. Boynton has been made assistant general 
sales manager in charge of sales promotional work. 
He was recently manager of the Buckeye division and 
was with the publicity department previous to that. 
C. B. Gray, the assistant manager of the Buckeye divi- 
sion, becomes manager. W. E. Underwood becomes 
advertising manager, succeeding P. B. Zimmerman, 
promoted to the electrical refrigeration division. Pre- 
viously Mr. Underwood was associated with Mr. Zim- 
merman in advertising work. All of these men have 
been connected with the National during the greater 
part of their business lives. 


(J) oto are announced by the National Lamp 





The Radio Corporation of America has been selected 
to merchandise the recently perfected device for the 
present known as “photophone,” which reproduces music 
or speech simultaneous with motion pictures. The proc- 
ess recently perfected by engineers of the General Elec- 
tric and Westinghouse companies is sometimes referred 
to as the Hoxie process, because C. A. Hoxie has been 
a leader in its development. The method is to photo- 
graph the sounds coincident with the photography on 
the same film, and then reproduce it by means of light 
rays through the film, which affect a mirror and in 
this way supply energy for a radio loud speaker. Radio 
Corporation loud speakers are used. Private exhibi- 
tions given of speakers and speeches and photoplays 
and orchestra music have greatly impressed those per- 
mitted to see and hear the result. 





elected the following officers: W. L. Rodgers, 

president; C. B. Barton, vice-president; William 
F. Small, treasurer, and W. H. McBride, secretary. Mr. 
Barton will continue in charge of sales and Mr. Mc- 
Bride in charge of advertising. The year end reports 
showed a gain of 20.3 per cent in number of washers 
manufactured last year. 


(ke Gainaday Electric Co. of Pittsburgh has 





Carl D. Boyd, formerly director of sales promotion 
for the Reichman Co., makers of the Thorola radio re- 
ceivers, has been made vice-president of the Apex 
Electrical Manufacturing Co. of Chicago. Mr. Boyd is 
vice-president and a director of the Radio Manufactur- 
ers Association. 





The Servel Corp., New York, manufacturers of elec- 
trical refrigeration machines, has started deliveries on 
the “Electrolux,” a gas-fired refrigerator. 





The Marshall Electric Co. of St. Louis, builders of 
battery charging equipment, has let the contract for a 
new and enlarged factory at Elkhart, Ind. 

















Don’t Wait 
Until the Weather Gets Warm 


Place your order now for Eskimo Fans. 
The ever increasing demand for Eskimos 
makes it worth while for the jobber to place 
his order in advance of the season so that 
he can insure his customers prompt de- 
liveries. 





The quality, endurance, service, and rea- 

sonably low consumer's price make the 

Eskimo a particularly profitable line for 

A >" both the jobber and dealer to handle. Made 

© Model 10, 8" Blades in three models from the highest grade ma- 

| terials obtainable. Send in your order now 

or write for further particulars, discounts, 
etc. 











UNITED ELECTRICAL Mega. Co. 
Adrian, Michigan 


Also Manufacturers of 
Eskimo Kitchen Mechanic and Ventilating Fans 





Model 20, 2-Speed Oscillating, 10” Blades 
Retails at $10 





SPECIFICATIONS 


Has full eight inch bronzed blades with off and on 

Model 10 switch mounted on base. Self-aligning bearings and 
swivel joint. 8 feet of cord. Operates on 110-120 volt 
A.C. or D.C. current. Positively guaranteed not to 
creep. 


Two speed ten inch oscillating fan with two speed 

Model 20 toggle switch in a heavy cast base. Self-aligning bear- 
ings. Swivel joint adjustable to any angle. 8 feet of 
cord. Operates on 110-120 volt A.C. or D.C. current. 
Positively guaranteed not to creep. 


Has full nine inch bronzed blades and heavy, quiet- 
Model 30 running motor with self-aligning bearings and swivel 
joint. 8 feet of cord. Has toggle switch in base and 
positively guaranteed not to creep. Operates on 110-120 
C. or D.C. current. 














Medel 30, 9” Blades 
Retails at $7 





Electrical Goods Section 89 











Organization of the Electrical Refrigeration Depart- 
ment of the General Electric Co. is announced with the 
appointment of T. K. Quinn as manager and P. B. 
Zimmerman as sales manager. Both of these men are 
drawn from the National Lamp Co., a General Electric 
unit, with which they have had long experience. Mr. 
Quinn has been chief of the credit, miniature lamp de- 
partments and assistant general sales manager. Mr. 
Zimmerman has been a member of the publicity de- 
_partment during his business life and for eight years 
has been in charge of the publicity work. 











Electrical Testing Laboratories, Eightieth Street and 
East End Avenue, New York City, have issued speci- 
fications for residence lighting equipment as a guide 
for judging merchandise to be sold by the Edison II- 
luminating Companies to householders. These speci- 
fications are for “trial and criticism’ form and are 
being circulated to obtain further suggestions as to 
points that go to make up satisfactory fixtures for 


She Knows the Difference home use. 


Mrs. a American, family buyer, is | Do You Want More Sales? 
ecoming better and better informed 


and more and more exacting in her 
requirements, as related to her house- 


hold helps. 


And it surely does make a difference 

















(Continued from page 19) 
In this store’s windows there is a display, according 
to season, showing the utility of a season appliance. 
_In mid-summer two electric fans, one large, one small, 
and between them a glass of lemonade with a straw and 


which she is quick to appreciate, _cracked ice. The placard underneath the exhibit says: 
when a dealer offers her a vacuum | “Lemonade costs ten cents a glass and is cool and re- 
cleaner, a washing machine, an freshing. Either of these fans will cool five people and 
ironer, or other household appli- one room for eight hours at a cost of two cents in 
ance, with a ball-bearing motor. current.” That is a season idea. 


All of this can be shown in an ad—all except the 
motion of the fans—and the argument is simple, direct 
and sensible. 

Few stores, even the larger ones, realize the sales 
power of simple ideas, yet the kind briefly outlined here 
have sold literally thousands of dollars worth of elec- 


She knows what that means, in the way of 
lessened responsibility and expense, 
and freedom from the “messy” oil 
can. 

“Norma” Precision Bearings were the 





first ball bearings used in quantities, trical goods in cities of all sizes, and particularly in 
- electrical utilities. And = those where competition is unusually severe. 
Normas” are used today, in high- Department stores with electrical goods departments, 





grade household helps, than of all 
other “anti-friction” bearings com- 
bined. tween electrical appliances and general lines of mer- 
Are you, Mr. Dealer, ‘cashing in” on hig _chandise; they can see the difference because they sell 


if they study the possibilities, have a better opportunity 
to notice a distinctive difference in selling value be- 


all the necessities, utilities and luxuries bought by 
families. This is the difference: 
General lines of merchandise such as clothing, hosiery, 
BEARINGS CORPURATIVN shoes, etc., are bought to supply a need that is modified 
PRECISION BALL.ROLLER AND THRUST BEARINGS by several things besides the utility of the item—style, 
. ) a ®) material, color, design. Thus a dress has four selling 
ae elements to move it into the consumer’s hands. 

An item of electrical goods is bought wholly for what 
it does—its utility, in short. Material and design may 
| . ~\ = | | help a little, but not enough to count. When a house- 
ye AE |" Fihas 2 wife wants an electric toaster, she wants it to toast 

3 | . | bread with, not to use as a paper weight or watch fob. 
Instead of telling her how beautiful its design, its color, 
the salesman must tell her that it toasts bread, quickly, 


ee Me De 
Ie VTi C75. crisply, brownly, and at so much for current. 
- - — Gam That is why selling ideas must be adapted to initial 
=z : 
BALL BEARING sales, repeat sales and season sales if volume is to go 


| up and stay up. 


pioneer prestige? Let us help you. 
NYVRMA-~ HOUFFMANN 
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DON’T WORRY ABOUT COMPETITION 
| MEET IT 


With the 1927 Model 


BALL BEARING A 


Gadi 
ster of (Teaners) 


AC 


The 1927 model CADILLAC has new and striking features 
which place it far above the class of ordinary machines and en- 
ables you to offer, prospects more for their money. It has 
25% more suction. Its Ball Bearing motor never requires 
oiling, does away with all motor troubles and will last a 
lifetime. 


















All the recognized superior features of high 
grade vacuum cleaners are embodied in the 
CADILLAC. In addition you have the tre- 
mendous advantages derived from an 
oversize 14 H.P. motor and its "NORMA" 
Precision Ball Bearings. 


When you sell a CADILLAC 





Features of 


you make a friend and a CONSTRUCTION 
good net profit besides, Ball Bear; 

and it guarantees you caring 
freedom and immu- CADILLAC 
nity from expen- Electric 


sive servicing Vacuum Cleaner 
risks. 
% H.P. motor equipped 
with NORMA Precision 
Ball Bearings. No oiling 
required. 


14% inch Aluminum nozzle 
with long points which get 
under low furniture. 


Rear roller adjustment for 
raising or lowering nozzle 
for different rug nap thick- 
nesses. 


Rated highly by Good 
Housekeeping and the 
N. Y. Tribune Institutes, 

cil Recom 


Modern Priscilla. - 
Send for a sample Ball mended by Mrs. Jean Pres- 











Bearing CADILLAC and => — | Git Adan. “Aeoroved by 
for our sales plans which Guaranteed for two years. 
build volume business 

quickly! 


Free Set of 
Attachments 





CLEMENTS MFG. CO. 


607 Fulton Street , CHICAGO, ILLINOIS 


Manufactured in Canada by Clements Manufacturing Company, Limited, 
72 Duchess St., Toronto, Ont. 


New York Distributor: Pacific Coast Distributors: Expert Department 
H,. M. Walter, 70 Fifth Ave., F. E. Spencer, 929 W. Sth St., Los Angeles, Calif. 149 Broadway, 
New York City Ray Bentley, 219 Worcester Bidg., Portland, Oregon New York City 
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Keep 


by concentrating 
on lines that are selling now 


Keeping your radio department operating at a satisfac- 
tory profit at this time of year is a matter of pushing 
the lines that are good sellers now. 

Balkite is one of those lines. In fact Balkite sales after 
the first of the year are greater each season than before 
the first of the year. When most lines are falling off, 
the Balkite season is just beginning. Every purchaser 
of a radio set the early part of the season is now a 
Balkite prospect. 

Balkite is the standard line in its field. The profit 
you make on it is clean, for every Balkite unit is a 
permanent piece of equipment, with nothing to wear 
out or replace. Get behind the line now. Get your 
share of Balkite volume and profit. 


3 New Balkite ‘*B’’s 


Balkite “‘B” eliminates ““B” batteries and 
supplies “B’’ current from the light socket. 
Noiseless. Permanent. Employs no tubes 
and requires no replacements. Three new 
models. Balkite ““B”-W at $27.50 for sets 
of 5 tubes or less requiring 67 to 90 volts. 
Balkite “*B’’-X (illustrated) for sets of 8 


tubes or less; capacity 30 milliamperes at 
135 volts— $42. Balkite ““B”-Y, for any 
radio set: capacity 40 milliamperes at 150 
$39; “B”’- 


volts— $69. (In Canada ““B’’-W 
X $59.50; “B”-Y $96.) 


The New Balkite Charger 


MODEL J. Has two charging rates: a low 
trickle charge rate anda high rate for rapid 
charging and heavy duty use. Can thus be 
used either as a trickle or as a high rate 
charger and combines their advantages. 
Noiseless. Large water capacity. Visible 
electrolyte level. Rates: with 6-volt battery, 
2.5 and .5 amperes; with 4-volt battery, .8 
and .2 amperes. Special model for 25-40 
cycles with 1.5 amperes high rate. Price 
$19.50. West of Rockies $20. (In Canada 


$27.50.) 
Balkite Trickle Charger—$10 


MODEL K. For those who require a 
charger of limited capacity only. Can be 
left on continuous or trickle charge thus 
automatically keeping the battery at full 

wer. Converts the “A” battery into a 
ight socket “‘A’’ power supply. Charging 
rate about .5 ampere. Over 350,000 in 
use. Price $10. West of Rockies $10.50. 
(In Canada $15.) 


Balkite Combination 


When connected to the “A” battery this 
mew Balkite Combination Radio Unit 
supplies automatic power to both “‘A’”’ an 
“*B’’ circuits. Controlled by the filament 
switch already on your set. Entirely auto- 
matic in operation. Can be put either near 
the set or in a remote location. Will serve 
any set now using either 4 or 6-volt “A” 
batteries and requiring not more than 30 
milliamperes at 135 volts of “B’’ current 
—practically all sets of up to 8 tubes. Price 
$59.50. (In Canada $83.) 









All Balkite Radio Power Units operate from 110-120 
volt AC current with models for both 60 and 50 cycles. 
Also special model 25-40 cycle Balkite Charger. 


FANSTEEL PRODUCTS COMPANY, Inc. 
North Chicago, Illinois 


FAN STEEL 


Balkite 


Radio Power Units - 
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The title will be announced in the 


next issue of 


ELECTRICAL GOODS 


as was announced in the last issue 
(This contest closes March 15) 


Cw 


$15 for the best title for the picture on 
first page of the sepia section of this issue 


1—Contest closes April 14. 


2—Contestants must be connected with retail sales of ap- 
pliances, or radio. 


3—Print your name plainly, address, store you are con- 
nected with and position occupied. 


4—In case of tie each contestant will receive $15. 


5—The winner will be announced in the second issue of the 
ELECTRICAL Goops following this issue. 


6—The Staff of ELECTRICAL Goops SECTION will be judges. 
SPECIAL—Please do not tear the page from this magazine. 


Address—Title Contest, ELECTRICAL GOODS SEC- 
TION, 239 West Thirty-ninth St., New York City. 





Getting Your Radio Stock Ready 
for Spring 


(Continued from page 22) 


| radio stocks to take care of spring business, but the 


skeleton outline will no doubt bring to your minds 
many other “‘things to do” that will work out profitably 
under your local conditions. I will say this, though. 
If you have any specific problems in connection with 
your radio department, write them out as fully as you 
can, so that I can get the picture, send them to me, and 
I’ll leave no stone unturned in my effort to help you. 
Now that’s fair, isn’t it? 
































The following fourteen 
manufacturers are the only 
ones licensed to manufac- 
ture Neutrodyne receivers 
and the protective policies 
maintained by the Hazel- 
tine Corporation and Inde- 
pendent Radio Manufac- 
turers, Incorporated, apply 
only to the Neutrodyne 
receivers made by them: 

THE AMRAD CORPORATION 


Medford Hillside, Mass. 


F. A. D. ANDREA, INC. 
New York City 


CARLOYD ELECTRIC & RADIO 
COMPANY 
Newark, N. J. 


EAGLE RADIO COMPANY 
Newark, N. J. 


FREED-EISEMANN 
RADIO CORPORATION 
Brooklyn, N. Y. 


GAROD CORPORATION 
Belleville, N. J. 


GILFILLAN RADIO 
CORPORATION 
Los Angeles, Cal. 


HOWARD ee COMPANY, 
NC. 
Chicago, III. 
KING-HINNERS RADIO 


COMPANY, INCc. 
Buffalo, N. Y. 


WM. J. MURDOCK CO. 
Chelsea, Mass. ° 
STROMBERG-CARLSON 
TELEPHONE 
MANUFACTURING COMPANY 
Rochester, N. Y. 

R. E. THOMPSON 
MANUFACTURING CO. 
Jersey City, N. J. 
WARE RADIO CORPORATION 
New York City 


THE WORK-RITE 
MANUFACTURING CO. 
Cleveland, Ohio 


HAZELTINE CORPORATION 


(Sole owner of “Neutrodyne’’ patents 
and trade-mark 


INDEPENDENT RADIO 
MANUFACTURERS, 
INCORPORATED 
(Exclusive licensee of Hazeltine Corporation) 
Look for this trade-mark 


LICENSED BY we 


Fi Th ODyN 













UTF RODYN 

wets. NOS. 1.450 08g MN ie 16, 

Ne .eanse 1.577.421 "490% 
OTHER PATENTS PENDING 


REG. oF > 














It is your protection against patent infringement 
iability 
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This stabilizing influence — 


NEUTRODYNE 


ONE question about radio is being asked 
on every hand: “What is a good set to buy?” 


That is what the public asks of those 
who are supposed to know the fundamental 





facts about radio. 


And more and more is the public being 
told just this: “Get a Neutrodyne.” 


For Neutrodyne the reliable, Neutrodyne 
the non-interfering, Neutrodyne the simple 
to operate, Neutrodyne the unique and in- 
imitable, sets a standard of performance 
for home radio. Engineers knew from the 
beginning that without the Neutrodyne 
principle, Neutrodyne results—which mean 
the best possible results—would not be had. 
The public, through bitter experience, has 
learned this at first hand. 


So, when you ask yourself “What is a 
good set to sell?” you can make yourself 
the answer: “Get a Neutrodyne.” 


For Neutrodyne has demonstrated, in the 
laboratory, in the shops of the nation, in 
homes everywhere, and even in the courts, 
that it is unique not only in principle, but in 
permanence. Designed solely for broadcast 
reception, kept in the forefront of the art 
by thirty radio engineers, Neutrodyne has 
never known a setback. It is here “for 
the duration of broadcasting’— and for 
the profit of dealers and the pleasure of 
listeners. 


“GET A NEUTRODYNE” 
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“GOOD 
STUFF” 





—say electricians 


Th E extreme and unremitting 
care which governs every oper- 
ation in the Triangle factories 
has two aims. Besides produc- 
ing wiring materials that re- 
move all fear of future trouble, 


we make materials that cut time 
and labor costs on installations. 


All Triangle materials have a 
reputation for easy workability. 
There’s no fight in them. 


Triangle Products 


Armored 
Conductors 
(Round and flat) 


“Triex”’ 
(Non-Metallic 
Sheathed Cable) 


Flexible 
Steel Conduit 





Non-Metallic Rubber 
Flexible Covered 
Conduit Lead-Encased 
Wire 
Rubber Rigid Steel 
Covered Conduit 
Wire (Enameled and Gal- 
(Code, Intermediate, vanized Elbows 
30% Para) and Couplings) 
“Making it easier 


for the Contractor” 





TRIANGLE CONDUIT CO., INc: 


General Offices: Dry Harbor Road and Cooper Ave., Brooklyn, N.Y. | 


Brooklyn—Chicago—Butler, Pa. 
Ltd., Toronto 


Factories: 
In Canada: 


Canadian Triangle Conduit Co., 
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~The Lighting Equipment Show 


(k- National Lighting Equipment Exhibition at 
(k Hollenden Hotel early in February was quite 
an enlightening affair, in more ways than one. 


| | Several score of the leading manufacturers exhibited 














their latest products and some were very pleasing to 
the eye. 

The best of the new equipment was the early Ameri- 
can design. When not concealed by glass bangles, these 
designs won much admiration when the public was 
admitted. These designs favored the silver finish. In 
the new brass designs, there seemed to be a strong in- 
clination to run to color trimmings. 

The equipment people were quite unselfish, as they 
permitted a number of lamp manufacturers to exhibit, 
and some items that are not entirely lighting equipment 
were on display. 

One that seemed to come from the outside is a heater 
made by a lighting equipment manufacturer. This 
heater departs from the sunburst idea and is finished 
with silver or nickel. It is made in a more or less 


conventional shape, also in stove form and again in 


a heat register form to be placed in the wall of new or 


old buildings. 


As the heater is made to fit between wall 


_ joists, the installation is easily made, and, when the rim 
_ cover is set, it is quite neat. 





Another novelty is a paraffin candle equipped with 
small, renewable incandescent lamps for table use. The 
wire that carries the current to the lamp supplies a sup- 
port against bending of the candle. The lamp is spe- 





Specitication 


of molded materials made by 
American Insulator Corpora- 
tion, by purchasers of elec- 
trical devices, becomes a 
guarantee of expected service 


MOLDED INSULATION 
Cold Molded and Bakelite 





American Insulator 
Corporation 


NEW YORK OFFICE 
Cold Molding Plant s2 vanderbil = Bakelite Plant 
New Freedom, Pa, Danbury, Conn. 


























Sell Them. by the Carton 





Make the Edison Mazpa* Lamp 
carton work for you. Cartons 
are easy to sell when you use our 
tested method of merchandising. 
Many agents are showing big 
increases in their counter busi- 
ness. You can do the same by 
featuring the carton. 


*The Mark of 








It tells its story in the window, 


behind the counter and on the 
counter. This method of sell- 
ing gives you a six-to-one break 
—it’s easier to talk. down to 
a single lamp sale than up to 
the carton. Ask our nearest Sales 
Office. 


Research Service 


FDISON MAZDA LAMPS 


GENERAL 


Electrical Goods Section 
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New and easy 
money making 


proposition welcomed 


by electrical dealers 


Every electrical dealer should learn of 
our new proposition—a unique plan of 
selling vacuum cleaners—a plan of espe- 
cial appeal to electrical dealers. 


It offers you large profits. It has won 
the enthusiastic support of many elec- 
trical dealers. 


Our plan differs from any you have 
known before. 


Inquire about it. This does not obli- 
gate you in the slightest. See if you 
agree that it is a money-making proposi- 
tion for you. 


B. F. STURTEVANT 
COMPANY 


Just mail this coupon 





B. F. Sturtevant Co., 
Dept. 183, Hyde Park, Boston, Mass. 


Please tell me about your proposition as ad- 
vertised in Electrical Goods. 

















cially treated to look like a candle flame. A single or 
more candles can be used from an ordinary lamp 
circuit. : 

Something new in switch plates is a line finished 
with wood veneer. Thus the switch plate becomes a 
part of the finish, instead of a spot. 

Much interest was shown by those attending the ex- 
hibition in the lines of small lamps—decorative to a 
large extent, but having definite uses with book cases, 
desks, radio sets and other special purposes. For lack 
of a better name, the decorative lamps are called boudoir 
lamps. The newer ones are made with delicate lace 
patterns of decorations and in solid colors. It was a 
general remark that a complete display of these lamps 
in a store with heavy traffic would produce many im- 
pulse sales. 

A decided novelty in glass shades is a product that 
looks like silk. Indeed, it looks so much like silk that in 
several stores where the fixture department has declined 
to buy it, it has been sold to the silk shade department. 

Generally speaking, the exhibition seemed to be what 
Mr. Ziegfeld would probably call a “glorification of the 
orange-amber flame tint incandescent lamp.” A very 
large proportion of the ceiling hangers were guiltless 
of shades of any sort. The only concession against the 
naked light source was the use of the tinted lamp. 

It is said that the Lighting Equipment Manufac- 
turers’ Association plans to double the business in four 
years. Certainly an early step might be the designing 
of more fixtures that are pretty and comfortable, and 
then the industry would be in position to make a start 
in the great residence replacement business. 





The Improved 
Amplion Cone 


The instantaneous acceptance of this fine new 
model is due to its success in the greatest test 
of Cone type speakers—clear, clean reproduc- 
tion of speech. 


National magazine advertising carrying this 
thought to over 6,000,000 readers a month is 
helping all Amplion Dealers to increase their 
sales. 


Model AC12 
List $30.00 





The new improved Aruplion Patrician which as- 
sembles a 48” air-column in a hand-carved mahog- 
any cabinet 18” x 12” x 9” is now listed at $50.00. 


Do not fail to investigate the sales possibilities of 
these fine new Amplion models. 


THE AMPLION CORPORATION OF AMERICA 
Suite F, 280 Madison Avenue, New York City. 
The Amplion Corporation of Canada Ltd., Toronto. 


| AMPLION & 
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Just See Whats Been Done 


NELA PARK 
CLEVELAND 








Nela Park, Cleveland, is a 
“University of Light” dedicated 
by the National Lamp Works to 
improve ment in lamps and prog- 
ress in the art of lighting. 


Through its seventeen Sales 
Divisions and 50,000 retailers 
the NationalLamp Works mars 
kets annually 158 million 
MAZDA lamps made in twenty- 
three factories. These lamps 
are used in homes, factories, 
stores, streets, railways, flash- 


lights and automobiles. 











o-O % 


How THE NEW MAZDA LAMPS ARE REPLACING THE OLD— 
The above chart gives the month by month shipments of the New Stand- “MASDA” ie not the 
ard line of MAZDA lamps in per cent of all lamps shipped for name of a product but the 
general lighting service. trade-mark of a Research 
Service, and only those 
NATIONAL lamp manufacturers 
WeWAIL' entitledtoreceive this serv- 
‘ ice may distinguish their 
lamps with the mark, 
MAZDA. 





HY is it that in less than ten months the five new 
inside-frosted Mazpa lamps had gone more than 
80% of the way in replacing the 45 oldertypes? Why have 
thousands of National Mazpa lamp agents cleaned out 
the old types altogether and put the new lamps over 100%? 














LAMPS 
It's because the new Mazpa lamps are far better at ee 
lamps. It's because the lamp agent can now sell more ee 
lamps than ever before at a greater profit than ever before. aa 
The public has shown that it recognizes the greater value f [ 
of the new Mazpa lamps and the electrical dealer has a 1OnNa 


found that he can do business with a smaller stock and 


less selling expense. MAZ DA 


If in 1927 you concentrate all lamp selling efforts on the 


New Standard line of Mazpa lamps you will say as others 
say, that this simplification of lamp types is the greatest M P 
development in 10 years of lamp making. 
Te @ 
2 C , 


C / 
ENERAL ELECTR! 









If you haven't received a copy of the 1927 
Four Star Book —write to the Sales 
Promotion Dept., Nela Park, Cleveland. 
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Some Things 


Every Salesperson 
Should Know 


T is presumed that every one knows generally the mean- 
| ing of socket, outlet, cord and plug as used in connection 

with electric appliances, but we do know that a great 
many electric appliances purchasers do not get as much 
instruction as they should about the uses of these necessary 
bits of equipment. Just to get the record straight we will 
quote the definitions of these articles: 


SOCKET—usually called a lamp socket—is an outlet 
in a lighting fixture which is controlled by a switch on the 
fixture or on some convenient point on the wall by which 
the current can be turned off and on. 


OUTLET is a connection placed in the wall, baseboard 
or other convenient place, where appliances can be con- 
nected direct to the wires which make the circuit. There 
is no switch control to the outlet and the current is auto- 
matically turned on when the appliance is connected. 


CORD is composed of parallel copper wires which act 


Sells on Sight 


This triple-duty plug is so obviously convenient and use- 
ful in every home that it sells on sight. It is the most 
universal of all multiple plugs. Any dealer who will 
display it in the illustrated display carton furnished with 
every ten will increase his sales—and profits. 


It will take two extension cords 

—the T-shaped slots will re- 

ceive either tandem or parallel 

blades. The socket takes either 

Uno threaded or standard clamp 
shade holders. 


Anylite Products 
Wali Outlet Plugs 
Plural Plugs 
Portable Switches 
King Cole Radios ' 
Aerial Wire and Magnet 
Wire 
THE 


ANYLITE 


Electric Co. 
Ft. Wayne, 
Ind. 





as conductors and which carry the electricity from the 
socket or cutlet connection to the appliance itself, through 
the appliance and back to the circuit. 


PLUGS are attached to each end of the cord and com- 
plete the equipment for making the circuit complete through 
the appliance. The rounded plug connects the cord with 
the lamp socket or outlet; the flat plug attaches to the 
appliance. 


The round plug, which is the circuit end of the com- 
pleted cord, consists of two parts, the cap and base. These 
can be pulled apart. The cap is attached to the cord wires 
in a manner to make a good electrical connection and has 
two pronglike pieces of metal which, when inserted into 
the base, make the connection. 


The screw threads on the base are supposed to fit any 
lamp socket. There was a time when there were many 
and varied screw threads in the sockets—a different type 
or size for each manufacturer of lamps or sockets—but 
standardization or simplification has cleared away this con- 
fusion. Now any lamp base or any plug base will fit into 
any fixture. 


As a matter of safety and for the best use of the appli- 
ance, all appliances should be connected by outlets. This 
insures a better connection and a better flow of current. 
A switch is just another hindrance to the flow of current 
and every switch weakens the flow somewhat. 


Many houses have no outlets because they have only 
lighting circuits wired in. The objective of the Red Seal 
Home plan, so much talked of today, is to obtain adequate 
wiring in every house that is built. Adequate wiring will 
permit the use of appliances in every part of every room 
in the home. It is sad to relate, but even today some 
houses and business buildings are being constructed with 
only lighting circuits wired in. 


So in thousands of homes the lamp sockets must be used 
for appliances. In this case, the plug should be separated, 
the base screwed into place and then the cap attached. 
When this is completed, the flat plug should be attached to 
the appliance or lamp or what ever is to be energized by 
the current. 


Cords and plugs are important in the general scheme. 
So far the electrical industry has not been able to control 
the manufacture of cords and some very cheap, unreliable 
and unsafe cords are on the market. These cords are made 
of too light wire with too light insulating. The insulating 
will crack or break and cause short circuit, which is always 
dangerous. Every merchant should demand the cord that 
he buys fér resale should carry the underwriters’ approval. 
Even some underwriter cord is not safe for all uses. They 
will approve of a cord for protected use but if this cord is 
used for a lamp and placed on the floor where it will be 
walked on, it constitutes a danger. 


Builders and contractors often use cords in a seeming 
careless manner to supply current to electric tools used in 
the work. They place them on the floor, or on sidewalks 
and the like, but you will note that these are specially 
made, strongly protected cords. The household cord will 


not stand such use. 














y With Daylight 
F Lens 


The Aristocrat 
Ingenious daylight fea- 
ture furnishes SOFT, 
NO-GLAPE light. 
Strong sales fea- 


items priced to attract sales. 
crease business. 
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Remarkable Values 
Desk Lamps—Floodlights—S preadlytes 


The Sun-Ray Line is doubly profitable. 
Handle this fast moving line. In- 
Write for information. 


_ Sun-Ray Lighting Products Co., 119 Lafayette St., N. Y. | 





Profit margin is large and | For Commercial Use 
The “Spreadlyte,’’ a rapid 
seller for industrial uses. 
Also Spot and _ Flood 





ture. ; 
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Lights for windows. 
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AMILTON BEACH 


Necessary Electrical Devices 
Sold Only Through Legitimate Jobbers 
$] 850 pels ees mes $sgsdasssassalassdsasaseasassetesaes: 


~~ Bea Full Line Dealer! 


: The advantages of being a “Full Line” Dealer are 
‘i known to every smart merchandiser —— particularly 



















This Home ae 
MotorMakesan ~._ 
Electric of Any “<~ 
Sewing Machine 

















when 


ewe 
me 


Ei Every Number is of Unquestionable Quality— 
- Every Number meets a Real Need— 


owe 
rh 
ut 
owe 
one 
ove 


i Every Number is Priced for Quick Sale— 


i Every Number carries Good Profit Margin, 
Pi and the Line is Nationally Advertised. 
ii Every one of the 20 Numbers in the Hamilton Beach 


:? Line meets these requirements for Profit. Write us for 


un 
ewe 
owe 


i? details and name ot jobber nearest you. 


ewe 
oun 
ove 





Fractional H. P. Motors for Grinding, 
Polishing, Buffing. 

















Full Line of Vibrators 





| 
| 
hii} 


SZ 
Minn, at 
HEN I II) ! 


Full Line of Hair Dryers. Famous Hamilton Beach Vacuum Sweeper Drink Mixers 
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Radio Energ 


ee 


j 


with only a 
switch to snap 





A B and C Radio Power 


from house current outlet direct into the radio with no more at- 
tention or thought than you bestow on a vacuum cleaner or your 


electric iron. 


This wonder box weighs only 13 lbs., stands 9 inches high and is 
4 inches wide, and is about half the size of an ordinary A storage 
battery. It is a mechanical device transforming ordinary 110 volt, 
60 cycle house power into smooth, quiet radio energy for the new 
Crosley radios without slightest interfering hum ° 

“  otor, Price $50, 


and with the certainty of an electric motor. 


a 
’ 
// | 


Crosley radios designed for use with this marvelous power supply are the 
AC-7, a 6-tube table model at $70, and the AC-7-C, a 6-tube console at 
$95. See these wonderful sets at any Crosley dealers, or write Dept. 132 


for descriptive literature. 


Crosley sets are licensed under Armstrong U. S. Patent No. 1,113,149, or under 
patemt applications of Radio Frequency Laboratories, Inc., and other patents issued 


d pending. Prices slightly higher west of the Rocky Mountains. 


The CROSLEY RADIO CORPORATION 


Powel Crosley, Jr., Pres. Cincinnati, O. 
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No more batteries to fuss with. 


No more batteries or battery charger to 
water. 


No failure of the power plant just as 
you sit down to a fine program. 


No batteries to recharge. 
No batteries to renew. 


No apologies to make to callers because 
“the batteries must be getting low.”’ 


No upsetting the house to have the radio 
serviced. 


NO MORE annoyances from the vital 
power supply end of the radio. A 
snap of the switch is the only de- 
mand your radio makes upon you 
from NOW ON. 


















































DEFINITE 
SUPERIORITIES 


Live Impellor washes more thor- 
oughly because of its suction-squeez- 
ing—vacuum-tapping action. 


Non-corrosive rust proof tub of spe- 
cial alloy steel lighter than aluminum 
yet retaining water-heat much longer. 


Soapy alkalis cannot pit or corrode it. 
Unit assembly—nothing whatever on 
base. Live a reserve-power 
motor, drive shaft, etc., all assembled 
in one unit. 


Direct drive—quiet, vibrationless— 
no belts. Patented drive shaft coup- 
ling automatically self-centering the 
hinged motor. 


Detachable base and wringer. Tub 
rests on detachable adjustable height 
base. Latest improved safety de- 
signed wringer, instantly removable, 
locks in five positions. 


Especially advanced mechanical fea- 
tures eliminating all necessity for 
oiling. 

Shipped and delivered knock-down— 
instantly assembled by one man who 
makes delivery. 
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~ “We Have Laid the Foundation 
/orBUILDING a REAL BUSINESS 


Backed by one of the strongest financial organizations in America, 
designed by an engineer of life-time washing machine experience, 
built to fit present-day buying trends, the VAC-A-TAP Washer 
mechanically and from a dealer-selling angle is worth quick inquiry 
and investigation. 





It represents vast mechanical and washing improvement in a type 
of machine 90% of all women want. At the left we list a few of 
the technical improvements. But behind all this is a story worth 
writing for, and we ask every washing machine dealer or prospec- 


tive dealer to 
WIRE OR WRITE 


Dept. B 


THE VAC-A-TAP COMPANY 
Holland, Mich. 





The MACHINE with the LIVE IMPELLOR 
It CLEANS ~and PROTECTS ~as it CLEANS 














